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KSON Sets 15% 
Discount Rate 


on Direct Ads 


Says Twin Rate Setup 
Recognizes Agency as 
Agent of Advertiser 


San Dreco, May 9—Radio Sta- 


tion KSON today sent to San Di- 
ego County agencies its Local Rate 
Card 16, containing both “local dis- 
count announcement rates” and 
“local net announcement rates.” 

The net rates in every case 
were exactly 15% less than the 
“local discount” rates. Net rates 
apparently are available to all lo- 
cal advertisers. 

San Diego advertising agency 
executives expressed concern, but 
none would allow himself to be 
quoted on the subject immediate- 
ly. It was understood that the San 
Diego Advertising Agencies Assn. 


expects to discuss the matter at a| 


meeting next week. 

The rate card contained a “com- 
mercial policy” statement which 
read in part: 

“As KSON considers the adver- 


tising agency as a legal agent for | 


the advertiser and not a dealer, 

the station does not hold the agen- 

cy financially responsible for pay- 
(Continued on Page 99) 
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KRAFTY—This four-color spread, to appear in Life and Look in mid- 


Co.’s “$50,000 Sweepstakes” pro- 


motion of restaurants this summer. J. Walter Thompson Co. is the 
agency. 


French & Preston 
Drops All but PR, 


Financial Clients 


New York, May 10—French & 
Preston Inc. has dropped all prod- 
uct advertising accounts and re- 
ports that in the future it will 
{confine itself to public relations- 
institutional and financial adver- 
tising. 

This leaves the agency, an af- 
filiate of Selvage & Lee public re- 


(Continued on Page 103) 


‘Hatchet Work Leaves Gashes’... 


Sell Medium Harder, 
Strouse Urges MPA 


Committee to Study 
MPA-MAB Merger Will 
Report Findings in June 


WHITE SULPHUR SPRINGS, W. Va., 


May 7—The long rumored merger | 


of the Magazine Advertising Bu- 
reau and the Magazine Publishers | 
Assn. was in suspension this week, 
as MPA wound up its spring meet- 
ing here with an eight-man sub- 
committee formed to make recom- 
mendations on the merger and the 
future of MAB by June 17. 

The formation of the new com- 
mittee took place against a back- 
drop of concern for the future 
volume of magazine advertising. 


Norman H. Strouse, president of 


told the) “ 
| advertising revenue to generate an | 


J. Walter Thompson Co., 
publishers, “Selling is your great- 
est problem. But it is a problem 
of your medium as a whole and 
must be approached in _ that 
fashion.” 

He noted that although maga- 
zine advertising dollars increased 
59% 
through 1956, much of it came 
“from your own built-in inflation.” 


Numbers of magazine advertisers|: ° 


have declined, and magazines have 
dropped from first place as a na- 
tional medium to third, he said. 
“It seems to me that there must 
have been failure somewhere in 
the selling job on the magazine 
medium as a whole,” he asserted. 


@ Mr. Strouse remarked that mag- 
azine publishers, in conversation 


(to $782,000,000) from 1949 | 


with JWT executives, often are 
unable to explain the values of the 
magazine medium. His analysis 
|was: “Advertising salesmen or 
representatives of magazines are 
|so preoccupied with selling each 
|other off a list that little attention 
jis devoted to selling the medium. 

“And when they do hatchet 
|work on each other, they leave 
|deep gashes in the medium itself,” 
he said. 

He said that tv and radio sales- 
men sell the medium first. And he 
pointed out that little effort has 
been made to sell local and district 
sales managers, whose opinion is 
much more important in an era of 
decentralized business. 

He suggested that magazines as- 
sess themselves 1% of their total 


|industry budget for a program of 
research, advertising and mer- 
chandising of the medium. 


s Mr. Strouse warned that unless 
buyers get an image of the unique 
ivalues of the magazine medium, 
|it is apt to suffer from “the grow- 
ing philosophy of the slide rule 
. There is a growing practice 
in management of reducing every- 
thing to a statistical formula. So 
much circulation for so many dol- 
lars. Cost per 1,000 impressions. 

“Efforts ... are being made to 
find a common denominator of 
measurement betweer magazines, 
| outdoor, newspapers, tv, radio and 
direct mail. And there is nothing 

(Continued on Page 104) 


Seabrook Farms 
Account Goes to 


Gore-Serwer Inc. 


Long Journey to South 
Jersey Was One of 7 
Tests Used by Client 


New York, May 10—Seabrook 
Farms has appointed Gore-Serwer 
Inc. to handle its advertising, ef- 
fective May 16. 

The appointment, to be an- 
;nounced Monday, follows three 
months of screening. Some 40 
agencies were interviewed. N. W. 
Ayer & Son has handled the fro- 
zen food packer’s account since 


$400,000. 
A number of factors led Sea- 
brook to switch from an agency 


in the $2,000,000 class. 

Dick Maass, newly appointed | 
manager of advertising and sales | 
promotion for Seabrook, told Ap- 
VERTISING AGE, “We were looking 
for an agency where we would 
have a closer relationship and 

(Continued on Page 102) 


British Receive Gospel as... 


1953. Annual billing is currently | 


New York, May 9—Dell Pub- 
lishing Co. has filed a $15,000,000 
monopoly suit against American 
News Co. and its subsidiary, Union 
News Co., and obtained a ten-day 
order restraining ANC from re- 
moving Dell publications from 
their newsstands. 

In its complaint, Dell said it 
notified American News on April 
23 that it was canceling distribu- 
tion contracts in 57 cities, effective 
in 60 days. American, the com- 
plaint said, retaliated by canceling 
all contracts in all cities, and on 
May 1 the two defendants began 
removing Dell magazines and 
pocket books from their news- 
stands. 

Dell said its cancellation was 
prompted by, among other reasons, 
the “recent severe loss of dealers 
by American, including many 
large supermarkets and drug chain 
accounts, coupled with a sharp in- 
crease in the number of accounts 
of independent wholesalers in the 
particular areas.” 


® By its “retaliatory action in can- 
celing Dell contracts and pulling 
Dell books off newsstands, Amer- 
ican endeavored to use the lever- 
age provided by Union’s monopo- 
listic hold on critically important 
retail outlets to coerce plaintiff to 
distribute through American.” By 


(Continued on Page 102) 


Ogilvy Propounds 39 
Rules for Ad Writing 


‘Dell Hits American 
News in $15,000,000 
Anti-Trust Complaint 


Stick to Rules—Only 
Way to ‘Create Perfect 
Sonnet,’ Adman Declares 


BRIGHTON, ENGLAND, May 9—Da- 
vid Ogilvy came out of the West 
like young Lochinvar to promote a 
set of advertising precepts calcu- 
lated to startle many an adman— 
and many a reader of Mr. Ogilvy’s 
own ads. Some sample rules: 

e Always use photographs; never 
use artwork. 

e Include the brand name in the 
headline. 

e Include the price...in the 
headline. 

e Write sentences of less than 12 
words. 


e Humorous copy does not sell. 


Mr. Ogilvy, president of Ogilvy, 
Benson & Mather, returned to his 
homeland and charged that “95% 
of all the advertising campaigns 
now in circulation—on both sides 
of the Atlantic—are being created 
without any heed to long-term 
considerations.” 

The New York agency man’s 
talk, loaded with long-term and 
short-term considerations—philo- 
sophical and pragmatic—provided 
the high spot of the annual con- 
ference of the British Advertising 
Assn. References to “Eye-Patch 
Ogilvy’s” speech as “brilliant” and 
a “bright spot” were widely heard 
among the 1,410 British admen at- 
tending the four-day meeting. 

In setting down his advertising 
maxims, Mr. Ogilvy divided them 


(Continued on Page 68) 


billing nearly $100,000,000 to one| Without Benefit of Dichter .. . 


Travail in Picking NC&K ‘Worth It’; 
Pabst Ad Motifs to Get Face-Lifting 


markets for two months, Regimen 


Drug Research. 


liams & Saylor. 


the advertisers is Roto-Broil. 


(Additional News Flashes on Page 103) 


newspapers and one and five-minute spots on radio and tv. It retails 
for $3 and $5. The Kastor agency already handles Sustamin 2-12 for 


Gering Appoints Barbour, 


KENILWORTH, N. J., May 10—Robert J. Barbour, formerly advertising 
manager of the Bakelite Co., a division of Union Carbide & Carbon 
Corp., has been named director of marketing of Gering Products Inc., 
industrial and consumer plastics manufacturer. Gering Products has 
named Riedl & Freede, Clifton, N. J., as its agency. The account, which 
bills in excess of $250,000, was previously handled by Lewin, Wil- 


Product Services May Offer Time-for-Film Deals 


New York, May 10—Product Services was negotiating at press time 
to acquire a batch of feature movies to be used in time-for-film 
barter arrangements with 100 tv stations for their clients. Like all such 
deals, this one is described in multi-million dollar terms. The films, 
which may not all be features, will come from Guild Films Co. One of 


Last Minute News Flashes 


Kastor, Farrell Is Named for Debut of Regimen 

New York, May 10—Drug Research Corp. has appointed Kastor, 
Farrell, Chesley & Clifford to handle a $1,500,000 national introductory 
campaign for Regimen, a weight control product. In about five test 


will use 1,000 to 1,800-line ads in | 


Names Riedl & Freede 


| Blue 


Gradual Changeover to 
Be Complete by August; 
Burnett Keeps Eastside 


Cuicaco, May 9—With the se- 
lection of Norman, Craig & Kum- 


|}mel as its new agency to handle 


Ribbon beer, Andeker 
draught beer and Old Tankard ale, 
Pabst Brewing Co. will get out of 
the prize ring in a hurry with a 
new advertising theme based on a 
smart “contemporary” approach. 

It is no secret, although Pabst 
would not talk about it, that the 
new advertising will bear down 
on “fashion.” If a sprinkling of 
rosin is what has been holding the 
brewer’s beer sales back, the new 
campaign will substitute uplift for 
the sweaty world of pugilism. 

The battle for the $8,000,000 
Pabst account ended today when 
the brewer chose NC&K from five 
other “finalists” for a $6,500,000 
slice of its account. Leo Burnett 
Co., which fought hard to retain 


(Continued on Page 99) 
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6§ Magazines Had 55% of Liquor Ads 
in Medium in ‘56, ‘Newsweek’ Finds 


Vodka Showed 297% 
Rise in Ad Pages; 


Whisky Dipped 3% 


New York, May 7—Brand ad- 
vertisers of distilled spirits spent 
a total of $27,662,937 in magazines 
during 1956 to buy 2,890.46 pages 
of advertising space, according to 
Newsweek’s sixth annual survey 
of the liquor industry. 

In dollar volume; this was a gain 
of 1.7% over 1955 expenditures of | 
$27,195,220. In pages, there was a 
decline of 0.2% from 1955's total 
of 2,894.84 pages, the survey re- 
ports. 

As in 1954 and 1955, the four 
magazines receiving the greatest 
volume of advertising from distill- 
ers were The New Yorker, Life, 
Newsweek and Time in that or- 
der. 

The New Yorker carried 511.74 
pages of liquor advertising; Life, 
287.25; Newsweek, 224.74; Time, 
216.69. Cue and Esquire followed 
with 194.58 and 156.65 pages, re- 
spectively. These six magazines, 
the survey says, accounted for 
55.2% of all distilled spirits adver- 
tising in magazines. 

Total whisky advertising 
dropped 3.6% in page volume from 
2,084.67 pages in 1955 to 2,008.91 
pages in 1956, but accounted for 
74.1% of all magazine liquor ad- 
vertising. Non-whisky alcoholic 
beverages rose considerably both 
in dollars and linage totals, mak- 
ing an 8.8% page gain over ’55, 
with 881.55 pages and a dollar gain 
of 19.6%. 


® Vodka showed the most sensa- 
tional rise, with a 297.5% gain in 
page volume. It jumped from 34.25 
pages in ’55 to 136.15 pages in ’56. 
Gin, as in previous years, contin- 


To End ‘Imbalance,’ 
WGY Cancels Paid 
Religious Shows 


SCHENECTADY, May 8—Station 
WGY has announced it will no 
longer accept religious sponsors | 
because it has an “imbalance” of | 
fundamentalist Protestant theology 
on its schedule. 

The new policy of the General | 
Electric-owned station was re-| 
vealed when Merl Galusha, man- 
ager of WGY, announced that the 
Billy Graham broadcast would not 
be renewed. 

Other religious programs which 
will not be carried after their pres- 
ent contracts expire are “Word of 
Life,” “Bible Study Hour,” “Lu- 
theran Hour” and “Voice of 
Prophecy,” Mr. Galusha said. 

He said the station has been car- 
rying eight hours of religious pro- 
gramming weekly and that two 
and one-half hours represented oa 
fundamentalist Protestant view. 

Approximately two hours of the | 
eight hours weekly consist of spon- 
sored fare, most of which is picked 
up from NBC. 

WGY’s revised policy calls for | 
the station to provide free time 
for an “adequate, representative 
schedule of religious broadcasts.” 
Mr. Galusha said it is likely that 
some of the programs that have} 
been on the paid schedule will be | 
included in the free-time religious | 
schedule. # 


Buchen Adds PR Unit 

Buchen Co., Chicago, has estab- 
lished a public relations depart- 
ment and has named George H. 
Tagatz to head the department. Mr. 
Tagatz formerly was with Com- | 
munications Counselors, American 
Maize-Products Co. and the Mil- 
waukee Sentinel. 


ued to be the most advertised pro- 
duct in the non-whisky group, ris- 
ing in volume by 8.4% with 236.51 
pages as compared with 218.22 
pages in ’55. 

Rum represented the only ma- 
jor drop in the non-whisky vari- 
eties, falling 52.2% in total adver- 
tising pages. 

(Continued on Page 44) 


lst Quarter Sales 
Up $20,925,000, Net 
Up $83,000, Says RCA 


New York, May 9—Radio Corp. 
of America stockholders had lots 
of questions for Chairman David 
Sarnoff at their meeting here yes- 
terday, but they gave him and the 
company’s management a vote of 
confidence on the principal point 
at issue. 

They approved the manage- 
ment’s proposal for advantageous 
stock options for John L. Burns, 
new RCA president, and other ma- 
jor executives. Mr. Burns may ac- 
quire up to 50,000 shares under 
the plan. The stockholders defeat- 
ed a stockholder-submitted resolu- 
tion that would have limited ex- 
ecutive compensation to $200,000 
a year. 

Among the questions the share- 
holders posed: 

Q.: Why is Robert Sarnoff, 
NBC’s president, not on the RCA 
board, since he has responsibility 
for that subsidiary’s operation? 

Chairman Sarnoff: “He’s young 
yet. He might make it, but don’t 
put any ideas in his head.” 

Q.: Is Perry Como responsible 
for NBC’s success? 

Robert Sarnoff: Partly, but 
“good sales and good management” 
are other considerations. 


® RCA had the kind of earnings 
report that is likely to inspire 
stockholder confidence. Sales and 
earnings for the first quarter of 
1957 were at an alltime high for 
the period. 

Sales of RCA products and serv- 
ices for the first three months of 
this year amounted to $295,773,000 
—an increase of $20,925,000 over 
the corresponding period in 1956, 
it was reported. Net profits after 
taxes were $12,810,000, a gain of 
$83,000 over the 1956 level. Earn- 
ings per common share were 87¢, 
against 85¢ for the first quarter of 
"56. 

Chairman Sarnoff indicated that 
the tv manufacturing side of the 
business still presents some prob- 
lems. “While the volume of units 
sold continues to be high, profit 
margins on sales of b&w sets now 
are low, and in some instances 
non-existent. However, there is 
nothing wrong with the television 
industry today that cannot be 


cured by color,” he said. + 


PHILIP ZACH, onetime president of 

Capper Publications, and more re- 

cently vp (AA, April 1) after Cap- 

per’s purchase by Stauffer Publi- 

cations, will retire on May 15. He 

will announce future plans after 
an extended vacation. 
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Viemme SAUSRRE BFE CO GARE RAL OFFICES 


~> WES 


VIENNAS FAMOUS CORNED BecF 


FRESHLY SLICED...VACUUM PACKED... 4 


READY TO SERVE—HOT OR COLD! 


EASY — Vienna 
Sausage Mfg. Co. 
will launch its 
new sliced meats 
in the Chicago 
market with a 
“powerful bar- 
rage” of adver- 
tising, including 
this color page in 
the May 16 Tri- 
bune and May 23 
Daily News. 
While the entire 
line is included 
in the campaign, 
Vienna corned 
beef (drop the 
package in boil- 
ing water for one 
minute) will be 
stressed. H. M. 
Gross Co., Chica- 
go, is the agency. 


(ner sow Wanna scot meets 


Co. this week used a page in the 
New York Times to break adver- 
tising for its new, long Newport 
menthol-cooled, filter cigaret in a 
crushproof box. 

Starting May 15, advertising will 
break for an introductory cam- 
paign in newspapers and in radio 
and tv spot commercials through- 
out the New York-New Jersey 
area. 

Young & Rubicam is the agency. 

Described as a new type of cig- 
aret which incorporates a “hint of 
mint,” with the “coolness of light 
menthol,” the new brand is being 
introduced in the country’s biggest 
cigaret market as a supreme test 
six weeks after the first announce- 
ment that Newport was being 
market tested (AA, April 8). 

“The decision to go national was 
made sooner than anticipated,” 
according to Lewis Gruber, presi- 
dent, “because of the unprecedent- 
ed success of our West Coast mar- 
ket test, which indicated an even 
greater sales potential than we 
had anticipated.” 


® Introduction of the new brand, 
Mr. Gruber stressed, will in no 
way detract from Lorillard’s sales 
and advertising programs for its 
other filter brands, Kent and Old 
Gold filters—sales of which, he 
said, are continuing to register 
steady increases—as well as for 
the company’s regular and king- 
size Old Gold cigarets. 

Behind the company’s decision 
to introduce its third filter brand, 
Mr. Gruber said, lay (1) a close 
evaluation by top company execu- 
tives of future cigaret develop- 
ments, plus (2) many months of 
experimentation with menthol and 
| mint processes in the Lorillard re- 
| search laboratories and finally (3) 
lthe success of the two-month test 
F in Sacramento. 

Packaged in a blue crush-proof 
| box, Newport will sell at the same 
price as regular filter brands ($9 
per 1,000 at wholesale and 24¢ and 
25¢ a pack at retail here). 

Over-all advertising themes are: 
|“Newport never tires your taste,” 
\“Mint makes the difference,” “A 
hint of mint” and “A touch of 
refreshing mint.” 


s In developing the Newport 
brand, Mr. Gruber said, Lorillard 
research chemists had as their ob- 
jectives (1) a cigaret with the 
lightest menthol of any yet made, 
which also contained an added 
touch of mint; (2) a new tobacco 


Successful Test Catapults Newport, Third 
Lorillard Filter Brand, into N.Y. Market 


New York, May 8—P. Lorillard| blend and _ filter, 


and (3) new 
processes of blending and “fixing” 
the full flavor permanently into 
the cigaret. 

The new package was selected 
from 150 tested. The name New- 
port was chosen because “market 
studies found an _ identification 
with ‘freshness,’ ‘coolness’ and ‘sea 
breezes.’ ”’ 

The brand will be introduced in 
other eastern and midwestern 
markets as rapidly as feasible, but 
for “competitive reasons” the com- 
pany refuses to disclose where it 
will launch its next major cam- 
paign. 

Incidentally, Mr. Gruber said, 
Lorillard’s Kent and Old Gold fil- 
ters currently account for an es- 
timated 10% of total U. S. filter 
cigaret sales. # 


62.9% of Denverites 
Earn Over $5,000, 
‘Post’ Study Shows 


DENVER, May 9—The Denver 
Post, newest member of the 23- 
newspaper Consolidated Consumer 
Analysis Group, has released its 
first annual “Consumer Analysis 
of the Denver Metropolitan Mar- 
ket” and is distributing it to ad- 
vertisers and agencies. 

Results of the survey, the first 
to be conducted in Denver, show 
that the city is populated with 
well-fed, well-dressed and well- 
housed families, the Post says. 

Among the findings: 


e 76% of Denver families own or 
are buying their homes. Tv set 
ownership has reached 94.5%; ful- 
ly automatic washing machines 
are owned by 55.4% of all families; 
more than 25% of the homes have 
power lawn mowers. Automobile 
ownership totals 93.8%, with al- 
most one-third of the families 
owning more than one car. 


e 9.7% of families have an income 
of $10,000 or more, while 53.2% 
are in the $5,000 to $10,000 brack- 
et. 


e The survey of buying habits 
and brand preferences shows that 
73.5% of Denver families buy toi- 
letries in grocery stores and that 
the top food buying day of the 
week is Friday, with a preference 
rating of 41.1%. 

e Cake mixes, used by 79.8%, are 
headed by Betty Crocker, with a 
35.7% preference. The second place 

(Continued on Page 72) 
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Hecht Co. Ist to 
Win Brand Names 


Award 3 Times 


Steinberg’s Becomes 
First Canadian Winner 
of BNF Bronze Plaque 


New York, May 7—Some 1,500 
of the nation’s leaders in advertis- 
ing, industry and retailing gathered 
at the Waldorf-Astoria Hotel late 
last Friday for the Brand Names 
Foundation banquet at which the 
winning retailers in 24 classifica- 
tions were presented with plaques 
in the 1956 Brand Name Retailer- 
of-the-Year competition. 

Earlier in the day, Thomas F. 
O’Neil, chairman of the board of 
RKO Teleradio Pictures Inc., was 
elected chairman of the foundation 
succeeding Edward R. Taylor, exec 
vp of Motorola Inc. Mr. O’Neil, 
who was formerly chairman of the 
executive committee, has been suc- 
ceeded by John H. Breck Jr., exec 
vp of John H. Breck Inc., Spring- 
field, Mass. Robert E. MacNeal, 
president of the Curtis Publishing 
Co., was elected to a second term 
as vice-chairman. Felix W. Coste, 
vp of the Coca-Cola Co., was also 
elected a vice-chairman. 


s For the first time in the nine- 
year history of the competition, 
Hecht Co., Washington, D. C., was 
the award winner for the third 
time as the top Brand-Name De- 
partment Store. The department 
store, in each of the two previous 
(Continued on Page 73) 


Chicago Newsies 
Boycott Magazines; 
Seek Bigger Slice 


Cuicaco, May 7—The majority 
of outside newsstands in Chicago 
and suburbs have stopped selling 
magazines. 

Pasquale (Kelly) Barone, presi- 
dent of the News Vendors Assn. of 
Illinois, told ADVERTISING AGE that 
400 of 600 outside stands in the 
market quit selling magazines sev- 


| eral weeks ago. These figures were 


disputed, however, by a leading 
distributor who said the outside 
stands total only 300. 

“The members of our associa- 
tion will sell no more magazines 
until we get more money for han- 
dling them,” Mr. Barone said. He 
estimated that 60% to 70% of the 
magazines sold here on outside 
stands are handled by operators 
who have imposed the ban. 

The principal complaint of the 

(Continued on Page 40) 


New mmertiegt gritt-deatewt? teemmils for meen onl cme 


Clears up the 
severest dandruff 
Ath, Just 3 applications! 


ow 


Theradan 


enti gt canine 5 Bit ens oe Moe 


ANTI-DANDRUFF—The first national 
ad for Bristol-Myers Co.’s Thera- 
dan breaks May 15 in Life, fol- 
lowed by promotion in Look, The 
Saturday Evening Post and two tv 
shows. Doherty, Clifford, Steers & 
Shenfield, New York, is the agency. 
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The 
Gold Crown 
is LP... 


its here -the Big Change 


BIG CHANGE—This four-color news- 

paper page, which breaks May 15, 

will launch two new gasolines for 
Standard Oil Co. (Indiana). 


Indiana Standard 
Sets ‘Big Change’ to 
New Gasolines 


Cuicaco, May 10—Service sta- 
tions of Standard Oil Co. (Indi- 
ana) will start pumping two new 
gasolines May 15, kickoff date for 
the Big Change ad campaign, one 
of the biggest Standard drives to 
date. 

Teaser posters, tv and radio spots 
have been used during the past 
month to whip up interest in the 
“big change.” 

Standard’s big change is to Gold 
Crown Super Premium and Red 
Crown king size regular gasolines, 
which contain new performance 
“controls” and higher octane con- 
tent. 

Newspapers, radio and tv, mag- 
azine sections, outdoor posters and 
point of sale displays in Standard’s 
midwestern marketing area will 
carry the story—from mid-May 
through August—of how the new 


GenaMelinIs | 


Top Winner in 
‘Lulu’ Awards | 


Hixson & Jorgensen | 
Adwoman Takes Mail, 
Merchandising Firsts | 


| Los ANGELES, May 7—Gena Me- | 
lin, of Hixson & Jorgenson, Los | 
Angeles, with first awards for di- | 
|rect mail and sales promotion-| 
merchandising, led 24 western ad- 
vertising women who received) 
achievement awards at a luncheon 
of the Los Angeles Advertising | 
Women May 5. This was the 11th 
annual competition honoring Fran- 
ces Holmes, the first woman in 
America to own and operate an ad- 
vertising agency. 

Awards for achievement in the 
form of “Lulus” went to: Consumer | 
copy: First—Jean Ferris, Joseph R. | 
Gerber Co., Portland, Ore., for | 
Dickinson Co. Second—Helen Ma-| 
rie Gurley, Foote, Cone & Belding, | 
Los Angeles, for Stauffer System. | 

Trade copy: First—Terry Mc- 
Fadden, Elwood J. Robinson Co., 
Los Angeles, for Firestone Co. Sec- 
ond—Betty Lou Maybee, Botsford, 
Constantine & Gardner, Portland, 
Ore., for Jantzen sportswear. 

Consumer layout: First—Doris S. 
Root, May Co., Los Angeles. Sec- 
ond—Barbara Steele, J. W. Robin- 
son, Los Angeles. 

Advertising illustration: First— 
Greta Elgaard, Greta Elgaard 
| Pointer, for May Co. Second—Bar- 
|bara Steele, J. W. Robinson, Los 
Angeles. 

Research: Dorothy Cory, Facts 
Consolidated, for savings and loan 
research. 

Direct mail: First—Gena Melin, 
Hixson & Jorgensen, Los Angeles, 
for Gladding McBean, Los Angeles. 


|ward Lear’s owl 


Second—Frances Cantonwine, 
|Frances Cantonwine Direct Mail 


“controls”—SA-550 and SA-510— Advertising, Manhattan Beach, Cal. 


“improve combustion, retard car- 
bon deposits and protect against 
rusting.” 

The first four ads in the news- 
paper series are designated as 
“conquest ads.” These full-color 
pages are designed to “so stimulate 
the motorist that he will be com- 
pelled to try one of the two new 
gasolines,” Wesley Nunn, Standard 
advertising manager, said. 


sin all, 18 different ads are 
scheduled to appear in 1,713 news- 
papers. Two- and four-color ads 
will run in 121 dailies, represent- 
ing a 50% increase over last year 
in number of newspapers carrying 
color ads. The newspaper segment 
will extend through December. 
Also on the media schedule are 
four-color ads in magazine sections 
of 14 Sunday newspapers, tv spots, 
and 3,300 outdoor posters, includ- 
ing 845 illuminated boards. 
Television commercials using 
animation, live action and special 
effects have been created to “stim- 
ulate the imagination of the view- 
er and get him to try the prod- 
ucts,” according Mr. Nunn. 
Dealer aids will include mate- 
rials to dress up station driveways, 


counter displays and four low-cost | 


novelties to give to customers: a 
children’s coloring book, glass 
tumblers embossed with gold 
crowns, salt and pepper shakers in 
the form of miniature gasoline 
pumps and crown valve caps. 

D’Arcy Advertising Co. is the 
agency. 


AMOCO PLANS IST DRIVE 
IN BUSINESS PAPERS 

Cuicaco, May 8—Amoco Chem- 
icals Corp.. new subsidiary of 
Standard Oil Co. (Indiana), has 
set its first advertising campaign. 
The company was formed in Jan- 


| Radio commercial: First—Marion 
|Sternbach, Dan B. Miner Co., Los 
j Angetes, for Blue Seal bread. Sec- 
| ond—Gertrude Van Hooydonk, 
Botsford, Constantine & Gardner, 
San Francisco, for California 
prunes. 


|= Television commercial, color: 
| First—Fran Harris Tuchman, Har- 
| ris-Tuchman Productions, Holly- 


(Continued on Page 44) 


juary to integrate activities of 


\Indoil Chemical Co., Hidalgo 


jCnecntonl Co. and Pan-American 
Chemicals Corp. 


rubber fields. 
Amoco also has announced that 
construction of a plant to manu- 


facture aromatic acids at Joliet, | 
Ill., will begin this month. + 


the new position of manager of | 
marketing services on the adver- | 
tising staff of General Mills, Min- | 
neapolis. He formerly was a vp of 


Campbell-Mithun, 


The new manufacturer will use| 


JOSEPH E. RATNER has been named to |the b&w 


he 


——e 


SHADE OF LEAR—This color page in 
the June issues of women’s fash- 
ion and shelter magazines is the 


lopening ad in Reed & Barton’s 
sterling campaign which features | 


animal hand-puppets. Hockaday 
Associates is the agency. 


Spoons May Be 
‘Runcible,’ but Ads 
Are Reed & Barton's 


TAUNTON, Mass., May 10—Ed- 
and pussy-cat, 
which “dined on mince and slices 
of quince which they ate with a 
runcible spoon,” are courting again 
in an ad for Reed & Barton ster- 
ling. 

Scheduled for the June issues 
of women’s, fashion and shelter 
books, the ad is the first in a new 
series built entirely around ani- 
mal hand-puppets. 

Each ad will feature a different 
pair of animals, and only animals 
which have long been associated 
together in Aesop’s fables, non- 
sense rhymes, etc., will be used. 
Headlines will be quotations that 
take an unexpected twist in favor 
of the company’s product. 

In the opening ad, for example, 
the owl is proffering a nosegay to 
the pussy-cat, which is treasuring 
some Reed & Barton sterling in 
her arms. The headline puns, 
“Come live with me and bring 
your Reed & Barton sterling.” 

The brief copy reads: “Does he 
love her for her sterling virtues or 
her sterling? Who knows? But of 
this we are certain; they'll lead a 
posh and pleasant life with the 
fairest silver in the land. It’s Reed 
& Barton, and it has been since 
1824.” 


® In another ad the animals will 
be a lion and a lamb, with the 
headline, “Love me or leave me 
your Reed & Barton sterling.” In 
an ad which will introduce the 


| company’s new pattern, the head-| Wasey, Sao Paulo, it is the agen-| 
business publications in the chem- | line will be, “People will say we’re | cy’s second office in Brazil. An Er- 
icals, plastics, paint, petroleum and|in love with [pattern name].” In; win, Wasey office has been func- 


terns will be photographed in scale 
and will be an integral part of 
each ad. 

The ads will be color and b&w 


our, House Beautiful, Living for 
Young Homemakers, Mademoi- 
selle, Seventeen and Vogue on a 
scattered schedule in every month 
but July. 


® The animal hand-puppets also 
will be featured in point of pur- 
chase material. Display kits com- 
plete with puppets and ad blow- 
ups will be sent to a selected, list 
of stores. Shapes of the puppets 
will form polishing mitts for each 
set of Reed & Barton sterling. Tv 
spots and a movie also will be 
built around the hand-puppets. 
This campaign is in addition to 
series for holloware 
which the company has been run- 
ning in The New Yorker for some 


in the bridal books (AA, April 8). 


At ACA Meeting... 


- |More Competitive Era 


Looms in Canada: Sale 


U.S. Consumer Eats Cake, 
Has It, Motivationist Levy 
Tells Canada Advertisers 


Toronto, May 7—Conditions in 

| Canada today are “ripe for a new 
competitive age resembling that of 
| the late 1920s,” said Rhys M. Sale, 
|president of Ford Motor Co. of 
|Canada, speaking before the an- 
nual meeting of the Assn. of Ca- 
,nadian Advertisers. In this period, 
ihe forecast, the consumer will be 
| king. 
“Advertising people,” he said, 
\“are going to be the first line of 
offense in the competitive war. 
Your ideas and the way you ex- 
ecute them may make winners or 
failures of the companies you 
serve. 

“Bluntly,” he continued, “I think 
millions of good advertising dol- 
lars have run down the drain in 
the past ten easy-going years 
when we have been experiencing 


All the World's a 
‘Persuader’; That's 
Bad? Dichter Replies 


New York, May 7—Dr. Ernest 
Dichter, motivation research lead- 
er, has drafted a reply to the 
criticisms raised by Vance Pack- 
ard in his new book, “The Hidden 
Persuaders” (AA, April 29). 

The reply will appear as an ed- 
itorial in the June issue of “Mo- 
tivations,” $100-a-year monthly 
|magazine issued by the Institute 
for Motivational Research. Dr. 
| Dichter is president of the insti- 
| tute. 

Dr. Dichter, whose aid was 
sought by Pabst in picking a new 
‘agency and who appeared on a 
| television program here last week 
| to defend his craft, writes: 

“We may wish that, ideally, 
| people should never be influenced. 
The truth is they are continuously 

(Continued on Page 6) 


Erwin, Wasey 


Opens Second 
Brazilian Office 


, 
| Sao Pavuto, May 7—Erwin, 
Wasey & Co. has bought out the 
Petinati agency here. 


| Renamed Publicidade—Erwin, 


jali the ads, several sterling pat-|tioning in Rio de Janeiro for| 


many years. 
| Alfredo C. Machado, who has 
|been in charge of the Rio office, 


| will move here as president of the | 
| pages scheduled in Charm, Glam-| agency, which will have a staff of | 


30. 

| Purchase of the agency has been 
|in the works for more than a year. 
|A key factor in the move is the 
Philips account, which has been 
|handled by Petinati. 

The Dutch electronics company 
lis a major advertiser in Brazil; 
lit has its headquarters in Sao 
| Paulo. 

| Philips is a major client of Er- 
win, Wasey’s in Britain. Charles 
Beeston, a director of the agency’s 
London office, flew here to make 
the final arrangements. + 


Brohard & Associates Bows 
Brohard & Associates, a new 
|Dallas agency, has been formed 


|time. A third campaign is running with offices at 1708 Patterson St. 


| Officers are M. M. Brohard Jr., 


the mildest forms of competition, 
compared to what we have ahead 
jof us. From now on the people 
| who put up the advertising dollars 
/are going to expect a great deal 
im your profession. 


a “We will ask you to get more 
|‘sell’ into advertising, and by that 
I do not mean that we want you 
to pack more injunctives into your 
copy. Rather, we would like you 
to concentrate more upon the mes- 
sage and the purpose of your ad- 
vertisement, than upon turning 
out a ‘smart ad.’ 

“We will expect you to know 
more about the products we sell, 
more about the markets we serve 
and the kind of people we hope to 
have as our customers, more about 
our problems of production and 
distribution.” 

Disclaiming any demands for 
“miracles from our advertising,” 
|Mr. Sale nevertheless declared, 
“We have to look to you to make 
our advertising messages more ef- 
fective. 


s “The objectives always before 
you should be (1) the creation of 
a preference for our particular 
brand and (2) to bring the cus- 
|tomer to our particular doorstep,” 
he continued. 

According to Mr. Sale, the most 
pressing need in marketing today 
is for a “rebirth of salesmanship.” 
He said salesmen today have been 
conditioned by “almost 25 years in 
| which true competition has been 
lacking.” He looks for a psycho- 
logical change in the art of selling 
—‘a new recognition by everyone 
in the selling profession that the 
customer is the boss and that he 
not only demands but has a right 
te expect courtesy, consideration 
and service.” 

Mr. Sale predicted that 1957 will 
be another good year for Canadian 
business. The motor industry, he 
said, can expect total sales of all 
makes of passenger cars to be 
slightly above those of 1956. 


Self-Indulgent Living 


Dr. Sidney J. Levy, director of 
psychological research at Social 
| Research Inc., Chicago, told the 


| convention that the modern Amer- 

ican has moved “from self-denial 

as a necessity and a principle, to 
(Continued on Page 101) 


| 


SWEETMEAT—During May and June, 
Armour & Co. will promote its 
Treet with a two-can_ special 
packed with three nips of perfume. 
Color pages in June issues of wo- 
men’s magazines plus Look, May 


Hockaday Associates, New York,! president, and Mrs. Anna S. Hill, |* will be used. Tatham-Laird, 


is the agency. # 


| vp. 


Chicago, is the agency. 


ee HN 2 iD ragga Oe io te Sa ky) ae Fs oe ee 7 ae ee ee ee eee mR ee Re. Se ee ee 
: a gee ee ee eer ar [ae ae ee ee ee a ci TN Sis RR, Si > nl ely = Bon ee ROME ips MRR cel OS 
2 ¥ Ce ae ee a ee ee ae Sea — a ee i oe SP ier eee # Pas ie ee NN em I Bee les ae Res es 
Pi ee a ge ge ti ee ee Re fee i Rs cal, ee i eer Sai —3 a Eee R Sa alee: a Jase eee ei a lle Ra ee 
ee fa Er Ose einen ae ip Om 3 ae -— gel a ae: ee we = ore Pty Ss : 4 Se ae =e 3 i aa ee Si = See seo 
iol ore a ee ee Pye. wer: eee. ee = ge Maen Z Rote a te 5 0 ee © ama hat Tr af: nis BEG RAR RS Sec eluate ts 
a * ze aie a es re Z rae" = { ‘ Ee ‘ be . 4g ai ae 
SEs 
; ’ 
ee ss a | = —~opl Po ~~ area 
rs and bring 
* | vour Rex ' B artor 7 
| &. sterling 
' ¢ =" 1 
| me £ 7 
and so is ints Whe 
' , the ROWER’ panier 
ES Fai 
: NY 7 ? “tee 
' _ legge 
; " . * ; ees 
i ry in 2 all-new Standard Gasolines | - : 
: i ae 
~ st pimunsises ese 5 Ian ag? ron 
| i —— — , . ae 
aa) | pt ’ . a 
’ - ©. Sasa ts nea 
j = | lew ewen nen + = 
— 1 re 3 tase 
oe > A ee 
, =~" ad _ 
ss . e > Be 
as + é : - 
4 Ae a rN 
. Se meen mee tee STANDARD ecg! : on he mehibes. © 
=p . 
' ~ " % 
7 
f 
a ies 
| Po a : 
H ee 
4 
oe 
a a 
- a” i 
; aa 
aa 
sete di 
eae. 
pip 
Z 
as % 
i. 
at 
at ce 
; fii 
NoPE. 
i -_ 4 
a 
% ecu 
iu 1 
a 
ee a 2 ale 
ee | A 
Pf yc 
ft vou Of7 THEM FREE .. Ss = 
* sie a ta ra es 3 ‘ ae ty : 
ie ty re { “8 PD 2 oS SEB te 
y . i iy 
ws . " Y . - , e2 
\ alla i oo io t 
~ 4 . a 
7 that , Aenea 6 
/ ae a sae Weleaia ee 
| & 2 ~~, a. Sa =e 
pict ‘ a 2 .” ee f js 
. + ms 
Y ; 
, : % Tween 2 
_— ’ _ Ever ung i) Part 
,. typ ir - _ ie de Mirxet | 
; . 2 b - - 7 7 u 
las » a 
a : ee 
wa ‘ preg 
ee . : 
a is. : ‘y t 
a a 
s. ! te ”* Foren bee ANMOUM STAM Tres! x 
By bs am COMED Lm Seat PROT gona x 
ie ; ‘ nee Pa 
a : 
oe i. 
- - 
aes , 
\ ‘ 

5 ere oe sa aS ticsa <P Te aN eel eet etn ta we teapmetaauielaaiae ie 5 atl Reis hh rain ante ae ec Ra BN eae ae ie : og fats om Bee eer en ge, ey Peres alg eee fo ee ‘ 
Ene gs oe ees eee eee Mt Peery ev St eee Sees Relea oe og aa Sars ee i ee PALE * Tice Me Mae oe, Sifters “Spi pecs Ge ie 
FE abies Tai aera Stee ett) cee ee ee te gee gee kg i hee os Be te meee UE ee aM eS age oe Bee's evs Vig at Beg ties Nuria ya © ee ee 
eA 55) bee ep tall tig Peet enh Loe ie OR oS IS a es eet le ene a) ce gee aay ¢ * ae Oh See eeicaley Seta ines re aL? Bie as MEE Oe aa ees 
snaie a ee Sele ieee Si Hos ee. ont eee ge ne iy ee ae a Ja ON Raat SARREENE CO ero Sc ne ee Remap Ee s  e Oe oe Ecc fate tiie og es Sad er TELS E RAL Pe Tatas aR ane liars 


Fawcett Reports Ad Volume Is Up 22.9% in 
Ist Half of ‘57; All Guarantees Exceeded 


New York, May 9—Things are 
looking up for Fawcett. 

Yesterday James B. Boynton, 
advertising director of Fawcett 
Publications, told a press luncheon 
that all Fawcett magazines were 
up substantially over guarantee for 
the first quarter of 1957 and that 
the first half of 1957 showed dollar 
volume gains over the first half of 
1956 ranging from 8% to 30%. 

The total ad dollar take was 
$2,733,586 for the first half of '57, 
vs. $2,224,891 for the similar pe- 
riod last year. What’s more, Mr. 
Boynton went on to say, Fawcett 
is uniquely self-sustaining. It has 
its own field men and 100% inde- 
pendent distribution, so it can look 
calmly at the turmoil in the distri- 
bution field. It also owns Fawcett- 
Dearing, in Louisville, which turns 
out 1,000,000 magazines a day—all 
the Fawcett books, plus American 
Legion, Capper’s Farmer, House- 
hold, Modern Photography, Wo- 


man’s Day and the _ recently- 
acquired “Friends” (General Mo- 
tors external house organ). 

The printing plant, valued at 
$23,000,000, has a $2,000,000 mort- 


Magazine Newsstand 
UIE itaabteintedaisvsdstinitaicidadionass 1,088,863 
True Confessi 1,179,806 
Motion Picture oo.ccccccccccccesseeses 741,810 
Mechanix Illustrated .............. 441,896 
Fawcett Men’s Group .............. 722,766 


Motion Picture 
Mechanix Illustrated 
Fawcett Men's Group 
Specialized Books 

Total 


Oe eeenerereseeeesereeeeesoeeesees 


gage “for tax purposes,” Mr. Boyn- 
ton said, and its capacity is sold 
out for 1958. Fawcett-Dearing 
prints on a cost-plus basis, he 
noted. 

In addition to the Louisville 
plant, Fawcett owns its own block- 
size plant in Greenwich. It rents 
the seven top floors it occupies in 


Fawcett Publications Circulation Picture 


Subscription Total Current 
Guarantee 
1,278,182 2,367,045 2,050,000 
179,412 1,359,218 1,300,000 
130,585 872,395 800,000 
619,915 1,061,811 950,000 
5,426 728,192 650,000 


Fawcett Publications Ad Dollar Volume: ‘56-57 


Jan.-June, ‘56 Jan.-June, ‘57 % gain 


vee $1,043,515 $1,357,879 30.1 
inne 386,569 463,275 19.8 
167,705 181,247 8.1 

aves 500,956 572,458 14.3 
_ 57,944 74,810 29.1 
eine 68,199 83,914 23.0 
$2,224,891 $2,733,586 22.9 


Leave A 


“Permanent Calling Card” 


A PLANT IS WELCOME IN EVERY OFFICE 


reminder of you 
service you offer. 


fresh indefinitely. 


Its so easy to Wire Flowers 


FAST! Ask your secretory to cal! 


your F.T._D. Florist. Order 
its wey in minutes. 


Thoughtfulness in business always pays off. The 
next time congratulations are in order, send your 
client a handsome plant for his office. It’s the 
kind of permanent gift that serves as a year ‘round 


personally and the product or 
Plants need little attention; stay 


WORLD-WIDE SERVICE! 20,000 
F.T.D.-INTERFLORA Members 
deliver in o matter of hours. 


is on 


GUARANTEED DELIVERY! No 
worries about your gift ‘getting 
there’’. Delivery is fully assured. 


Biorists’ Pelegraph Belivery Association 


Six magazines carried 55% of all maga- 
zine liquor ads in "56: Newsweek Page 2 


RCA’'s first quarter sales are up $20,925,000, 
net is up $83,000 


WGY cancels all paid religious shows to 
end “imbalance” 


Newport, Lorillard’s third filter brand, 
goes into New York market ........ Page 2 


62.9% of all Denverites earn over $5,000, 
Denver Post says 


Hecht Co. is first retailer to win Brand 
Names award for third time 


Chicago newsstands boycott magazines; 
they want bigger slice of profit Page 2 


Standard Of Co. (Indiana) kicks off big 
change drive to new gas on May 
ED siancenennanibbinsvecsenencnstoccasmsdediatitimpnemniactiatel Page 3 


Gena Melin is top winner in L.A. Ad 
Women's Lulu awards 


Reed & Barton uses Edward Lear's owl 
and pussy-cat in new ad ...............Page 3 


Canada is facing a more competitive era, 
Ford's Sale says Page 3 


Everyone's a “persuader,”’ Dr. Dichter says 
in answer to new book 


STEELE ctisitecstnentcteninasbiinhinbdninmemintaiaaiaaicl Page 3 
Amoco plans first drive in business pub- 
IRD nncseviicetentiencinnnningleenel Page 3 


Therapy liquor ads are still opposed by 
alcohol and tobacco tax division Page 6 


Exquisite Form bras are put into new 
Twin-Pak packages to boost sales Page 16 


Bell Seund Systems new hi-fi amplifier 
drive seeks women's approval ....Page 23 


Traveling adman will take your questions 
to Russia for you Page 23 


Old School tie maker finds Old Company 
tie business burgeoning 


Salesmen should spend some time selling, 
Weeisembach SAYS oo.c.cccccccccccccseccene Page 27 


Democrats will rely less on agencies, use 
inside workers more 


OR RCD mcvcrcmninisincincicniel Page 30 
Frey report to be clue to client-agency re- 
lation, not blueprint, McLaughlin 
GSS cnanniennnnntinitdmennemnnnal Page 32 
Advertising helps benign circle of our 
economy, Coca-Cola's Robinson 
A ene = Page 4 
Guild, Bascom adds five execs in expan- 
sion of client service ..................... Page 35 


Housing trade-ins is new important factor 
in “cee — National Gypsum 
I cainsincinsapicintncemeniccttinituamenia Page 38 


Trading stamp companies form the Trad- 


Advertising Age, May 13, 1957 


Highlights of This Week's Issue 


ing Stamp Institute of America Page 42 
Philip Morris shifts duties of phew execu- 


EF Page 46 
Japan's ootiiities + busi has b 
a $200,000,000 a year operation ....Page 50 


Versatile adman Alfred Auerbach leads 
three-tiered life as adman, industrial de- 
sign expert and art collector ........ Page 54 

Lifetime I 
warranty seal 


titurt eta blich 


“normal use” 


New American Assn. of Newspaper Repre- 
sentatives brochure explains role of 
newspaper reps 


Six agencies get American Heritage “Get 
Out the Vote” honors 


Public service radio shows not likely to at- 
tract advertisers, Judith Waller 
GIS: saitnserscccconinsstnsitenecnrsdeiciaagtnianll Page #0 


Big institutional advertisers spent $44,500,- 
000 in tv, CBS’ Merle Jones says Page 61 


Oldtime whisky ads were straightforward. 
full of gimmicks, exhibit shows Page 64 


PR complements advertising, helps under- 
standing, Schram tells admen ....Page 66 


Beer must gain regular status on mom's 
shopping list, Selzer says ............Page 67 


Leok wins top University of Illinois’ 
Benjamin Franklin award ............ Page 75 


Peril te Britain's provincial dailies seen 
in agencies’ needed big-circulation 


RE Se PE ST Page 76 
French ad expenditures climbed 10% in 
GI Retceesecencensssinerinnsiatitthiipshiassionmnccnnitiinin Page 76 


Julian Watkins gives seven meanings of 
old-fashion fundamentals fo: copywrit- 
a Page 79 


People don't hate tv commercials as much 
as thought, William Rhode says Page 80 


TV buyers’ market seems to be shaping 
up, Eye & Ear Man says ................ Page #4 


REGULAR ~iccqepemel 


Advertising Market Place .............. 
Along the Media Path ................... 
Coming Conventions ........... 
Creative Man's Corner . 
Drawthinks 
Te 
Employe Communications 
Getting Personal sithisbiabipetnte 
Information for Advertisers a 
Looking at Radio & TV 
Looking at Retail Ads .. 
Obituaries . 
On the Merchandisin 
Photographic Review 

9 aE 
Salesense in Advertising 
This Week in Washington 
Voice of the Advertiser ...... 
What They're Saying ..... 


SLSRESSIRSSSETSsRes 


the Fawcett Bldg. on 44th St. in 
New York. 

In outlining Fawcett circulation | 
gains, Mr. Boynton emphasized 
that Motion Picture recently went 
to 20¢ a copy and that True Confes- 
sions will move from 15¢ to 20¢ in 
September. + 


Ted Cox Names Jack Lane 

Ted Cox Associates, Chicago, 
public relations counsel, has ap- 
pointed Jack Lane an account ex- 
ecutive. He formerly was an asso- 
ciate editor of ADVERTISING AGE 
and before that was with Electrical 
Merchandising and Tide. 


BIG and still growing 


| REMARKABLE ROCKFORD 


ye 


Best Test City in the Midwest 


“134,448 A.B.C. CITY ZONE ; 
441,222 A.B.C. RETAIL TRADING ZONE 


ROCKFORD MORNING STAR 
Rockford Register-Republic 


Ground is being broken for 
another $3 million factory... 
just part of the continuing in- 

) ) dustrial growth of Remarkable 
Rockford, Illinois. 


New industries continue to come to 
Rockford . . . and companies already 
here continue to expand. That is why 
Rockford has become the NO. I City 
in Illinois (outside Chicago) .. . and 
a rich market for your products or 
services. Rockford is the 2nd largest 
machine tool center in the world... 
34th in the USA in expendable in- 
come ... 36th in buying power... 
and 13th in total Postal Savings. You 
can get complete coverage of this 
rich market with Rockford’s home- 
owned daily newspapers. Four color 
press facilities are available. 


Represented 
Nationally by 
Burke, Kuipers 
& Mahoney, inc. 
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month after month... 


1512 million’ men and women“live by the book” 


...and the book is Better Homes and Gardens 


4,350,000 COPIES EACH MONTH 


BH&G readers have more, buy more. For instance, only 
23.6% of all people in the U. S. live in households 
where there’s an automatic washer. But among very 
frequent readers of “‘the book’, 46.4% live in house- 
holds that own an automatic washer! An average issue 
of Better Homes and Gardens is read by 15,500,000 
people. One third of the 123,800,000 people in the 
U.S. 10 years of age or older read one or more of every 
twelve issues. That’s 44,150,000 readers of BH&G— 
and over 40% of them are men. Meredith Publishing 
Company, Des Moines 3, Iowa. 


DIE 0s 


during the year... 


1 2 of America 


* A 12 Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 


reads Better Homes & Gardens ! 
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Huntington Restates 
U.S. Opposition to 
‘Therapy’ Liquor Ads 


ATLANTIC City, May 8—Liquor 
advertisers were warned here yes- 
terday against advertising claims 
of therapeutic results from whis- 
ky consumption. 

John L. Huntington, chief of the 
basic permit and trade practice 
branch of the alcohol and tobacco 
tax division of the Interal Revenue 
Service, declared that some people 
in the liquor industry are contem- 
plating such advertising, which he 
said was patently illegal. 

“Within the past year,” Mr. 
Huntington told the annual na- 
tional meeting of state liquor ad- 


ministrators, “there has been pre- 
sented to the alcohol tax division 
for examination and comment a 
well-prepared and dignified series 
of advertisements, the central 
theme of which was that tension 
could be eased, nerves soothed, 
and one’s well-being generally im- 
proved by the consumption of 
whisky. 

“As you may surmise,” he said, 
“as these proposed advertisements 
were regarded as being in viola- 
tion of federal regulations, they 
were not approved.” 


s Mr. Huntington emphasized that 
his department’s view continues 
to be that federal law and regula- 
tions prohibit “any advertisement 
which creates the impression (1) 
that distilled spirits will contrib- 


ute to the mental or physical well- 
being of the consumer, or (2) that 
spirits may be consumed even in 
moderate quantities without det- 
rimental effects.” 

Referring to old advertisements 
which claimed therapeutic results 
for whisky, he said alcohol tax of- 
ficials had examined many of 
these in the Library of Congress. 
Most of them were published 
about 1900, Mr. Huntington said, 
long before current regulations 
were even thought of, and so they 
could not be considered precedents 
in any sense. + 


Powell, Schoenbrod Gets 

New Liberace Music Studios 
Powell, Schoenbrod & Hall, Chi- 

cago, has been appointed to handle 

advertising for Liberace Music 


Studios, nationwide chain of piano| J 


schools to be opened by the con- 
cert, tv and night club pianist. The 
first two studios are being opened 
this month in Kansas City and 
Lakewood, Cal. Liberace said he 
expects to open 25 per year until 
the goal of 100 studios is reached. 
Basis of the Liberace teaching | 
system is the Keymaster, a silent | 
keyboard to which a system of | 
lights is attached. Max Cooper & | 
Associates, Chicago, has | 
named public relations counsel. | 
Wagner to Moulin Studios 


Myron Wagner, formerly with | 


been | § 


t 


KSFO, San Francisco, has been |HERMINIO TRAVIESAS, BBDO vp in 
named director of advertising and charge of Lucky Strike radio-tv 
sales of Moulin Studios, San Fran- | advertising, has been named man- 
cisco, producer of commercial and ;ager of the tv-radio department. 


industrial films. 


OWL THEATRE 


Mon-Wed 10:30 PM 
Sun-Thurs 11 PM 


AVAILABLE 


KRON is TV in SF 


San Franctscans ar sold on KRON-TV 


S. F. CHRONICLE + NBC AFFILIATE « CHANNEL 4 «+ PETERS, GRIFFIN, WOODWARD 


| Exec vp Robert L. Foreman retains 


over-all supervision of radio-tv. 


All the World's a 
‘Persuader’; That's 
Bad? Dichter Replies 


(Continued from Page 3) 
being influenced, and not only by 
people—parents, teachers, clergy- 
men, friends—but also by the pov- 
erty or wealth within which they 
live, and even by their physical 
environment, the landscape, the 
climate.” 


® Dr. Dichter says that although 
Mr. Packard decries the “psycho- 
seduction of children” by adver- 
tisers, he should realize that psy- 
cho-seduction “is a natural process 
which starts on the very first day 
of the child’s life.” Parents, ex- 
plains Dr. Dichter, are “the first 
hidden persuaders—or educators, 
to use a nicer term.” 

As a result, Dr. Dichter says, it 
is not a question of “persuasion or 
no persuasion,” but rather: “How 
is persuasion to be accomplished? 
And for what end or goal.” 

Dr. Dichter maintains that his 
work is above suspicion because 
its goal is “the well being of the 
human individual.” The Vienna- 
born psychologist says he tries to 
encourage “creative discontent” in 
people. 

Persuasion is “clinically incor- 
rect and morally unethical,” Dr. 
Dichter continues, only when its 
goal “is to instil static and stale 
contentment.” 


® Dr. Dichter concedes that “a 
new car, a color tv set, cigarets, 
beer, or French wines are not ne- 
cessities.” But, he adds, “they all 
represent aspects of a full life... 
If I, the motivational researcher, 
can uncover a desire for freedom 
and discovery in the glamor of a 
new convertible, I willingly accept 
responsibility for subtly combining 
two strong human desires for the 
benefit of the car advertiser—and 
ultimately for the benefit of both 
the national economy and the cre- 
ative happiness of the individual.” 

Dr. Dichter concludes his rebut- 
tal with the statement: “If every- 
thing changes—and the world has 
still far to go before the millenni- 
um has been reached—then we 
must persuade people more, rath- 
er than less, to push actively the 
big ball up the hill of human his- 
tory.” = 


U. S. Advertising Named 
Agency for Stewart's Coffee 
Stewart's Private Blend. Coffee 
Co., Chicago, has named U. S. Ad- 
vertising Corp., Chicago, to handle 
its advertising, effective July 10. 
The company, which markets both 
coffee and tea products, invested 
about $100,000 in advertising last 
year. The current agency is Roche, 


| Williams & Cleary, Chicago. 


Wickas to Petrik & Stephenson 


Frank Wickas, formerly with 


Arndt, Preston, Chapin, Lamb & 
Keen, has joined Petrik & Stephen- 
son, Philadelphia, as art director. 
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Over and over, issue after issue, COSMO- 
POLITAN’s circulation growth continues— 


CONSECH | IVE all at 35¢ premium price, 94% newsstand! 
ste COSMOPOLITAN’s editorial approach is 
unique and straight-forward: it stimulates 
more mature, more cosmopolitan living 
and thinking. 
This concept has now captured the interest 


of nearly 1,000,000 forward-looking ad- 
vocates. It’s paying off for COSMOPOLITAN 
... and for advertisers! 


*Publisher’s Estimate, newsstand sales for each month 
over corresponding month, previous year. 
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By one of America’s great magazine publishers. Also publishers of GOOD HOUSEKEEPING - HARPER'S BAZAAR - HOUSE BEAUTIFUL - SPORTS AFIELD - TOWN & COUNTRY - BRIDE AND HOME - MOTOR - MOTOR BOATING - AMERICAN DRUGGIST 
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Hypothetical Family Was Exposed to 
1,518 Ads in 1 Day, Ebel Recounts 


General Foods Marketer 
Tells West Coast ANA 
Importance of Credibility 


Arrow SprINGS, CAL., May 8— 
“Selling goods is advertising’s ulti- 
mate purpose. But the business of 
advertising is essentially to create 
ideas that sell goods. 

“That identifies the advertising 
business as a venturous business. It 
implies that it makes a man with 
a spirit of adventure to be an ad- 
vertising man. It does. But a wise 
adventurer also understands the 
need for, and knows how to use, 
all the navigation instruments—all 
the devices for checks and balances 
—that help assure a successful out- 
come of his ventures.” 

That’s what Edwin W. Ebel, vp 
and marketing director of General 
Foods Corp., told the West Coast 
meeting of the Assn. of National 
Advertisers here today. 

Defining marketing, Mr. Ebel 
said, “Advertising brings people to 
the merchandise, and distribution 
brings merchandise to the people. 
The combined function is market- 
ing. 

“The complex marketing world 
of today,” he said, “calls for great- 
er specialized skills, not only in 
advertising, but in finance, prod- 
uct research, production, selling 
and distribution. 


s “In today’s consumption econo- 
my,” Mr. Ebel said, “it is primarily 
consumer advertising that brings 
the marvels of our inventive engi- 
neering and productive genius to 
the attention of the public in a 
way that results in a constructive 
discontent with things as they are, 
and which at the same time creates 
a desire for more and better mer- 
chandise. 

“There never has been a greater 
need for specialists in advertising,” 
Mr. Ebel said, “because it is a 
simple fact that for advertising 
to be successful, it must be seen, 
read, believed and acted upon. 
Thus the effectiveness of adver- 
tising depends on what advertising 
the public sees. So, for a starter, 
let’s consider how much advertis- 
ing we are asking the public to 
look at. 

“In 1938 the public was invited 
to look at advertising worth $1.9 
billion. 

“In 1956, it was invited to look 
at advertising worth $9.9 billion. 


® “In 1938, to put the same fact 
another way, advertisers spent $15 
per unit of population. 

“In 1956, advertisers spent $60 
per unit of population. 

“In 1938, to look at it still anoth- 
er way, an advertiser spending $1,- 
000,000 represented 1/2,000th of all 
advertising. In 1956, an advertiser 
spending $1,000,000 represented 
only 1/10,000th of all advertising.” 

Commenting on the amount of 
advertising an ordinary family is 
exposed to, Mr. Ebel, a former 
chairman of ANA, presented some 
typical but “statistically inade- 
quate research” prepared for him 
by “a couple of bright young men” 
in his office. 


s “In the morning,” Mr. Ebel said 
of this typical metropolitan family, 
“John reads the New York Times 
on his way to his office. In the 
evening he reads the New York 
World-Telegram & Sun and brings 
that paper home with him for 
Mary to look at. Both John and 
Mary also read their local evening 
newspaper. On that particular day, 
the three papers contained 510 dis- 
play ads. 

“John took a bus to the railroad 
station,” continued Mr. Ebel. 
“There were 23 car cards in the 


bus, and there were 40 posters in 
view along the way. In the rail- 
road car there were 41 car cards. 
At Grand Central Terminal—along 
the route he took from train to 
subway—he passed 63 posters. Car 
cards in his subway train num- 
bered 49. 

“The radio was turned on at 
home from 7:30 to 8:30 a.m. and 
from noon to 1 p.m. During these 
hours, 37 commercials were spoken 
or sung. Mary used the car from 
3:30 to 4:30 in the afternoon, 
turned on the radio and heard 16 
more commercials. She also passed 
178 outdoor advertising signs. 


s “During the day, Mary managed 
to squeeze in 80 minutes of maga- 
zine reading—Life and Good 
Housekeeping. The two magazines 
contained 447 ads. 

“The children devoured two 
comics books during the day. These 
contained 50 ads. 

“Television was turned on from 
5 to 10:30 p.m. In that time the 
commercials totaled 64. 

“Altogether,” Mr. Ebel said, “in 
a 15-hour day, the family was ex- 
posed to 1,518 advertisements. 

“If you happened to be one of 
those 1,518,” Mr. Ebel noted, “well, 
there were 1,517 other ads contend- 
ing with your ad for the attention 
of that family.” 

Commenting on how leisure acti- 
vities have expanded over the past 
ten years, Mr. Ebel noted that the 
adult population has increased 
15%. But participation in adult 
education is up 88%. Home garden- 
ing is up 250%. Driving is up 
102%. Boating is up 108%, travel- 
ing 93% and record playing 139%. 


s “The obvious deduction from all 
this,” he said, “is that to contend 
with the great increase in the vol- 
ume of advertising—and with the 
widening variety of public inter- 
ests—we have to produce the most 
attention-getting, interesting, per- 
suasive and believable advertising 
that has ever been produced. 

“Exactly how to do that, I am 
not going to presume to say,” Mr. 
Ebel said, “But I would like to say 
a word or two about believability 
of advertising. 

“I don’t think we need research 
to tell us that when people stop 
believing advertising, the power of 
advertising is diminished. But re- 
search has told us that there are a 
lot of unadulterated, inexcusable 
and unrealistic off-in-the-wild- 
blue-yonder claims that get into 
advertising and destroy believabil- 
ity. 

“Somebody has optimistically 
commented that the public will be 
protected by its own disbelief in 
advertising. Fortunately—for the 
public—that is true,” Mr. Ebel 
said. “But think of what that does 
to the productivity of advertising. 


e “And it’s hardly necessary to say 
that we need to increase the pro- 
ductivity of advertising—not lower 
it. 

“The test for any ad,” he said, 
“is whether we can believe it our- 
selves. If we think we don’t believe 
it only because we think we are 
smarter than the public, that’s the 
biggest mistake we can make. 

“After a few years in advertis- 
ing, I began to suspect that I wasn’t 
smarter than the public, and after 
30 years I know I’m not. And in 
this respect, frankly, I don’t think 
any of us is. 

“Late last year,” Mr. Ebel said, 
“ADVERTISING AGE organized a dis- 
cussion by people who are involved 
in broadcasting commercials. The 
discussion was reported in its Dec. 
10 issue. In it there is a statement 
by Mark Goodson (a leading tv 


program packager) that I think has 
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HERE & ABROAD—Knoll Associates, 
in a special bid to sell its furniture 
to companies with overseas offices, 
emphasizes its worldwide distribu- 
tion in a new series in Fortune 
starting with this color page in 
June. Zlowe Co., New York, is the 
agency. 


great significance. It has a partic- 
ular significance to all of us who 
are facing the task of making our 
advertising stand out and do a 
selling job amidst the great mass 
of advertising to which the public 
is exposed today. 


@ “Mark said: ‘What sponsors 
really want is security, which is 
very difficult to buy by imitation. 
And that’s the dilemma, because 
you take a gamble—but I think 
your greatest gamble is in the 
imitation.’ 

“That’s a really interesting point 
of view,” Mr. Ebel said, “that there 
is more risk in imitation than in 
innovation.” 

Regarding the question of whe- 
ther advertising men advertise 
goods or sell them, Mr. Ebel said, 
“Of course, we advertise goods, 
and as a result of advertising sell 
them. Of course, other marketing 
functions contribute to the sale of 
goods. And so, in broad terms, we 
market goods. 

“But within what is now re- 
ferred to as the broader concept 
of marketing, advertising remains 
singularly and individualistically 
important, as it was in the days 
when advertising paved the way 
for the broader concept of market- 
ing. 


s “The principle has not changed. 
The basic purpose of advertising 
has not changed—it’s merely that 
the job has become tougher (1) be- 
cause there are more and better 
products, (2) because of the com- 
petition of more and better adver- 
tising, and (3) because the public’s 
interests are deeper and wider than 
before. 

“And all in all the crux is it has 
just gotten tougher to get the con- 
sumer’s attention, to turn his inter- 
est, to move him toward your mer- 
chandise. That is why the challenge 
to advertising men is great. And 
that is why the need for skilled 
advertising specialists to meet that 
challenge is so great. That is also 
why the opportunity for skilled 
advertising is greater than it has 
ever been before.” + 


Howard Joins Metro Group 

Ed Howard, formerly Chicago 
ad manager of Playboy, has joined 
the Metropolitan Group, Chicago, 
as a sales representative. Mr. 
Howard, Paul Jones, ad director 
in New York, and Bob Walkmeyer, 
Chicago sales representative, were 
| relieved of their Playboy sales du- 
ties two weeks ago by Hugh Heff- 
ner, Playboy publisher, in what 
one of them termed “an economy 
move.” A. C. Spectorsky, associ- 
ate publisher, was named ad di- 
rector (AA, April 29). Mr. Walk- 
meyer told AA he expects to 
announce his new affiliation next 
| week. 


Advertising Age, May 13, 1957 


Gallup Says New Activation Research 
Will Tie Ad Effectiveness to Sales 


has Gallup & Robinson’s research 
jon television’s sales effectiveness 
uncovered that might be of use to 
advertisers? 

To find out the answer to this 
| question, AA called on Dr. George 
H. Gallup, who has gone from pre- 
|dicting how people are going to 
| vote to telling what kind of ad- 
vertising makes them buy a certain 
brand of soap. 

These buying behavior studies 
are stirring up a lot of enthusiasm 
in the Gallup camp these days. This 
service is a package which com- 
bines several research elements to 
come up with something called ac- 
tivation. It seeks to determine: (1) 
the influence of advertising on 
actual sales by catching the lady 
with the goods (a new brand for 
her or one she hasn’t bought in a 
long time) and asking her where 
she found out about it, and (2) to 
isolate the specifics in advertising 
which prompt people to buy—as 
a guide to future advertising strat- 
egy. 


® This “from the sale of the sale” 
approach to market research has 
evolved from Gallup & Robinson’s 
impact studies on print and tv ad- 
vertising and the tv sales index 
report. The index uses the persona) 
interview method to find out that 
products are being bought as a di- 
rect result of tv and then analyzes 
these results to show an advertiser 
how good a job he is doing in tv 
selling on the basis of expenditures, 
etc. The impact studies dissect ad- 
vertising to indicate why its sales 
effectiveness is high or low. 

While the findings in an activa- 
tion study provide a comparison of 
media effectiveness as well as an 
analysis of intra-medium strategy, 
Dr. Gallup says he avoids “com- 
parisons between media as the 


Gallup Breaks Activation 
Research into Six Steps 

What is activation? 

Dr. Gallup, who introduced 
many basic marketing research 
techniques, will formally an- 
nounce his new activation serv- 
ice next week. Earlier this year 
a vp of Gallup & Robinson de- 
scribed this technique, but the 
company is just now ready to 
make the service available gen- 
erally to clients. 

Activation is designed to 
measure advertising’s sales ef- 
fectiveness and to guide an ad- 
vertiser’s future strategy in the 
right direction. Its creator 
breaks it down into six steps: 

1. Find people who have 
made a purchase. 

2. Get these people to in- 
dicate what advertising had to 
do with their purchase. 

3. Insist that they prove ad- 
vertising’s influence on the 
purchase by showing the prod- 
uct and by answering specific 
questions about the product’s 
advertising. 

4. Identify the creative tech- 
niques that have the best record 
of selling goods; this is done by 
analyzing successful and un- 
successful campaigns. 

5. Apply these findings to the 
specific advertising problems of 
a given product. 

6. Check on the selling effec- 
tiveness of the campaign that 
has been built on activation 
principles. 


Note—Creative people and 
researchers will do some of 
their motivation analyzing in 
the company’s new interview- 
ing center, the Mirror of Amer- 
ica, in Hopewell, N. J. 


PRINCETON, N. J., May 10—What| plague.” 


However, he did state 
that “in raw terms television is 
ahead of all the others, though this 
does not take into consideration the 
additional dollars spent to achieve 
that.” 


s Dr. Gallup pointed out that more 
than half of the people questioned 
about a product bought for the first 
time say they heard about it 
through advertising. “Our research 
shows that advertisers have no rea- 
son for being reluctant to talk 
about what they are selling,” he 
said. “People have a normal, natu- 
ral interest in products as such. 
They are quite eager to hear the 
latest developments about the 
products they will be shopping 
for.” 

When asked what he had found 
out about how most of the current 


High Rankers in TV 
Sales Effectiveness 


Ban Bufferin 
Gleem Comet 
Instant Max- Tide 


well House Reynolds Wrap 
White Rain Lipton Tea 
Lux Liquid 


Note—Gallup & Robinson re- 
ports these products using tv 
very effectively to motivate 
sales. They are not listed in 
order and they are not neces- 
sarily the most effective. They 
merely show up well in the tv 
sales index studies, which do 
not include all video adver- 
tised products by any means. 


| 


tv advertising is going over, Dr. 
Gallup said most of it is selling 
very well though there is “too 
much emphasis on how something 
is said, rather than what is said.” 


® Among the other observations 
and suggestions made by the re- 
searcher: 

1. In general the sales effective- 
ness of “entertainment” video 
pitches is on the low side, though 
there are notable exceptions such 
as Piel Bros. 

2. The soundest approach for 
television—if the product is at all 
adaptable to it—seems to be visual 
demonstration. “People still believe 
pictures don’t lie.” 

3. A sponsor who can get the 
star of the show to deliver his 
commercial should jump at the 
chance. “If the show is turned on, 
it is generally turned on to watch 
the star. It’s illogical to think 
viewers are going to tune him out 
when the commercial comes on.” 


s 4. Audiences do not seem to be 
tiring of ace tv salesmen such as 
Arthur Godfrey, Garry Moore, Art 
Linkletter and Betty Furness, even 
though they have been seen for 
years. 

5. The commercial should be 
written from the customer’s point 
of view so that the person watch- 
ing immediately visualizes what 
the product can do for him. 

6. If a tv commercial approach 
is not a good one, no amount of 
rerunning will build its sales po- 
tency. “A winner in tv takes off 
faster than you think.” 

7. A good tv commercial can be 
kept alive and effective for years 
by varying the lead-in, as demon- 
strated by Bufferin’s video sales- 
manship. 

8. Many companies over-spend 
on television by scheduling their 


|commercials more frequently than 


is necessary to get the story across. 
Gallup-cited examples—nearly all 
the cigarets. # 
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Todays marketing concept— 


IS IT WORKING FOR 
OR AGAINST YOU? 


Today's marketing concept—exactly what 2s it? 


H” does the uniting of all the forces of 
planning, selling and advertising into a 
single, highly integrated function help manu- 
facturers, distributors and retailers cope success- 
fully with today’s challenges—and take advan- 
tage of today’s opportunities for sales volume? 
Specifically, how does it affect the viewpoint 
of management on production, financing, pric- 
ing, distribution? 

How are retailers utilizing the marketing 
concept? How are department stores, grocery 
and drug chains and others using it to produce 
greater profits today and build solidly for the 
future? 

Finally, how does advertising take best ad- 
vantage of the available media and methods to 
communicate most effectively to the consumer 
—the key factor in the marketing concept? 

These questions will be explored in the 
Chicago Tribune’s eighth annual Forum on 
Distribution and Advertising, May 20 and 21 


in Chicago. Joining in three informal panel dis- 
cussions will be recognized business and pro- 
fessional leaders in manufacturing, retailing, 
research and advertising. 

This year’s panel members have been chosen 
for their leadership in developing the potentials 
of the marketing concept in their own fields. 

If the marketing concept is not working for 
you today, the odds are that it is working 
against you. If you want to know more about 
its potentials and implications in your own 
field, the Chicago Tribune invites you to attend 
the forum’s three panel sessions which we be- 
lieve will be the most important and significant 
in the seven year history of this annual exchange 
of experience and ideas. 

The seating capacity being limited, admission 
will be by ticket which may be obtained by 
addressing Chicago Tribune Forum Tickets, 
Room 1333, Tribune Square, Chicago 11, 


Illinois. 


EIGHTH ANNUAL * 


CHICAGO TRIBUNE FORUM ON 
DISTRIBUTION AND ADVERTISING 


May 20, 2:00 P.M. and May 21, 9:30 A.M. and 2:00 P.M. —W-G-N Main Studio — Tribune Square, Chicago 
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TIME offers advertisers the biggest concen- 
tration of best customers and influential 
people available in the U. S. today. Never- 
theless, Artzybasheff exaggerates. Not all 
TIME readers smoke cigars. 


circulation 


2,100,000 
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ANNOUNCING A CONTEST 


—with $3,500 in prizes for advertising artists, art 
directors and patrons of the pen and palette 


POSSE EERE EE EEE EEE EEE EEE EEE EEE EEE EEE EEE EEE EEE EEE ETT EEE ERE SECC eee eee ee 


_Here’s your chance to enter a different kind of 


contest and win any one of 22 cash prizes, including 
two First Prizes of $500 each, ten Second Prizes of 
$200 each, ten Third Prizes of $50 each. 


What do you have to do to win? If you are 
an art director, simply submit one black-and-white 
finished drawing portraying a single aspect of ““The 
TIME Reader as seen by ( you).’”” You'll get the idea 
if you look at the Artzybasheff drawings at left, or 
recall some of the earlier ads (drawn for this cam- 
paign by such notables as Steig, O. Soglow, Geo. 
Price, etc.) which have already appeared in this and 
other advertising trade magazines. 


If you like, you may team up with somebody 
else—one supplying the idea, the other doing the 
drawing. Or you can sponsor somebody else, just 
by entering his name on the entry blank below. 


If you are nol an art director, just ask an art 
director you know to fill out the entry blank below 
and thus sponsor your entry. 


It’s as simple as that. Just get the idea, do the 
drawing and send it in with the entry blank which 
appears on this page. To be considered by the 
judges all entries must be received by TIME no 
later than June 10, 1957—or be postmarked no 
later than June 5, 1957. 


The judges (whose decisions will be final) are: 
Fred S. Sergenian, head of the Art Department, 
Young & Rubicam; Arthur Harris, Art Director 
for this TIME campaign, Young & Rubicam; Nich- 
olas Samstag, Director of Promotion, TIME, The 
Weekly Newsmagazine. 


Please note: Since Young & Rubicam originated the 
idea and will help judge this contest, neither their 
personnel nor TIME Inc.’s will be permitted to 
compete. 


And whether or not you win a prize, TIME reserves 
the right to publish your entry upon payment of 
either $500 or the difference between $500 and 
any prize you may win. 


OFFICIAL ENTRY FORM for TIME’s “As Seen By” Contest 


(please attach to the back of your drawing) 


@ Attached is my conception of ““The TIME reader as seen by 


@ The artist was (check which): (1) myself 


C) myself in collaboration with 


C) 


(FILL. IN NAME OR NAMES) 


(FILL IN NAME} 


(FILL. IN NAME AND ADDRESS) 


@ I understand that this entry is valid only if received by TIME not later than June 10, 1957 or postmarked not later 


than June 5, 1957. 


And I agree to let TIME use this entry for publication upon either: (a) payment of a $500 fee; or (b) payment of 


the difference between $500 and any cash prize which this entry may win. 


(PLEASE PRINT) 


Company 


Address. 


Please address all entries to: ‘As Seen By’’ Contest, TIME, The Weekly Newsmagazine, 9 Rockefeller Plaza, New York 20, New York. 


Signature 


who is sponsored as an entrant by me. 


Title "Art Director" 


City 
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The Editorial Viewpoint... 


Regaining Some Newspaper Glamor 


Thoughtful newspaper people, in all types of newspaper work and 
in all sections of the country, are coming to a realization that the 
newspapers of America, over the past two or three decades, have al- 
lowed an extremely precious commodity to slip through their fingers. 
We are referring to that extremely intangible, but nonetheless val- 
uable commodity known as Glamor. 

Newspapers once had a -very high degree of glamor, and a very 
great appeal to young men and women of more than average intelli- 
gence and interest in the world around them. Now, while certainly 
some of this remains, a very considerable amount has been trans- 
ferred to broadcast media, and an even greater amount has simply 
evaporated. 

To an extent greater than most newspaper people realize, this 
evaporation of the glamor which once surrounded newspapers has 
hurt them in their competitive quest for advertising dollars, and per- 
haps even to some extent in their quest for added circulation. But its 
most baleful effect is only now becoming evident: In a labor market 
in which manpower is tight and getting tighter, it is becoming in- 
creasingly difficult to interest bright youths in working for news- 
papers. 

So it is well that serious efforts to stir up the newspaper business 
to the crisis, and to regain some of the lost glamor of the business, 
are being made on several fronts. We are delighted to note, for ex- 
ample, that a handsome new booklet explaining the values and func- 
tions of national advertising in newspapers, and the functions and 
activities of newspaper representatives, which has just been pub- 
lished by the American Assn. of Newspaper Representatives, is going 
to be given some distribution in schools and colleges as well as in the 
advertising business. 

And we have been following with interest the “crusade” begun by 
Otto A. Silha, vp and business manager of the Minneapolis Star and 
Tribune, for a nationally coordinated effort in the field of general 
promotion and public relations. 

Mr. Silha believes that newspapers have been underpromoted and 
undersold—not necessarily in terms of advertising, but in terms of the 
reader and the prospective employe. Although a good deal of work 
has already been done to correct misconceptions about newspapers in 
readers’ minds and in the minds of students (as well as in advertising 
circles), much more still remains to be done in this area, he believes. 
And he has advanced some suggestions which should be given a 
thoughtful hearing. 


Experting the Experts 


Most of us are resigned to the fact that modern business manage- 
ment seems to consist, more and more, of making only one kind of 
decision—that is, which expert to hire to make decisions. But even 
this can be carried too far, and Pabst seems to have carried it too 
far in trying to pick an advertising agency. 

Advertising agencies are supposed to be experts on advertising. 
Pabst listened to six of them present their expert opinions. Then, if 
it had followed conventional procedures, its management would have 
made a management decision to the effect that one of the six made the 
best sense, and it would have hired that one to get on with the job. 
Instead, it decided to call in Dr. Ernest Dichter to “evaluate” the 
agencies’ suggestions—in other words, to expert the experts. 

The newt logical step, it seems to us, would be to call Dr. Margaret 
Mead or some other social anthropologist to evaluate Dr. Dichter’s 
evaluation of the advertising agencies’ evaluation of the advertising 
approach. And then, perhaps, we might ask a Tammany politician to 
determine whether an anthropologist’s viewpoint of what influences 
people actually holds up when we are talking about selling beer in 
bars and supermarkets. 

But along about this stage, somewhere, one begins to wonder ex- 
actly why management is needed at all. A bright girl, with a card file 
of experts in all fields and a sorting machine, could probably go right 
through the complete cycle more quickly and more efficiently—and 
with less likelihood of getting involved in that “human factor” that 
always seems to be influencing decisions. 


Got the Replacements Ready? 


Giveaway shows—the kind in which the prizes are of major 
importance, anyhow—never last very long. And our suspicion is that 
the death knell has already sounded for the ones that have been cre- 
ating so much conversation in the television world. 

One of the problems is that, no matter how much money is in- 
volved, if the giveaway becomes popular someone is always ready to 
raise the ante, with the result that a race toward bankruptcy devel- 
ops. With $256,000 as a possible prize now, this race is already well 
on its way. 

But what is worse is that the successful shows get talked about 
and written about. This is wonderful, and also deadly. The hidden 
wires behind the scenes begin to show—and when that happens the 
question is: Got a replacement handy? 
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Gladys the beautiful receptionist 


—Virginia Warren and Ann Evans, Lewis Edwin Ryan Advertising, Washington, D. C. 


“There’s a family of five out here—say they’re reps from McCall’s.” 


Advertising Age, May 13, 1957 


Rough Proofs 


McGraw-Hill’s Russell Anderson 
says the up-to-date version of the 
old saying is, “The road to heil is 
paved with good conventions.” 


A delegate at large, it says here, 
is a man who goes to a ~~"vention 
without his wife. 


Man is a creature of his environ- 
ment, as witness the plight of the 
convention orator whose micro- 
phone suddenly goes dead. 


Listerine’s famous ad, “Often a 
bridesmaid but never a bride,” has 
appeared again, and like the people 
in the comic strips, the wistful 
bridesmaid never gets any older. 

. 

The process of selecting an ad- 
vertising agency is getting so sci- 
entifically complicated that per- 
haps the final step should be for 
the client to consult a psychiatrist. 


What They're Saying 


Dale Long, who made history for 
the Pittsburgh Pirates in 1956 with 
a home run in each of eight con- 


Basic Shrewdness 

Public taste may be low, be- 
cause taste tends to become cor- 
rupted by what it feeds on. But 
not all the fault lies on the pub- 
lic’s side. Most people favor en- 
tertainment that is frankly idiotic, 


eral public must cooperate or be 
guilty of an anti-business attitude. 

In all fairness, the pr man’s em- 
ployer or client takes this attitude 
more often than does the pr man. 
Perhaps I have overstated the case. 
But all too frequently companies 
regard media as merely an exten- 


and wisely reject the overblown 
platitudes of second-rate writers 
trying to be High and Serious. 

I think there is a basic shrewd- 
ness in the common mind that pre- 
fers an honest mug of beer to a 
bottle of flat champagne. 


—Sydney J. Harris’ “Strictly Person- 
al” column in the Chicago Daily News. 


sion of their pr departments. 


selves have done, has led to the 
notion that public relations is a 
palliative for every problem, com- 
mercial or social. 


of the Chicago Sun-Times, 
Business Roundtable column. 


Often Benefits Community 

To be sure, the pr man’s story 
is often of benefit to the commun- 
ity and it deserves sympathetic at- 
tention. In such cases the relation- 
ship admittedly is with the public 
at large, but nonetheless there is 
no warrant for the attitude that | 
newspapers, magazines, radio and 
tv and other avenues to the gen- 


Packaging’s Contribution 


that this 


mensely toward better living. 
—A. C. Nielsen Jr., A. C. Nielsen Co. 


This attitude, plus the efferves- 
cent selling job the pr men them- 


—Austin C. Wehrwein, financial editor 
in his 


I used to think that packaging | 
came about as a consequence of a | 
high living standard—now I realize | , : 
is only partially true, | 900 radio package featuring Ar- 


Better packaging contributes im- | ‘Ur Godfrey, Bing Crosby, Rose- 


secutive games, rode the bench this 
year until he was traded to the 
tail-end Cubs. 

Sic transit gloria baseball. 


The Hartford describes its trade- 
mark, the antlered stag, as “the 
picture of strength—strength for 
your protection.” 

But could he top the heights of 
Gibraltar? 


The trainer of Bold Ruler told 
readers of the Post that he has been 
getting up at 5:30 every morning 
for seventy years to supervise the 
workouts of his horses, and in spite 
of that they still call him Sunny 
Jim Fitzsimmons. 


| 


They’re talking about a $5,000,- 


|mary Clooney and Ed Murrow. If 


|they were to add Amos ’n’ Andy, 


speaking at the annual packaging con-|the good old days of radio would 
ference, American Management Assn | 


really be back. 
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“Choose any car in the DeSoto 
corral, and pardner, you’ve got 
yourself a thoroughbred.” 

Automotive copywriters are still 
reading Ned Jordan’s stuff. 


“Get into this great new business 
with me,” says Esther Williams, 
|identifying her specialty with a 
‘fetching bathing suit. 

That doesn’t mean she’s willing 
to get into the pool with you. 


If the airlines succeed in proving 
that it costs more to drive your car 
on that vacation trip, they may be 
able to reduce highway traffic 
enough to make vacation driving a 
pleasure. 


“Ever figure what her coffee 
break costs you?” asks the Ebco 
Mfg. Co. 

What’s the use—it’s a basic part 
of the office worker’s Declaration 
of Independence. 


Copy Cus. 
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“Corridors of Crime ?” 


Yes, until The Inquirer acted! 


Loyalty to a 
newspaper 


doesn’t just 


happen: 


— Bee, 


————— 


a 


me 


Exclusive Advertising Representatives: 


NEW YORK CHICAGO 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH 
342 Madison Ave. 20 N. Wacker Drive 
Murray Hill 2-5838 Andover 3-6270 


At night the subway corridors are silent. In the distance a train’s rumble echoes 
in the concrete tube. Lone passengers walk to the tracks with hearts fluttering. 
They have read—time and time again—of strange crimes here underground: 
muggings, purse-snatchings, sex outrages. 


A newspaper decides these crimes must end. On the first page of The Inquirer 
appears a series of articles on this public peril. Aroused opinion demands swift 
and drastic action. 


Just a few weeks later and people walk the corridors unafraid. Lights burn 
brightly, dispelling the former gloom. There is ample police protection. And once 
again The Inquirer has proved its tenet that a great newspaper must be a devoted 
citizen of its community. 


Here is another example of the power The Inquirer packs... on every page of 
every issue. It is because of this impact that more advertisers place more linage 
in The Inquirer than in any other Philadelphia newspaper! 


_ Che Philadelphia Inguiver 


.& im. Now in its 24th consecutive year of total advertising leadership 


West Coast Representatives: 


DETROIT SAN FRANCISCO LOS ANGELES 
RICHARD |. KRUG FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Boulevard 

Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 


MEMBER: METROPOLITAN SUNDAY NEWSPAPERS * FIRST 3 MARKETS GROUP 
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The Editorial Viewpoint... 


Regaining Some Newspaper Glamor 


Thoughtful newspaper people, in all types of newspaper work and 
in all sections of the country, are coming to a realization that the 
newspapers of America, over the past two or three decades, have al- 
lowed an extremely precious commodity to slip through their fingers. 
We are referring to that extremely intangible, but nonetheless val- 
uable commodity known as Glamor. 

Newspapers once had a very high degree of glamor, and a very 
great appeal to young men and women of more than average intelli- 
gence and interest in the world around them. Now, while certainly 
some of this remains, a very considerable amount has been trans- 
ferred to broadcast media, and an even greater amount has simply 
evaporated. 

To an extent greater than most newspaper people realize, this 
evaporation of the glamor which once surrounded newspapers has 
hurt them in their competitive quest for advertising dollars, and per- 
haps even to some extent in their quest for added circulation. But its 
most baleful effect is only now becoming evident: In a labor market 
in which manpower is tight and getting tighter, it is becoming in- 
creasingly difficult to interest bright youths in working for news- 
papers. 

So it is well that serious efforts to stir up the newspaper business 
to the crisis, and to regain some of the lost glamor of the business, 
are being made on several fronts. We are delighted to note, for ex- 
ample, that a handsome new booklet explaining the values and func- 
tions of national advertising in newspapers, and the functions and 
activities of newspaper representatives, which has just been pub- 
lished by the American Assn. of Newspaper Representatives, is going 
to be given some distribution in schools and colleges as well as in the 
advertising business. 

And we have been following with interest the “crusade” begun by 
Otto A. Silha, vp and business manager of the Minneapolis Star and 
Tribune, for a nationally coordinated effort in the field of general 
promotion and public relations. 

Mr. Silha believes that newspapers have been underpromoted and 
undersold—not necessarily in terms of advertising, but in terms of the 
reader and the prospective employe. Although a good deal of work 
has already been done to correct misconceptions about newspapers in 
readers’ minds and in the minds of students (as well as in advertising 
circles), much more still remains to be done in this area, he believes. 
And he has advanced some suggestions which should be given a 
thoughtful hearing. 


Experting the Experts 

Most of us are resigned to the fact that modern business manage- 
ment seems to consist, more and more, of making only one kind of 
decision—that is, which expert to hire to make decisions. But even 
this can be carried too far, and Pabst seems to have carried it too 
far in trying to pick an advertising agency. 

Advertising agencies are supposed to be experts on advertising. 
Pabst listened to six of them present their expert opinions. Then, if 
it had followed conventional procedures, its management would have 
made a management decision to the effect that one of the six made the 
best sense, and it would have hired that one to get on with the job. 
Instead, it decided to call in Dr. Ernest Dichter to “evaluate” the 
agencies’ suggestions—in other words, to expert the experts. 

The newt logical step, it seems to us, would be to call Dr. Margaret 
Mead or some other social anthropologist to evaluate Dr. Dichter’s 
evaluation of the advertising agencies’ evaluation of the advertising 
approach. And then, perhaps, we might ask a Tammany politician to 
determine whether an anthropologist’s viewpoint of what influences 
people actually holds up when we are talking about selling beer in 
bars and supermarkets. 

But along about this stage, somewhere, one begins to wonder ex- 
actly why management is needed at all. A bright girl, with a card file 
of experts in all fields and a sorting machine, could probably go right 
through the complete cycle more quickly and more efficiently—and 
with less likelihood of getting involved in that “human factor” that 
always seems to be influencing decisions. 


Got the Replacements Ready? 


Giveaway shows—the kind in which the prizes are of major 
importance, anyhow—never last very long. And our suspicion is that 
the death knell has already sounded for the ones that have been cre- 
ating so much conversation in the television world. 

One of the problems is that, no matter how much money is in- 
volved, if the giveaway becomes popular someone is always ready to 
raise the ante, with the result that a race toward bankruptcy devel- 
ops. With $256,000 as a possible prize now, this race is already well 
on its way. 

But what is worse is that the successful shows get talked about 
and written about. This is wonderful, and also deadly. The hidden 
wires behind the scenes begin to show—and when that happens the 
question is: Got a replacement handy? 


Gladys the beautiful receptionist 
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—Virginia Warren and Ann Evans, Lewis Edwin Ryan Advertising, Washington, D. C. 


“There’s a family of five out here—say they’re reps from McCall’s.” 


What They're Saying 


Basic Shrewdness |eral public must cooperate or be 

Public taste may be low, be- | guilty of an anti-business attitude. 
cause taste tends to become cor-| [mn all fairness, the pr man’s em- 
rupted by what it feeds on. But | ployer or client takes this attitude 
not all the fault lies on the pub- | More often than does the pr man. 
lic’s side. Most people favor en- | Perhaps I have overstated the case. 


} 


Advertising Age, May 13, 1957 


Rough Proofs 


McGraw-Hill’s Russell Anderson 
says the up-to-date version of the 
old saying is, “The road to heil is 
paved with good conventions.” 


A delegate at large, it says here, 
is a man who goes to a ““™vention 
without his wife. 


Man is a creature of his environ- 
ment, as witness the plight of the 
convention orator whose micro- 
phone suddenly goes dead. 


Listerine’s famous ad, “Often a 
bridesmaid but never a bride,” has 
appeared again, and like the people 
in the comic strips, the wistful 
bridesmaid never gets any older. 


The process of selecting an ad- 
vertising agency is getting so sci- 
entifically complicated that per- 
haps the final step should be for 
the client to consult a psychiatrist. 


. 
Dale Long, who made history for 
the Pittsburgh Pirates in 1956 with 


a home run in each of eight con- 
secutive games, rode the bench this 


lyear until he was traded to the 


tail-end Cubs. 
Sic transit gloria baseball. 


The Hartford describes its trade- 
mark, the antlered stag, as “the 


tertainment that is frankly idiotic, | But all too frequently companies | Picture of strength—strength for 
and wisely reject the overblown | 'egard media as merely an exten- | your protection.” 


platitudes of second-rate writers | Sion of their pr departments. 
trying to be High and Serious. 


I think there is a basic shrewd- | C¢t Selling job the pr men them- 


ness in the common mind that pre- 
fers an honest mug of beer to a 
bottle of flat champagne. 


—Sydney J. Harris’ “Strictly Person- 
al" column in the Chicago Daily News. 


Often Benefits Community 

To be sure, the pr man’s story 
is often of benefit to the commun- 
ity and it deserves sympathetic at- 


tention. In such cases the relation- 
ship admittedly is with the public | 
at large, but nonetheless there is 


selves have done, has led to ~ 
notion that public relations is a | 
palliative for every problem, com- | 
mercial or social. 

—Austin C. Wehrwein, financial editor | 


of the Chicago Sun-Times, in his | 
Business Roundtable column. | 


Packaging’s Contribution 

I used to think that packaging | 
came about as a consequence of a | 
high living standard—now I realize | 
that this is only partially true. | 
Better packaging contributes im- | 


no warrant for the attitude that 
newspapers, magazines, radio and | 
tv and other avenues to the gen- | 


mensely toward better living. 


ference, American Management Assn 


—A. C. Nielsen Jr., A. C. Nielsen Co., 
speaking at the annual packaging con-|the good old days of radio would 
jPenity be back. 


Advertising Age 


Trade Mark Registered . THE NATIONAL NEWSPAPER OF MARKETING 


Issued every Monday by Advertising Publications, Inc. G. D. CRAIN JR., 
president and publisher. 8. R. BERNSTEIN, 0. L. BRUNS, J. C. GAFFORD, 
G. D. LEWIS, vice-presidents. C. B. GROOMES, treasurer. - 


Published at 200 E. Illinois St., Chicago 11 (DE 7-5200). Offices at 480 Lexington 
Ave., New York 17 (Plaza 5-0404); National Press Bldg., Washington 4, D.C. 
(RE 7-7659); 1709 W. 8th St., Los Angeles 17 (DU 8-1179); 703 Market St., San 
Francisco 3 (DO 2-4994) ; 520 S. W. Sixth Ave., Portland 4, Ore. (CA 6-2561). 
Member Audit Bureau of Circulations, Associated Business Publications, Mag- 
azine Publishers Association, National Business Publications. 


EDITORIAL 
S. R. Bernstein, editor. John Crichton, executive editor. Jarlath J. Graham, 
managing editor. Den Morris, assistant managing editor 
Senior editors: Washington—Stanley E. Cohen. New York—James V. O'Gara, 
Maurine Christopher (broadcast), Milton C. Moskowitz (international). Chicago 
—Emily C. Hall (features), Murray E. Crain, Merle Kingman. 
Associates: New York—Charles Downes, Lawrence Bernard, William Kerr, 
Phyllis Johnson, Tom Morris. Chicago—Albert Stephanides, Shirley Ullman, 
Emmett Curme, John 8. Lynch, Betty Cochran. 


F. J. Fanning, editorial production. Elizabeth G. Carlson, librarian. Corre- 
spondents in all principal cities. 


ADVERTISING 
Jack C. Gafford, advertising director. Gorden D. Lewis, manager sales and 
service; William Hanus, assistant manager; R. W. Kraft, production manager. 
New York: Harry Hoole, eastern advertising manager; James C. Greenwood, 
John P. Candia, David J. Cleary Jr., Louis DeMarco, Daniel J. Long. Chicago: 
E. 8. Mansfield, Arthur E. Mertz, Rod H. Minchin, David J. Bailey. Los An- 
geles: (Simpson-Reilly Ltd.) Walter S. Reilly, James March, Roy Margrave. 


San Francisco: (Simpson-Reilly Ltd.) Daryl James Jr. Portland: Frank J. 
McHugh Jr. 


15 cents a copy, $3 a year, $5 two years, $6 three years in U.S., Canada and 
Pan America. Elsewhere $4 a year extra. Four weeks’ notice required for 
change of address. Myron A. Hartenfeld, circulation director. 


| 


But could he top the heights of 


This attitude, plus the efferves- | Gibraltar? 


The trainer of Bold Ruler told 
readers of the Post that he has been 
getting up at 5:30 every morning 
for seventy years to supervise the 
workouts of his horses, and in spite 
of that they still call him Sunny 
Jim Fitzsimmons. 


They’re talking about a $5,000,- 
000 radio package featuring Ar- 
thur Godfrey, Bing Crosby, Rose- 
mary Clooney and Ed Murrow. If 
they were to add Amos ’n’ Andy, 


“Choose any car in the DeSoto 
corral, and pardner, you've got 
yourself a thoroughbred.” 

Automotive copywriters are still 
reading Ned Jordan’s stuff. 


“Get into this great new business 


| with me,” says Esther Williams, 


| 


identifying her specialty with a 
fetching bathing suit. 

That doesn’t mean she’s willing 
to get into the pool with you. 


If the airlines succeed in proving 


| that it costs more to drive your car 


on that vacation trip, they may be 
able to reduce highway traffic 
enough to make vacation driving a 
pleasure. 


“Ever figure what her coffee 


| break costs you?” asks the Ebco 
|Mfg. Co. 


| 


What’s the use—it’s a basic part 
of the office worker’s Declaration 
of Independence. 

Copy Cus. 
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Loyalty to a 
newspaper 
doesn’t just 


happen: 


| i - —) 


a. aes 


Exclusive Advertising Representatives: 


NEW YORK CHICAGO 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH 
342 Madison Ave. 20 N. Wacker Drive 
Murray Hill 2-5838 Andover 3-6270 


At night the subway corridors are silent. In the distance a train’s rumble echoes 
in the concrete tube. Lone passengers walk to the tracks with hearts fluttering. 
They have read—time and time again—of strange crimes here underground: 
muggings, purse-snatchings, sex outrages. 


A newspaper decides these crimes must end. On the first page of The Inquirer 
appears a series of articles on this public peril. Aroused opinion demands swift 
and drastic action. 


Just a few weeks later and people walk the corridors unafraid. Lights burn 
brightly, dispelling the former gloom. There is ample police protection. And once 
again The Inquirer has proved its tenet that a great newspaper must be a devoted 
citizen of its community. 


Here is another example of the power The Inquirer packs... on every page of 
every issue. It is because of this impact that more advertisers place more linage 
in The Inquirer than in any other Philadelphia newspaper! 


. he Philadelphia Prguiver 


.& im. Now in its 24th consecutive year of total advertising leadership 


West Coast Representatives: 


DETROIT SAN FRANCISCO LOS ANGELES 
RICHARD I. KRUG FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Boulevard 

Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 


MEMBER: METROPOLITAN SUNDAY NEWSPAPERS ° FIRST 3 MARKETS GROUP 
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An estimated 18,541,000 
ple are employed in 
office buildings over 4 si 
high. (Source: Natl. As 
Building Owners and 
agers; U.S. Dept. of | 


The success of 


operator points up 


of all types of feeding 
yor more people are eating out more otten; sometimes for pleasure in commer- month’s Challenge of Change feature). Through this staff, 
cial restaurants, and often by necessity or for convenience in employee dining operations—in purchasing procedures, in food preparation m™ 

rooms, in schools, in hospitals and elsewhere. These two facets of the market add training techniques, etc—can be translated to meet the needs 
up to a continuously expanding feeding industry. installation served. 

We don’t say “industries”, plural. Feeding great numbers of people is one indus- The concentration of skilled food service personnel in one given 
try, in which the similarities among the various segments of the field are much and the availability of these extensive staff services are important ad 
more significant than the differences. Attesting to this basic similarity are the clients large and small, the caterers continue. To the smaller operation is 
growth and diversified operations of the industrial caterers, also known as food the services of “staff” it could not otherwise afford; the larger company or 
service management firms. tion frequently finds the use of the caterer’s staff more economical than | 

These organizations, sired by the Industrial Revolution and the subsequent function it would normally support. 
necessity for industrial management to assume greater (and subsidiary) responsi- Looking beyond superficialities, it can be seen that success in food service 
bilities for its employees, have in recent years drawn upon their experience in upon professionalism, both in food preparation and in management. F 
employee feeding to expand into all types of food service, even hospitals with their the Slater System, discussed in the desk-side chat, employs scores of di 
specialized dietary requirements. In the accompany- its line and staff management is set up quite similarly to a medium 
ing desk-side chat, an authority points out that his ALL FIELDS REQUIRE ation in any field. fe: 


employee feeding firm needed to add much less new The growth of catering has resulted in an increasing concentration 
knowledge and skills than had been expected when SAME BASIC SKILLS the hands of a small number of operators, a situation roughly p 
it entered hospital feeding. The similarities between was concentrations) wee trigs abl 
these two apparently disparate segments of, the industry <aayewe a. one ? ' , 
same organization manages food service in 75 sch 
factories, in office buildings, at least one city club 
operates two commercial restaurants. 
The growth of contract feeding, of course 


better—a company-managed operation or i eee essential reading about 


management believe that food is so impog - «ie e e 
be delegated to outsides. This. point significant trends... affecting basic 
areas—schools, hospitals and similar i 

have included total care for the patr 


nized by these institutions, and ty sales approaches to the $40-billion- 


lishing and maintaining the yey e e ’ 

of training and in termi a-year Institutions’ market 
However, proponentgy” 

ness in itself, which 

efficiently. Moreoveg@f’ 

only to the factory 

to the school adn 

whose primary 
It would appe 


The future of the Institutions industry lies in its ability to cope _—zine so important in the activities of management and key operating 


with the myriad problems of the Challenge of Change. More than __ personnel in America’s foremost Institutions—the cream of Institu- 


anything ever before presented, the Challenge of Change series gives tions’ buying power. 


is most largely’d % Institutions’ management an accurate, outlined and detailed analy- If you are a marketer and advertiser to the mass feeding, mass 
employed direc sis of the future—as it can be predicted. The best thinking of many housing Institutions industry, the “Challenge of Change”’ program 

But the cate of the industry’s most talented people will provide a chart to unpar- _— offers you tremendous opportunity to become identified with the 
zations prod; alleled business prosperity for Institutions and their suppliers. prosperity of its future. Your ad schedule, run concurrently and tied 
—- = F Thousands of hours of research have culminated in month-after-month, _ in with the Challenge of Change program, can build a solid founda- 
geo authoritative, multi-page articles covering the rapid evolution of tion for present and future sales growth in what is already a 
advan our economy, population structure and way of life—the major $40-billion-a-year market. 

y components of the Challenge of Change. To receive reprints of the “Challenge of Change”’ series, simply 


This is not a “one-shot” issue attempting to provide a crystal drop us a line. You'll find them interesting and provocative in your 
ball in which to peer at the future. Its continuing impact is typical of | own business. Those that have already been published will be sent 


the type of editorial effort that has made INSTITUTIONS Maga- _ immediately . . . others as they appear. 
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PRIVATE SCHOOLS 
‘There are approximately 4 
million students in 15,000 
private schools. (Source: 
Chicago Public Library) 


Have you noticed... 


Out of a total of 285,000 factories 
in the United States, 5,500 

plants have 500 or more 
employees . . . largely served by 
catering firms . . . eating millions 
of meals away from home 

every day. This is for Institutions 
the Challenge of Change. 


Have you noticed... 


Out of a total of 6,956 hospitals in the 
United States, some 1,800 have a bed 
capacity of 100 or more. Operating constantly 
at near-100% occupancy, they serve 3 


— meals daily to hundreds of thousands of 
patients. This is for Institutions the 
a. . Challenge of Change. 
rei ~ “—e Peak ie ip ed é 4 “cy 
a ' ? 


> ofan q 
im porta nt ee challenge of change facing Institutions (and 


e z all businesses) today is a paradox of unlimited 
‘N se ries : i opportunity for growth and success and a myriad 
of problems that can lead to failure. it is a 
subject that must be graphically presented to 


institutions’ management—one that must be con- 


stantiy surveyed ard re-evaluated in order that 


they may plan to meet the needs of the future 


adequately and profitab/y. The multiplicity of 


changes must be understood and their effects ; Have you noticed... 

. Out of a total of 1,871 colleges 
x accurately anticipated so that Institutions—indi- in the United States, 1,192 

X have 300 or more students. . . 

.. whose healthy appetites account 

ei vidually and collectively—may pace the trends. for millions ana ate 


x 4 } daily. This, too, is for Institutions 
eq This is imperative to their continued growth and the Challenge of Change. 


profitable operation. 


“~~ Hotels, Motels and Clubs + Restaurants and Industrial Cafeterias 


Hospitals and Sanitoriums + Schools and Colleges + Camps and Resorts 


Youth Service Organizations + Military Installations + Office Buildings 
Transportation Systems * Consultants + Suppliers + and all other establish- 
ments within the readership of INSTITUTIONS Magazine 


* ® ® 


MAGAZINE 


Consult Your hs : 
Advertising Agency OF MASS FEEDING—MASS HOUSING 


1801 Prairie Ave., Dept. A77, Chicago 146, Illinois 


SERVING THE WHOLE INSTITUTIONS 
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Heinz Names Armour Exec VP) 
Frank Armour Jr., 
the advertising department of| 
H. J. Heinz-& Co. in Pittsburgh, 
in 1927, has been elected exec vp 
of the company. During the war he | 
moved from an ad post to general | 


manager of the manufacturing di- | 


vision. In 1949 he became general 
manager of sales and distribution. 
He was given the additional re- 
sponsibility of the marketing and 


who joined | 


advertising division in 1953, and 
|has been vp-U. S. A. operations 
since 1954. 


Pabst Buys NBC-TV Film Show 

Pabst Brewing Co., Chicago, will 
sponsor “Pabst Mystery Theater” 
featuring George Sanders starting 
June 22 on NBC-TV. The first run | 
films, produced by Screen Gems, | 
will be shown on Saturday nights | 
from 9 p.m. to 9:30 p.m., E.D.T. 


70.3% of all Z/és Magazine 
households surveyed own 


their own home. 


96% of all Elks Magazine households have 
an electric refrigerator; 50.2% have an 
electric range; 55.3% have an automatic 
washing machine; 98.9% have an electric 
iron. In these appliance classifications, 

The Elks Magazine leads all other 
magazines appearing in the report. | 


1,176,014 Elks comprise a mass market 


with class incomes the median of which is 
$6,050. The Starch 51st Consumer | 
Magazine Report gives the complete picture. 

Just write or phone to see a copy. 


MAGAZINE 


New York + Chicago + Los Angeles - Portland, Ore. 


|courage multiple-unit sales. 


|calls an advertising ‘ 


Paul Joins Rose Marie Reid 


Exquisite Form’'s 
Twin-Pak Aims to 
Build Multiple Sales 


New York, May 7—Exquisite 
Form Brassiere Inc. is packaging 
brassieres in a Twin-Pak to en- 
The 
package ties in with the theme, 
“Triple the life of your bra—wash 
one, wear one.” 

The new package is actually two 
separate packages joined at the 
top by a perforated, scored card- 
board strip. If the customer de- 
cides she wants only one, she can 
detach it, leaving the second pack- 
age unmarred and ready for 
single-unit sale. 

The “Wash one—wear one” pro- 
motion is based on the company’s 
laboratory research which showed 
that a bra washed daily will out- 
last three to ome the bra worn 
several times before laundering. 

Irwin Roseman, director of ad- 
vertising and sales promotion, de- 
veloped the new package. So far 
the company is twin-packaging 
two models. For its “Festival” 
style, the package is printed in 
metallic green inks. For style No. 
502, the package is printed in me- 
tallic lavender inks. . 
Purex Previews TV Spots | 


UPA Pictures Inc., 


| 


in what it | 
‘first,” pre-| 
sented three New Blue Dutch | 
cleanser one-minute tv spot com- | 
mercials at theaters in Culver City 

and Van Nuys in order to get au-| 


| dience reaction a la film preview. | 


A 45-second pencil cartoon pre- 
ceding the spots on the theater | 
screen asked the audience to help | 
select the commercial they liked | 


| best and offer their opinions as | 
| they would in seeing a motion pic- | 


ture preview. The commercial was | 
made for Purex Corp. | 
| 
| 

Allan Paul has been appointed | 
public relations director of Rose| 
Marie Reid, Los Angeles swimsuit | 
manufacturer. He formerly was ad- 
vertising and public relations man- | 
ager of Gladding, McBean & Co. 


What a premium! 
The fun and excitement of taking a picture 
one minute and seeing it the next has made 
the Polaroid* Land Camera one of the world’s 


most wanted gifts. 


Used as an incentive for salesmen and dis- 
tributors, as a dealer loader, as an award for 
display placement, as a consumer contest 
prize—the Polaroid Land Camera really gets 
action! Top companies have used this camera 
as a premium with tremendous success. 


Pgs 


v 


PREMIUM SALES DEPT. A-513 


POLAROID CORP.. 


Please send me information, prices, and case histories 
on the Polaroid Land Camera used as a premium. 


CAMBRIDGE 39, MASS. 
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POLAROID CORP., CAMBRIDGE, MASS. 


Advertising Age, May 13, 1957 


Getting Personal 


Bernard Musnik, sales exec with Ziv Television Programs, New 
York, has been awarded the Legion of Honor by the French govern- 
ment for his contributions 
toward better Franco-Amer- 
ican understanding. . . 


Department of Awards: 
Shawn—the Irish setter 
owned, trained and shown 


by Ted Sanchagrin, eastern 
editor of Advertising Re- 
quirements—has finished 
for his championship with 
four major wins. Gold 
medal winners at the 8th 
Annual Art Directors Show, 
Washington, D.C., are John 
Burwell for WMT-TV; Fred 
J. Maroon (two awards) for 
Modern Photography and for 
Players Inc.; Ralph Patterson 
for Nation’s Business; Stuart 
Freeman for Arabian Amer- 
ican Oil Co.; John R. Bev- 
eridge for Amvets; and 
Bernard Wathen for WTOP- 
TV. ..Look’s publisher, Ver- 


LUCKY ONES—Shown on one of the non C. Myers, received a 


ranch’s cook-out breakfasts are “Distinguished Service to 
Mr. and Mrs. Albert G. Degen and Journalism” award from the 
their son, James, who spent an University of Missouri, his 
Easter vacati Seuche de LL alma mater, May 3. . . Storer 

aster vacation at Kancno de Los Broadcasting Co.’s “Ameri- 


Caballeros, near Wickenburg, Ariz. 

Mr. Degen is western manager of 

Macfadden Publications in Chi- 
cago. 


cana” trade campaign, creat- 
ed by Art Schofield, adver- 
tising vp, has won its second 
award from the Freedoms 
Foundation at Valley Forge 

. Hazel Bishop, head of 
Perfemme Inc., New York, has been awarded a plaque by the As- 
sembly of Brooklyn Jewish Women’s Organizations for her “coura- 
geous endeavors in industry, business and civic affairs” 

Alan Woolsey and Van Buren Taliaferro, eastern sales manager of 
Oxford Paper Co., were married April 23 in New York. . . Jack 
Smock, Young & Rubicam, is chairman of publicity and advertising 
tor Los Angeles Beautiful’s Clean City Crusade, running June 17 
through June 30. Cooperating agencies in the campaign are Young 
& Rubicam, J. Walter Thompson, Foote, Cone & Belding, and 
McNeill & McCleery. . . 

Richard Mueller, head of Mueller Advertising, Toledo, is the new- 
ly elected president of the Toledo Junior Chamber of Commerce. . . 

Norman S. McGee, sales vp at WQXR, New York, celebrated his 
20th anniversary with the station the end of April... . Freelon Fow- 
ler, film program manager of ABC-TV, has been named to the ad- 
visory board on liberal arts of Pace College, New York. . . 


MAY DAY—It was the 25th anniversary for Howard H. Monk (cen- 

ter), founder of Howard H. Monk & Associates, Rockford, IIL., 

agency, but it was another working day for him, Wynn Belford 
(left), art director, and Leslie I. Mayes, account exec. 


Gene Castle, founder and former head of Castle Films, 
Universal Pictures subsidiary, is getting accolades for his new book, 
“The Great Giveaway.” An article by Mr. Castle on the same sub- 
ject was featured in the May issue of American Legion Monthly... 

Juliet Kubina was married to Frank Haller, associate media di- 
rector of BBDO in Pittsburgh, on May 11 at Mt. Lebanon, Pa. They 
are honeymooning in the Pocono Mountains... 

Suzanne Steers, daughter of William E. Steers, president of Do- 
herty, Clifford, Steers & Shenfield Inc., New York, and Mrs. Steers, 
is engaged to Daniel Carson Lyons of Thomaston, Conn. A fall wed- 
ding is planned... 

Herb Gompertz of the art department of Richard K. Manoff Inc., 
New York, is one of the artists whose paintings have been chosen 
for exhibition at the City Center Art Gallery. His painting, “A 
House in Pennsylvania,” is part of the current exhibition which will 
last through May 26... 

Bob Petersen, president of Petersen Publishing Co., Beverly Hills, 
Cal., returned to his desk May 6 after a six weeks convalescent 
period following major surgery... 

Joseph W. Hicks, Chicago public relations consultant, has re- 
turned to his Anna Maria, Fla., home from the Manatee Veterans 
Memorial Hospital at Bradenton, Fla., where he has been receiving 
treatments for a broken back. He received the injury in an accident 
at his beach home... 
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WISH & WISH- a 
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.H. Whitney & Company an- 
nounces the formation of the 
Corinthian Broadcasting Corpo- 
ration to coordinate the manage- 
ment policies of its stations. 


The television stations are W ISH- 
TV Indianapolis, WANE-TV 
Fort Wayne, KOTV Tulsa and 
KGUL-TV Galveston, serving 
Houston. 


The radio stations are WISH Indi- 
anapolis and WANE Fort Wayne. 


All are CBS affiliates. 


“Always to be best, 


and distinguished above the rest”’ 


HOMER, 900 B. C. 


Responsibility in Broadcasting 


630 Fifth Avenue, New York 20, N. Y. 


Anapolis, WANE & WANE-TV Fort Wayne, KOTV Tulsa, KGUL-TV Galveston, serving oa 
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in the rich Tulsa market 
than all other stations 
Represented by Petry 


*TOTAL WEEK (ARB, FEB. ’57, AND NCS #2) 


KOTV has more viewers 


combined.* 
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KGUL-TV now leads all 
other stations in the 
Houston area ARB* 
and is the only station 
delivering city-grade sig- 
nal in both Houston and 
Galveston. 


CBS Basic Affiliate 


Represented by CBS 
Television Spot Sales 


*TOTAL WEEK (ARB, FEB. ’57 AND HOUSTON-GAL- 
VESTON TELEPULSE, JAN. ’57) 
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WISH & WISH-TV Indianapolis, WANE & WANE. TV Fort Wayne, KOTV Tulsa, KGUL-TV Galveston, serving Houston 
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*TOTAL WEEK (15 COUNTY FORT WAYNE AREA 


ARB, FEB. ’57) 


in the billion dollar all- 
UHF Fort Wayne market.* 
Represented by Petry 
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WISH & WISH-TV Indianapolis, WANE | 
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Indianapolis 


WAN E 


Fort Wayne 


Serving the radio needs of 
these two major Indiana 
markets. 


CBS Radio Affliates 


WISH & WISH-TV Ahddanapolis, WANE | WANE-TV Fort Wayne, KOTV Tulsa, KGUL-TV Galveston, serving Houston 
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Advertising Age, May 13, 1957 


SOUND AD—Bell will use this full | 

page ad in Sports Illustrated May 

13 to break its national promotion 
for its new line of amplifiers. 


Bell Drive for 
Hi-Fi Amplifiers Seeks 
Women’s Acceptance 


CoLtumBus, O., May 7—“When 
father’s away. . .mother can play,” 
is not the sly innuendo of an evil 
mind. It’s a slogan Bell Sound Sys- 
tems Inc. is using to promote one 
of the new features in its 1957 line 
of high fidelity amplifiers. 

The new feature is a push-pull, 
on-off knob which turns the music 
on and lets it play at any pre-set 
volume and bass-treble_ setting. 
The idea behind it is as simple as 
push-pull, on-off. Most women shy 
away from fiddling with the half 
dozen or so knobs on a high fidelity 
amplifier. Now, according to Bell, 
they just pull out the knob, and the 
music plays. That simple. 


® In this way, Bell hopes to win 
over the distaff side of the family 
and increase the sales of its ampli- 
fiers. 

Styling of the new amplifiers al- 
so has been slanted toward the 
women. The amplifiers, with 
matching radio tuners, are 4” high 
and with a saddle-tan leather-like 
cover of vinyl. 

The campaign, placed through 
Warner Sampson Co., will run in 
High Fidelity (spreads) and Sports 
Illustrated (pages). 

The promotion is aimed at the 
market of new prospects (via 
Sports Illustrated) and at the 
market of already-smitten hi fi 
bugs who want to upgrade their 
present components rigs (via High 
Fidelity). 


Keystone Adds 16 Affiliates 

Keystone Broadcasting System 
has added 16 new affiliates, bring- 
ing its total to 948. They are 
WPFA, Pensacola, Fla.; WPCO, 
Mount Vernon, Ind.; KWBG, 
Boone, Ia.; KVHL, Homer, La.: 
WDON, Wheaton, Md.; KBMO, 
Benson, Minn.; KHAM, Albuquer- 
que, N. M.; WNYS, Salamanca, 
N. Y.; KBCH, Oceanlake, Ore.; 
KABR, Aberdeen, S. D.; KLEN, 
Killeen, Tex.; WRKE, Roanoke, 
Va.; KXLE, Ellensburg, Wash.; 
KAPA, Raymond, Wash.; WCEF, 
Parkersburg, W. Va., and WRFW, 
Eau Claire, Wis. 


Florida Company Buys WRNY 
Florida East Coast Broadcasting 
Co., Miami, has bought WRNY, 
Rochester, N. Y., radio station, 
subject to approval by the Federal 
Communications Commission. The 
present operating company is 
Rochester Broadcasting Co. 


David Elliot to Sterling 

David Elliot, formerly with Dan- 
iel & Charles, has joined Sterling 
as crea- 


Advertising, New York, 
tive director. 


opportunity to gain understanding 
about Russian advertising objec- 
tives and to exchange ideas about 
| advertising methods. He plans to 
} ns include ad agencies, all media and 
Questio for You packaging in the scope of his in- 
WASHINGTON, May 7—Anyone | quiries. e 
have any questions for the Soviet 
advertising braintrusts? 
An American adman who ex- | 


U.S. Adman Touring 
Russia Will Relay 


Greyhound Names Burns 
Greyhound Corp., Chicago, 


willing to include other people’s | tising coordinator. She has been 
questions in a series he intends to|account coordinator and assistant 
ask the Russian admen about the | account executive for Ruthrauff & 


| how and why of advertising in the | Ryan, Chicago, since 1948, and be- 


was director of home 
of Dancer-Fitzgerald- 


Soviet Union. |fore that, 
Ernest S. Johnston of Ernest S.| economics 
Johnston Advertising, Washington, | Sample. 
expects to include Russia in his 
tour of Europe this summer oni ie Joins Metro 
has offered to relay the inquiries. Harry T. Harlow Jr., formerly 
Questions should reach his office| with Sawyer- Ferguson-Walker, 
in the Evening Star Bldg. here by | has joined the Chicago comics sales 
the middle of May. lstaff of Metropolitan Sunday 
Mr. Johnston sees his visit as an | Newspapers. 


has 
pects to visit Russia this summer is | appointed Frances E. Burns adver- | 


 purlands PER-FARM INCOME 


/-% nearly DOUBLE ~ 
~the National Average! 


23 


Just one of many facts that make the 46-county, 
billion-dollar Siouxland area and her selling cen- 
: Hl ter, Sioux City, an ideal market for your products 
>. . Sell the Siouxland Market through Sioux City’s 
newspapers. Write for free market brochure. 
S10ux 


NO y The Sioux City Journal 
as JOURNAL-TRIBUNE 


REPRESENTED NATIONALLY ey JANN & KELLEY, INC. 


LA 


Here is the 


KANSAS CITY 


GROCERY MARKET... 
Ona Platter! — 
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Distribution Made Easy 


Less than 400 out of 1,600 store units in the market get 90% of 
total grocery volume. Virtually 100°% of buying concentrated 
in 8 major factors. An inviting market opportunity—so quickly 
approachable, so easy to merchandise—so economicel of your 
selling costs! 


Powerful Concentrated Outlets 


Four aggressive chains—heavy Star advertisers—with 105 units 
get 58°% share of market. 250 promotion minded, brand-con- 
scious independents get another 30%. 21% of store units in the 
market will get you almost 90% of volume. Knowledgeable, 


concentrated fast company that responds in a big way for Star 
advertised products! 


251 Million PLUS Grocery Market 


Metropolitan Kansas City (Jackson, Clay, Johnson and Wyan- 
dotte counties) rolls up an annual 251 million plus grocery dol- 
lar. The Kansas City Sales District posts over 500 million. 
Metropolitan Area—972,000 population—319,900 families. 


‘| 
i} 
vey 
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MERCHANDISING—YOU BET: _ 


Honest-to-John merchandising that produces tie-ups — aware-_ 
ness — displays — sales! Every week — 52 weeks a year — The 

Star publishes the Kansas City Star Merchandiser and mails it 

to grocery personnel representing 90% of market. Not once 

monthly—but every week, the Merchandiser bulletins all food 

advertising in The Star by day of week. Featured with special 

art work and trade stories are new, dominant and consistent 

schedules. Constant theme: Stock, Display and Tie-in with Star 

advertised products. Used by grocers—praised by grocery 

manufacturers and brokers as useful, effective, dramatic. 


Dnd in America! 


In 1956 The Star carried in its 


morn issues alone 4,653,740 
lines of retail and al gro- 
cery advertising. Second in 


America of All newspapers! 
Market potency that demands 
attention! 


THE KANSAS CITY STAR 


{1729 Grand Ave 


(HArrison 1-1200 CHICAGO 


$202 S State St 
| WEbster 9-0532 


KANSAS CITY 


NEW YORK 


{21 E 40th St. 
(MUrray Hill 3-6161 


| 625 Market St. 


SAN FRANCISCO |o0 09 y 2008 
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7 DECLARES A DIVIDEND! 


WY 


Effective June 1, TODAY-HOME-TONIGHT's gilt-edged Dividend Participation 
Plan gives you new extra value at no additional cost. Now you can earn dividend 


announcements by buying as few as 6 participations in summer, 12 in other seasons. 


For example, this summer (Junel —September 6) an order for 20 T-H-T participa- 
tions gives you 10 additional free. Here’s the cost breakdown for 30 announcements: 


CURRENT COST NEW COST AVERAGE COST 
« (NO DIVIDEND) | (WITH DIVIDEND) | PER PARTICIPATION 
TODAY $174,690 $116,460 $3,882 
HOME $246,540 $164,360 $5,479 
TONIGHT $217,440 $144,960 $4,832 
Based on full network basic lineups: TODAY (63), HOME (58), TONIGHT (55) 


With the recent 20% time cost reduction for TODAY participations (Monday- 
Friday, 7-9 AM) and this new Dividend Participation Plan, T'-H-T emerges as more 


of a blue-chip buy than ever. Get the details from your NBC Sales Representative. 


NBC 
TELEVISION NETWORK 
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Sales Management and Sports Il- 


‘Old Company’ Neckwear Supersedes 


Preceeding the holiday ; ; 
plans to in- | foulard ties suitable as gifts on spe-| business comes from large compa- 


Advertising Age, May 13, 1957 


In recent years Harvale has de- , 250 different designs available. To- 


veloped a new type of big com-| day the total is about 2,700. 
season |pany business personalized silk About 80% of the company’s 


crease its magazine advertising and | cial occasions to customers, dealers, | nies, the remaining 20% from col- 


Old School Tie, Harvale & Co. Finds <*:":'* ssn: 


may add Business Week, Forbes) executives and friends. These carry | leges, fraternities and clubs. Most 
land Fortune to its schedule, Mr. | the recipients’ initials and classical | of it is repeat business. But new de- 


‘New Yorker,’ Mail Ads | 1951—it started using small-space | Finck said. 


Add Blue Chip Companies 
to Ivy League Wearers 


ads in The New Yorker. In 1956, | a 
75% of its total advertising budget . 
was spent in The New Yorker. 

It also uses a variety of college! and 


. Flanagan 
Agency handles th« 


copy, especial!) 


motifs and sell for $5.50 each. Many |signs are required virtually every 


New York, May 7—The old| papers and alumni magazines, with | mail, are done on a {ree-lance ba- 
school tie business, during the past | occasional holiday ads in Holiday, | sis. 


few years, has been expanding. 
And, like a lot of other businesses, 
it’s been diversifying. 

Specifically, G. S. Harvale & Co., 
formed originally in 1948 for the) 
sole purpose of specializing in spe- 
cialized ties, has grown and also! 
has branched out. 

As previously reported in these 
pages (AA, Feb. 5, 1951), George 
A. Finck, Yale °41, and Sheldon 
Dietz, Harvard "41 (who used the 
first initials of their respective 
given names and compounded the 
names of their colleges to form the 
name of their company), started 
an unusual business selling school, | 
club and fraternity ties. 

They then developed and sold to 
a number of large companies the 
idea of having their trademarks 
woven artistically into quality 


Personalized Silk Foulards 


- 
nS 


Prine BB 50 eo. 0 
G. & Morvate & Co., 100 Fitth Avenue, Mew York 11 


TYPICAL AD—This type of advertis- 
ing in The New Yorker enabled 
Harvale Co., which specializes in 
specialized ties, to increase its bus- 
iness 12% in 1956. J. R. Flanagan 
Advertising Agency handles the 

account. 


neckwear for their executives, 
salesmen and dealers. 

Back in 1950, Harvale sold about 
6,000 specialized ties to eight com- 
panies. In 1956 the number of com- 
panies using Harvale ties was 300, 
for an average of 750 ties per com- 
pany. In addition, it sells several | 
hundred thousand ties annually to 
schools, clubs, fraternities and in- 
dividuals. Exactly how many ties 
it sells the company prefers not to 
release, “for competitive reasons.” 

| 
® Harvale also sells women’s silk 
scarfs with special motifs, as well | 
as specialized costume jewelry—| 
cuff links, tie clasps, bill clasps, 
earrings, etc.—and specialized ce- 
ramic ware, including ash trays,| 
shaving mugs, tiles, etc. 

“How were you able to get such 
a highly specialized business air- 
borne and paying so quickly,” Mr 
Finck was asked. 

“Quality goods, original designs 
and continual advertising,” he re- 
plied. 

“Actually,” he said, “we wouldn't | 
have got anywhere without ad-| 
vertising. Our first orders came 
through advertising. Today half of | 
our total business is derived from | 
advertising. The other half comes| 
through recommendations of cus- 
tomers—w ord-of-mouth advertis- 
ing, if you want to call it that.” 

In its second year of operation, 
Harvale sent out 6,000 pieces of 
direct mail advertising. In 1956 its 
direct mail solicitation amounted to | 
300,000 pieces. 


@ In its third year of business— 


Advertising | of the motifs are symbols of vari- | year. One large western railroad 
account, al-|ous professions and businesses, or 
though a good dea! of the artwork | of particular interests such as golf, 
for direct motor boating, tennis, etc. 


uses 6,000 ties and about 1,000 
scarfs every Christmas as gifts to 
customers. 

Mr. Dietz is no longer a partner 


® In 1951 Harvale had a total of|in the business. He sold out his in- 


“We are great believers in the consistent 


In the Pittsburgh offices of the Rockwell Manufac- 
turing Company, we recently had the pleasant 
experience of interviewing William F, Weimer, Ad- 
vertising Manager, on the subject of trade and 
industrial publications. A resident of the Greater 
Pittsburgh area since the age of 14, Mr. Weimer 
joined the Rockwell organization 21 years ago. 


Q Mr. Weimer, how would you describe 
the Rockwell Manufacturing Company? 


A We are a diversified manufacturing 
organization, and our various divisions 
and subsidiaries produce a considerable 
variety of products. 


Q Would you name the principal ones? 


A Well, first of all we are known to be 
metering experts and we manufacture 
meters that measure just about every- 
thing from the utilities you buy to the 
money you spend—gas, water and oil 
meters; taximeters; fare registers and 
parking meters, to name a few. In addi- 
tion we manufacture gas pressure regu- 
lators, various types of valves, machine 
tools, machined parts, and hydraulic 
drives. 


Q How long has your company been 
in business? 


A We have only been operating under 
the Rockwell name for a little more than 
11 years, but when you think in terms of 
our various subsidiaries and divisions, 
our history goes back more than 100 
years. 


Q When did the business as organized 
today get its start? 


A in 1927. In that year Col. Rockwell, 
for whom our organization is now named, 
merged the Pittsburgh Meter Company, 
which made water meters, with the 
Equitable Meter Company, which mace 
gas meters. From a sales standpoint both 
organizations were in a seasonal business 
—opposite seasons—and the merger cic 
much to level out the peaks and valleys 
in the business cycle. The new company 
was known as the Pittsburgh Equitable 
Meter Company. Through the years 
various subsidiaries were acquired, first 
to supplement the field of activity seryed 
by the original firm and later to expand 
into diversified markets. 


Q When did you acquire your present 
name? 


Ain 1949 our name was officially 
changed to Rockwell Manulacturing 
Company. This was dictated by the fact 


that the name Equitable Meter did not 
convey how broad our scope of activities 
was, or in the future could be—it fixed 
our products in the public mind as just 
meters, 


Q How many manufacturing plants do 
you now have? 


AA the present time we have 20, and 
several more are under construction and 
near completion. 


Q Whar is your geographical spread? 


A Coast to coast. 


Q Am | correct in assuming that your 
advertising history goes back many 
years? 


A Yes. Many of our subsidiaries and 
divisions have long been aggressive ad- 
vertisers. 


Q And | assume that you stepped up 
your corporate advertising at the time 
you took your new name. 


A You are right. Of course our first job 
was to build recognition and prestige 
lor a new name in industry, 


After considerable experience in both the manu- 
facturing and sales ends of the business he moved 
into advertising in 1945 and has served in his 
present capacity for the past 7 years. An active 
member of several advertising associations, Mr. 


Weimer is a past president of the Pittsburgh 


Chapter of NIAA. Here are portions of the interview. 


Qi; the advertising of all Rockwell 
divisions handled by your department? 


A No. We actually have two advertising 
operations. In this department we handle 
all corporate advertising and the product 
advertising for all units but the Power 
Tool Division. Because of the nature of 
the products it manufactures, and be- 
cause it has an entirely different market, 
this one division does its own advertising. 


Qbdo you conduct entirely different 
campaigns for the various divisions 
you handle? 


A Yes, and that’) one of the things that 
make this a rather busy office. We put 
together 10 separate advertising bucyets. 
Each involves different products, differ- 
ent markets, different media, and dil- 
ferent problems. 


Q Are you frequently able to measure 
the effectiveness of your advertising? 


A Only once in a while do we embark on 
a program in which we deliberately de- 
sign our advertising to pull replies or 
active response. And when we do it 
works, Most of our advertising is designed 
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terest in 1953 to Mr. Finck, because 
he wanted to get away from New 
York. He is now in the scarf busi- 
ness in Connecticut. Taking his 
place, as junior partner, is Charles 
F. McCarthy who, although neither 
a Harvard nor a Yale man, knows 
the tie business from A to Z. 
“Essentially,” Mr. Finck said, 
“our business has been built by 
advertising. It’s the only way we 
can communicate with the people 
we want to reach. At the beginning 
we nearly went broke trying to get 


| business by making calls. 


“It wasn’t until we started a di- 
rect mail campaign that we got 
anywhere. When we started adver- 
tising in The New Yorker, we real- 
ly got going. If we stopped adver- 
tising we couldn’t stay in business. 
I’m thoroughly convinced of that.” 


‘Post-Dispatch’ Names Talbot 
to New Post; Boosts Two Others 
The St. Louis Post-Dispatch has 
appointed Paul I. Talbot, formerly 
retail advertising manager, to the 


new post of advertising sales man- 
ager. He will be in charge of ad- 
vertising sales and special promo- 
tions and will coordinate the three 
ad departments—retail, general 
and classified. 

Frank H. Leeming, formerly 
manager of rotogravure and color 
lecomics advertising, succeeds Mr. 
Talbot as retail advertising man- 
ager, and James N. Short, of the 
retail ad staff, has been named 
manager of rotogravure and color 
‘comics advertising. 


Sell Sales Field, 
Weisenbach Teils 


27 


\told the space salesmen that the 


title of salesman has lost its glam- 
or. Persons in selling jobs are be- 


|ing given other titles, he said. 


Dotted Line Club 


CHICAGO, May 7—Salesmen 
should be proud of their profession 
and should devote much of their 
time to selling selling, George 
Weisenbach, vp of the Buchen Co., 
said yesterday. | 

In a talk before the Chicago) 


He warned his audience not to 
become “middle-aged mentally” 
and urged them never to become 
satisfied. “Keep learning, and don’t 
overlook the obvious things that 
may improve your selling tech- 
niques,” he said. 

Describing selling as an inter- 
esting, satisfying, well-paid field, 


use of trade and industrial magazines” 


“A product may be seasonable, but the job 
of keeping a customer and prospect aware 
of the product is not. ‘s 


to do the type of job that can be meas- 
ured only by its contribution to the suc- 
cess of our sales programs. Its effective- 
ness is hard to measure, but there is no 
doubt in my mind that our advertising 
has played a big part in our growth and 
expansion, 


Q How large is your advertising de- 
partment? 


A At the present time we have 14 people. 


Q What are your beliefs in regard to 
continuity in advertising? 


A We certainly don’t believe in hit-and- 
run tactics. Our advertising is in every 
sense a part of our sales efforts. We make 
every attempt to coordinate our theme 
and pitch with those being used by our 
salesmen, and if it is to successfully sup- 
port their activities our advertising must 
appear regularly. A product may be 
seasonable, but the job of keeping a cus- 
tomer and prospect aware of the product 
is not. 


Q Wher is your feeling regarding the 
importance of trade and industrial 
publications? 


A Well. several times I have been asked 
if I thought that people really read trade 
and industrial magazines and my answer, 
I think, is rather basic. I feel that any 
man who is interested in advancement 
and success must read one or more of the 
better magazines that cover his chosen 
field. They are his only means of keeping 
track of the constantly changing intlu- 
ences within his business. They are his 
one sure way of learning the news that 
affects his business or industry while it is 
still news. 


Q How do trade and business publica- 
tions figure in your present advertising 
activities? 


A They are and, Lam sure, will continue 
to be the backbone of our advertising 
effort. They provide a very vital link in 
our lines of communications with our 
many customers and prospects, 


Q Do you feel that the advertisements 
that appear in trade and industrial maga- 
zines are of particular interest or im- 
portance to readers? 


AI can answer that question best by 
telling you about a recent discussion I 
had with one of our engineers. We were 
discussing reading habits, and he told 
me quite frankly that most of the time 
he reads the advertising more closely 
than the editorial material because in 
their effort to sell, advertisers tell him 
in digest form everything that is new in 
the way of products and services. 


Qi your use of trade and industrial 
publications increasing? 


A The number of publications we use 
has gone up greatly over the last 10 
years, because our sales departments 
have steadily sought new and broader 
markets. As I said before, our advertising 
is closely coordinated with our sales 
activities, and when our salesmen move 
into new areas advertising moves along 
in support. 


Q In conclusion, is there anything more 
that you would like to say about the 
value of the trade and industrial press 
as an advertising medium? 


AI would only like to repeat that here 
at Rockwell we are great believers in the 
consistent use of trade and industrial 
magazines. We are convinced that the 


°e . . when our salesmen move into new 


areas, advertising goes along in support.’? 


important men—our customers and 
prospects—in any field read them faith- 
fully. In their desire to keep abreast of 
changes, they read both editorial and 
advertising pages closely. This of course 
does not mean that all our advertise- 
ments are seen by everyone for whom 
they are intended—that is one of the 
reasons we advertise consistently in all 
of the publications we use. 


Through the use of trade and industrial publications you are able to com- 
municate with your customers and prospective customers in an atmosphere 
that is natural to them and most productive for you. Today’s reliable business 
press serves a purpose unduplicated by any other selling force. 


Chilton publications cover their chosen fields with an editorial excellence and 
a strict control of circulation that assure confidence on the part of readers and 
advertisers. With such acceptance goes a proportionate selling power. 


~ & 


— 


Gas « Electronic Industries 


COMPANY 


Chestnut and 56th Streets « Philadelphia 39, Pennsylvania 


CHILTON PUBLICATIONS: Department Store Economist « Hardware Age 
The Iron Age + Jewelers’ Circular-Keystone « Distribution Age « Motor Age 
Automotive Industries « Optical Journal and Review of Optometry « Spectator 
Commercial Car Journal + Boot and Shoe Recorder « Hardware World 


Butane-Propane News + Book Division 


| Dotted Line Club, Mr. Weisenbach | he asserted that many young peo- 


ple today are taking routine, 9 a.m. 
to 5 p.m. jobs at lower salaries be- 
cause of a security factor. 

He described this reasoning as a 
fallacy and pointed out that a good 
salesman is in demand in bad as 
well as good times. 

New officers of the Dotted Line 
Club elected at the meeting were 
John Rodger Jr., McGraw-Hill 
Publishing Co., president; Hilmer 
Stark, Billboard Publishing Co., 
lst vp; David T. Kenney, Oil & Gas 
Journal, 2nd vp, and William A. 
Graham, American Metal Market, 

| secretary-treasurer. - 


QUALITY? 


Bencaned 


the sign of fine 
photoengraving 


Quality, in any language, is the word for 
Laurence photoengravings. We have 
experienced craftsmen, the most modern 
equipment and a quarter of a century of 
association with blue-chip advertisers and 
quality-conscious agencies to back us up. 


LAUFENCE inc. cwcacc 


547 SOUTH CLARK STREET 
WABASH 2-6284 
FINE PHOTOENGRAVINGS FOR OVER 
25 YEARS 
ARE YOU RECEIVING YOUR FREE 
COPIES OF “LAURENCE’S GUIDE FOR 
PHOTOENGRAVING BUYERS’? IF 
NOT, WRITE OR PHONE US TODAY 
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THIS IS OUR BOXCAR FIGURE... 


But these ten-and-a-quarter-million American Home readers are no 
ordinary people. Almost half of them (4,850,000, Mr. Politz says) live 
in the suburbs, while 8,600,000 live in their own family home. No ordi- 
nary families, either. Five million American Home readers are members 
of $5000-or-more-a-year families. Ordinary people? Not at all. They’re 
the very cream of home-minded people. 10,250,000 of them! But then, 
of course, The American Home is no ordinary magazine. 
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THE AMERICANVV 


HOME 


Source: Alfred Politz Research, tnc., April 1957 
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What a difference 3-D makes ... and 


I) 2 ATLANTIC CITY 
is N.U.'s 5D market! 


DeptH of coverage. 


(A year 
people! ) 


D EMAND for goods. 


(Over 26 million yearly in automobile 


7 
‘ 
\4 ‘round market of 143,000 


sales. One of the nation’s richest mar- 
kets per family!) 


Density of population. 
(Only the Atlantic City Press gives you 
real coverage. It is read by over 80% 
of the families in the Metropolitan 
Area!) 
* Have you received your 3-D viewer yet? If you 


Atlantic City Press 


SOUTHERN NEW JERSEY’S ‘GOOD MORNING’ NEWSPAPER 
Rolland L. Adams, President @ Gallagher-DeLisser, Inc., National Representatives 


haven't, write us. We'll be glad to send you one! 


Advertising Age, May 13, 1957 


In ‘60 Democrats Will Rely on ‘Built-in 
Admen,’ Use Agencies Only When ‘Essential’ 


Syracuse, May 7—Jack F. Chris- 
tie, tv and radio director of the 
Democratic National Committee, 
indicated last week that Democrats 
will put less reliance on advertis- 
ing agencies in the next Presi- 
dential campaign. 

He told 120 siudents at the Ra- 
dio & Television Center of Syra- 
cuse University that experience 
last fall showed advertising agen- 
cies can be effective contributors 
to a party’s campaign efforts. 

“However, there should be an 
increased reliance on the trained 
and competent workers within the 
Democratic party organization,” 
he continued. 

“A complete turnover to Madi- 
son Ave. agencies of certain politi- 
cal campaign functions is not the 
most effective way of winning an 
election,” he said. “A happy medi- 
um should be attained, whereby 
the bulk of the public relations 
and creative staffs would consist 


IF THIS IS YOU 
TAKE A CUE FROM US 


We specialize in the most vital phase of your entire 


advertising program—Merchandising at the Point-of-Sale. It is 


our only business... one we've been at for more than 

half a century. In that time, we've created countless traffic-stopping 
displays that have caught shoppers’ eyes in nearly every type 

of retail outlet. We can produce dynamic, reason-to-buy 
point-of-sale merchandising programs for you today. 

if your program is behind the eight-ball, let our nation- 

wide staff of experts give you the cue your Merchandising at 


the Point-of-Sale should take. 


CHICAGO SHOW PRINTING COMPANY, 


2640 N. KILDARE, CHICAGO 39 


Trademark Mystik Registered; 


Merchandising at the POINT-OF-SALE 


* Lithographed displays for indoor and outdoor use * Animated Displays 
¢ Cloth and Kanvet Fiber Banners and Pennants ¢ Mystik* Seif-Stik Displays 
e Mystik® Can and Bottie Holders * Mystik* Seif-Stik Labels «Squee-zel* 


® Econo Truck Signs ¢ Booklets and Foiders ¢ Moided Piastic 


of persons thoroughly familiar 
with Democratic party policies and 
those of the opposition. 


s “This politically conscious built- 
in agency within the Democratic 
National Committee could then be 
supplemented with those key per- 
sons from commercial advertising 
agencies who are considered abso- 
lutely essential to the success of 
the campaign.” 

He said experience last fall 
showed that straight political tele- 
casts should be held to a 15-min- 
ute maximum. Longer speeches 
may hold the party faithful, he 
argued, “but the majority of the 
television and radio audience has 
had sufficient politics at the end 
of 15 minutes.” 

He predicted increased use of 
five-minute segments, and report- 
ed one-minute and shorter spots 
had been very beneficial “in keep- 
ing the candidate’s name and his 
capsule view of issues before the 
voter.” 

Mr. Christie indicated he favors 
increased reliance on regional tele- 
casts for discussion of local issues, 
and he praised radio as “very po- 
tent communications weapon when 
properly purchased.” 


s “Naturally a candidate has to be 
selective in the time he purchases 
when using radio,” he said. “The 
same applies to television. Clever 
buying of the right radio time on 
the listened-to radio stations will 
continue to be a wise and effective 
campaign investment.” e 


TV Novel Mines 


| fidelity. 


Same Old Vein, 
Knocks TV Folks 


New YorK, May 7—Someday 
somebody will write a book about 
the people who provide this 
country’s television entertainment 
and make them sound half-way 
decent. It should be a sensation. 

But as of now, there is another 
in the steady series of novels that 
show what a corrupting influence 
tv is on “normal, decent human 
beings” who forget their manners 
and their morals when they hit the 
$300 a week bracket. 

Written by Benedict and Nancy 
Freedman, the book is called 
“Lootville” ($3.95, Henry Holt & 
Co.). [ts hero—if he can be called 
that—is Pete Munger, an ex-flye! 
who becomes No. 1 cameraman on 
the “Zane Cochrane Show,” one of 
television’s top comedy programs. 


® Cochrane is a completely despic- 
able person with a fondness for 
Sadistic practical jokes. He has no 
friends; his wife flaunts her in- 
Zane’s whole morbidly 
unhappy existence revolves around 
the show. 

For a while Pete, the wizard of 
the Zoomar lens, becomes the fa- 
vorite sidekick of the mighty Zane. 
When he abruptly falls out of fa- 
vor with the comedian, Pete finds 
he is not only off the Cochrane 
show but blacklisted in the entire 
industry. 

Mr. Freedman has written for a 
number of comedians, including 
Jimmy Durante, Groucho Marx 
and Red Skelton. Mrs. Freedman 
is an actress as well as a writer 
and has appeared in_ several 
Broadway plays. ° 


‘West Memphis Sun’ Suspends 

The Sun, West Memphis, Ark., 
has suspended publication with its 
May 3 issue. The Sun, West Mem- 
phis’ only daily, may be converted 
into a semi-weekly publication, 
Robert Chowning, general man- 
ager, said. Mr. Chowning said ris- 
ing production costs necessitated 
the action. 
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2,500,000* 
“> 20h consecutive 
> ™ quarterly gain! 
AN 


~~. ae Ya 
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7 April 11th— 


1st quarter ‘NY : | 
7 circulation—over ‘Qu q ion 


17 more display a 4 = ‘ 
pages “ton the books” — . a 
than ran in all a’ tee 
of 1956! February issue ~ 
“thin f “highest ever! { “40 new apreptionns 
Cunit ‘ so far in ’57! 
2,600,000* y” als 


ie OS 


February—newsstand ~ "i 
over 1,250,000*—an \ 
all-time high and NI 


) we of 250,000 % 
\ over Feb 561 oe 
Pe Cite . ae? 
1st quarter me | 
newsstand sales— SS 
¥ over 1,150,000.* Gain ey \ 
hae 150,000 over \ ' 
._ Ast qtr. 5 aoe . 
ee 
.. and it all stems from the 


deep roots that Redbook has in 
the fertile Young Adult market. 


The spectacular growth of the | 


family, home and community 
needs of this market... its par- 
allel acceptance and response 


<a Ad to Redbook editorial... 


these are sure evidence of 


a growth opportunity for 
advertisers in Redbook. 


= 


~-—---— 


*Publisher’s estimate 


REDBOOK THE MAGAZINE THAT SELLS YOUNG ADULTS ..THE NEW STATION WAGON SET 
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Frey Report to Be Clue to Client-Agency 
Relations, But No Blueprint: McLaughlin 


Toronto, May 8—Despite a|lest (in the words of the editori- 
small group within the Assn. of|al) “a highly useful and valuable 
National Advertisers which yearns | system of doing business may be 
for an ANA assault against Amer- | badly hurt—with very bad effects 
ican advertising agencies, the|on advertisers as well as on agen- 
forthcoming Frey report on agen- | cies.” 
cy-client relationships will cause| He reported the editorial pre- 
no revolution in the advertising| diction that the Frey report, which 
business. | will be released this fall, “will add 

This was the prediction made | some knowledge to the question of 
today by John B. McLaughlin, di- 


agency compensation and the kinds 
and varieties of service rendered 
by agencies. It should be useful in 
helping agencies and advertisers 
chart their individual courses 
through a transition period,” he 


| said. 


(Prof. Albert Frey, of the Tuck 
school of business administration 
at Dartmouth College, was named 
last fall by the ANA to conduct a 
detailed probe of the function of 
advertising agencies and of client- 
agency relationships.) 
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The Kraft ad boss said his ANA | today’s agencies contribute to the 


committee is confident that the re- | entire marketing operation—as- 
port “will prove to be one of the | sisting clients in determining and 


most important contributions to | accomplishing both short-term and 
the advertising industry ever | long-term objectives, he said. 
made.” He added that the report will de- 


It will define the function of the | scribe to what degree the modern 
modern advertising agency in to-| agency has become involved in the 
day’s marketing process, he said. | other areas of marketing—re- 
As a compilation of facts, it will | search, merchandising, pricing and 
clarify the extent to which the/jall the rest. 
modern agency confines its respon- 
sibility only to the creation of ad-/|@ It is a study, he said, “which we 
vertising, or the extent to which | expect will describe how the func- 


rector of sales and advertising of - 
Kraft Foods Co., Chicago. Mr. Mc- 
Laughlin, who heads an ANA spe- 


cial study committee, spoke before | 


ACA Meeting 


the annual meeting of the Assn. of | 
Canadian Advertisers. Nearly 800. 
attended the sessions. 

In a review of events since the | 
American Assn. of Advertising 
Agencies early last year “capitu- | 
lated to the Department of Jus- 
tice” by taking a consent decree) 
in the anti-trust suit brought in| 
May, 1955, Mr. McLaughlin quoted | 
trade press reaction and an ADVER- | 
TISING AGE editorial of March 25 to | 
express his general viewpoint: 


s “Perhaps not too surprisingly, | 
there are a few ANA members who 
want their association to charge | 
vigorously up the agency hill with | 
all guns blazing. In their opinion, | 
the Justice Department consent de- | 
cree has left the agencies in a vul- | 
nerable position, and this is the | 
time for the advertisers to com- | 
plete the rout,” the editorial said. 
“Fortunately,” it continued, 
“such thinking is definitely in the 
minority. Most ANA members re- 
alize (1) that the ANA cannot take 
concerted action, lest it be subject 
to the same legal restraint by the 
U.S. government, which has afflic- | 
ted so many other associations in 
and out of the advertising field, 
and (2)—and far more important | 
—the overwhelming majority of | 
ANA members have no desire 
whatever to ‘rout’ the agencies. 
“On the contrary, they realize | 
that cooperation and sensible un- 
derstanding are called for on both 
sides, not vindictiveness nor blind 
upsetting of the status quo.” 


® Mr. McLaughlin called for re- 
straint and business statesmanship, 


Finer Balloons 


That Build More a 
Good Will 


Constant printing research has kept 
us years ahead of our competitors | 
... you get balloons with clear easy- 
to-read imprints. All Qualatex bal- 
loons are test-inflated . . . we know 
they hold air. Phone Betty Wolfe at | 
Willard, Ohio, 231 for our prompt | 
personal service. 

Mail Coupon Now For FREE QUALATEX Balloon 
Information. 


The PIONEER Rubber Co. 
408 Tiffin Road 
Willard, Ohio 


! 
Please send me: 


| 

\ 

1 

| 

[] Name of my nearest QUALATEX | 
Distributor. | | 
[] Free “Advertising Balloon Fact | 
Pack” (Ideas, samples, prices and =| 
imprint worksheet). | 
Firm — oa | 
| 

| 

| 

| 

4 


Address — ‘ — 
City Zone___ State 
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That wonderful sound of WBC’s local programs is no 
accident. It takes a wide-awake, aggressive organization 
to corral the best disc jockeys in every market . . . fire up 
the mobile units, beep phones and tape recorders that 
make on-the-scene news come alive . 


. . produce local 


public service programs that capture national awards. 

On top of this, there’s the expert programming assist- 
ance each station gets from WBC group advisers 
programming that makes WBC stations the most 
listened-to in their areas. 
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tions and relationships of agencies | cially in regard to services other| Laughlin, the Frey report is not|no one group, no single study can 
differ among various clients and | than time and space?” expected to offer “a definitive,| possibly accomplish this.” 
among agencies. [It] will explain Mr. McLaughlin said, “We then | specific, spelled-out answer to in- The Frey report, in short, will 
the way various kinds of agencies | will have provided the background, | dividual questions about the meth- | serve as a tool to guide ANA mem- 
operate their businesses. [It] will | the alternative ways and means—|ods and amounts of agency com- 
describe the varying degrees of re- the information—which will serve | pensation. 
sponsibility that modern agencies | as a practical guide to help adver-| “Those who originally thought “But the responsibility of the final 
assume for volume, profits and the | tisers solve the problem with their | they wanted the committee and | decision must be theirs. 
growth of their clients’ business. (advertising agencies of establish-| Prof. Frey to come up with ei “Currently Professor Frey and 
“What are the different practices |ing the most productive relation-| brand new method or system of | his associate, Ken Davis, are pro- 
of agencies,” [the report will ask] |ship possible, based on a sound,| paying advertising agencies will| ceeding with their fact finding 
“in the degree and manner they | businesslike financial arrangement | be disappointed,”’ he went on. “But | work. They have been carefully 
serve clients? What are the differ- that is equitable to both.” we’re certain that calm delibera- | studying all the published material 
ent ways agencies are paid—espe-| However, continued Mr. tion will tell them that no one man, | available, conducting interviews 
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SERVICE! 


On WEC RADIO! 


RADIO 

BOSTON, WBZ) WBZA 

PITTSBURGH, KDKA 

CLEVELAND, KYW 
If you want to know how little it costs to put the W a ose 

sound difference on WBC Radio to work for you-—if ESTINGHOUSE PORTLAND, . KEX 


BROADCASTING 
COMPANY, INC. 


TELEVISION 

BOSTON, WBZ TV 
PITTSBURGH, KDKA TV 
CLEVELAND, KYW Tv 
SAN FRANCISCO, KPIx 


you want proof that no selling campaign is complete 
without the WBC stations—call A. W. “Bink” Dannen- 
baum, WBC V.P.—Sales, at MUrray Hill 7-0808, N.Y. 


WIND represented by A M Radio Sales 
KPIX represented by The Katz Agency. inc 
All other WBC stations represented by 
Peters, Griffin. Woodward. Inc 
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with executives representing agen- 
cies, advertisers, media and top 
management—these in both large 
and small organizations as well as 


bers in making management deci-|in different types of businesses. 
sions for their companies, he said. | They have been preparing and are 


now in the process of mailing a 
fairly lengthy and comprehensive 
questionnaire to a large list. And 
I’m happy to report they are ex- 
periencing excellent cooperation 
from all areas.” 


Two Fresno Agencies Merge 
Russell W. Lake, who has oper- 
ated his own agency in Fresno, 
Cal., since 1949, has closed his of- 
fice and has consolidated with 
Hunter Scott Advertising Agency, 
256 N. Van Ness Ave., Fresno. Mr. 
Lake will continue to serve his 
clients as a vp of Hunter Scott. 


Ford Advances Holden 
Thomas H. Holden, formerly 
manager of the Kansas City, Mo., 
district sales office of Ford Motor 
Co., has been named marketing 
operations manager of Ford. 


TEXAS 


KPAR-TV— ABILENE-SWEETWATER, TEXAS 


MOU@TV—L.UBBOCK, TEXAS 
KEDY-TY¥— BIG SPRING, 


THAN ANY OTHER BI6 TExAs 


YET COSTS LESS rer VIEWER 
TELEVISION MARKET 7 


\ President ond Gen. Mgr., W. D. “DUS” ROGERS Notions! Soles Mor. &. A “Sune” Hosett 
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Advertising Is Catalyst in ‘Benign’ 
Profit Cycle, Says Coke’s Robinson 


Boston, May 7—“Advertising is | 
the greatest insurance for what! 
we might call the benign circle in| 
which production and jobs in-| 
crease, total profits increase, tax 
collections increase, budgets are 
balanced, and a brake is put on 
inflation. . . 

“The most important attribute 
of modern American advertising 
is its basic integrity, in sharp con- 
trast to the communist technique 
of the ‘Big Lie’. . . 

“Advertising is a mirror of our 
customs as well as a reflection of 
our hopes and aspirations. . .” 

These are some of the things 
William E. Rebinson, president of 
Coca-Cola Co. said at a luncheon 
meeting of the University Club 
here last week. 

Commenting on Emerson’s epi- 
gram—‘“If a man builds a better 
mousetrap, the world will beat a 
pathway to his door”—Mr. Robin- | 
son said that “Emerson would 
have had a happier epigram if he 
had phrased it something like this: 
‘If you build a better mousetrap, 
then you have an opportunity to 
beat a path to the doorway of the 
world’s markets.’ In a word, you 
are now ready to merchandise a 
product. 


s “The contribution of the force 
of advertising and marketing as 
the catalyst behind our constantly 
improved standard of living,” Mr. 
Robinson said, “is completely lost 
on some of our commentators. In- | 
stead of a proper understanding of | 
advertising as a major force in our 
way of life, we often hear sneer- 
ing references to Madison Ave. 
techniques. 

“It was recently referred to as 
the Martini-Miltown segment of 
American business, and it’s about 
time somebody said a few kind | 
words about this remarkable facet 
of our economic system. 

“Curiously enough, advertising, 
which has been accused of exag- 
gerated promises and dishonest 
claims, has, in fact, been respon- 
sible for the complete reversal of 
the phrase ‘Caveat emptor’ (Let | 
the buyer beware). 

“Today,” Mr. Robinson said, 
“there is far more point in remem- | 
bering, ‘Let the seller beware.’ | 
The economics of medern market- 
ing make this plainly clear. To- 


How Did 
Highway Signs 
Build Rock City? 


If you ever want a case history | 
about the effectiveness of a well- | 
planned highway sign advertisin 
campaign turn to the May issue o 
ADVERTISING REQUIREMENTS 
and read this mighty interesting | 
story. 

Rock City used highway signs | 
almost exclusively to become one of | 
the South’s finest tourist attractions. 
Consistent, easy-to-understand ad- | 
vertising, imaginatively planned, and | 


carefully produced—paid off in a| 
BIG WAY! 
To get the story, clip this ad, 


our business letterhead 
and mail ay for a year’s trial (12 
issues) of ADVERTISING RE- 
QUIREMENTS—starting with the 
informative May issue. 

AR keeps you posted every month 
on all the latest ideas on advertising | 
production, promotion and merchan- 
dising. Your money back if your trial 
disappoints you in any way. 


attach to 


Advertising Requirements 
The Workbook of Advertising 


Management 
200 E. Illinois St., Chicago 11 


day’s buyer risks only his one or 
two small investments in one or 
two individual purchases. Against 
this, today’s seller must invest 


|millions of dollars annually to get 


his product to the market, and 
many millions more to keep it 
there. 


s “The basic commandment today 
in successful advertising,” Mr. 
Robinson said, “is ‘Thou shalt not 
bear false witness.’ This com- 
mandment, of course, like all the 
others, is a sound guide to corpo- 
rate ethics and activities, and es- 
pecially advertising. 

“The cost of telling the truth is 
less than the cost of telling lies. 


out a long time ago. What I have 
said may sound as if advertising, 


to be effective, should be as direct 
and factual as a purchasing agent’s 
specifications. But the truth can 
be feeling as much as fact. 

“Advertising, if it is to have im- 
pact,” Mr. Robinson pointed out, 
“must have eloquence, vitality and 
emotion. It must deal with many 
other synchronized elements be- 
sides the literal statement of fact 
to create an over-all image or im- 
pression of the product and the 
enjoyment or service of it. But in 
the interest of preserving its integ- 
rity, advertising can’t afford to 
make use of the arts of insinua- 
tion and innuendo so freely used 
in the news and editorial content 
of our free press, and so often also 
in political debate. 

“Naturally,” Mr. Robinson said, 
“advertising attempts to make it- 
self as attractive as possible. But 
who would say this is not a desira- 
ble attribute in advertising as well 


. | as in other things, including wom- 
All sensible advertisers found this | 


en. And a propos of this, adver- 
tising, by constantly pointing out 
a better way of life, has contrib- 


juted enormously to the tremen- 


dous advance in public good taste. 


8 “If you'll pardon the plug, we 
in Coca-Cola say that our trade- 
mark is ‘a sign of good taste.’ Of 
course, we mean ‘good taste’ as a 
social amenity as well as pleasure 
of the palate. Today the masses 
have become instinctively aware 
of what is good taste in their 
clothing, in their homes and even 
in their manners. 

“Advertising has found it prof- 
itable to be in tune with good 
taste in all its component parts. It 
realizes its responsibilities in lead- 
ing the way to new plateaus of 
good taste. This may be far afield 
from the subject of integrity of ad- 
vertising, but actually it is not. 

“Currently,” Mr. Robinson said, 
“there is another growing reason 
why advertising must be meticu- 
lously honest and in good taste. 
America has suddenly become the 
leader in the free world. Millions 
of people all over the world are 
interested in our way of life. 
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“In this climate, the total ad- 
vertising of American business is 
the show window of our way of 
life. It tells more accurately than 
historians and current commenta- 
tors how our people live, what 
they eat, the kind of houses they 
live in, the clothes they wear, the 
pleasures and luxuries they enjoy. 

“Advertising is the mirror of 
our customs as well as a reflection 
of our hopes and aspirations.” 


® Suggesting that “the egghead 
critics of advertising might well 
move over and occupy themselves 
with the arts of distortion in our 
current literature, theater and 
movies,” Mr. Robinson declared 
that “our advertising, which is 
now read all over the world, is the 
only defense against such flagrant 
misrepresentations of the Ameri- 
can scene” as are depicted by “the 
John Steinbecks, the Erskine Cald- 


wells and the Tennessee Wil- 
liamses. 
“Advertising,” Mr. Robinson 


said, “is the catalyst of the com- 


NOW _ We see them 
from the J. Walter ‘Thompson | 


90 days ago, the first color signals went 
out over closed circuit from J. Walter 
Thompson’s unique Television Workshop. 


In our New York offices two blocks 
away from the studio, the picture—big 
and beautiful—was picked up on six new 
Sylvania color television receivers. 


Now our clients’ commercials can be 
previewed in color as they will appear to 
an actual television audience. 


in color 


now under broadcast conditions by the 
group of Thompson people concerned. 


Or color tests can be filmed and air- 
mailed for quick review to J. Walter 
Thompson offices anywhere in the world 
in little over two days’ time. 


For three years the TV Workshop has 
done much to help raise the quality of 
our clients’ black-and-white television 
advertising. Now the Workshop is ready 


for color television. 


The special problems of how your 


product and its package look on color TV, 
of casting, the evaluation of background, 
props, lighting, color design, and psycho- 
these can be studied 


logical impact .. . 


If you would like to know more about the new 
color Television Workshop — or if you would like 
to see it in action next time you are in New York 
—write to the J. Walter Thompson Company, 
420 Lexington Avenue, New York 17, N. Y. 


New York, Chicago, Detroit, San Francisco, Los Angeles, Hollywood, 
Washington, D. C., Miami, Montreal, Toronto, Mexico City, San Juan, 
Buenos Aires, Montevideo, Sao Paulo, Rio de Janeiro, Santiago (Chile), 
Lima, London, Paris, Antwerp, Frankfurt, Milan, Cape Town, Johannes- 
burg, Bombay, Calcutta, New Delhi, Sydney, Melbourne, Tokyo, Manila 
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petitive system which character- 
izes the American economy. If ad- 
vertising is sometimes accused of 
goading the consumer, I submit 
that it goads the competitor even 
more. Our technological improve- 
ments are rushed from test tube 
into print before they have a 
chance to cool off. 

“Advertising is the strongest 
motivation force for the constant 
growth of our economy. It is the 
creator of sales volume, which is 
the only sure road to continuing 
profits of American industry. 

“And finally,” Mr. Robinson 
said, “I think we can credit adver- 
tising with the fact that the Amer- 
ican public is the best informed 
people in the world. 


s “They read more newspapers, 
more magazines, see more tv and 
listen to more radio because of the 
billions of advertising dollars 
which go to sustain these media. 
Today the readers of newspapers 
and magazines pay a small frac- 
tion of the cost of publication. 


“What would happen to the cir- | 
culation of our newspapers if the | 
dailies sold for 25¢ a copy and on | 
Sundays cost $1? What would 
happen to the circulation of Life | 
and The Saturday Evening Post if | 
readers had to pay 75¢ a — 
Radio and tv would be minor fac- | 
tors in the education and enter- 
tainment of our people without 
advertising support.” . 


Reasoner Named N.Y. Head 

Allen K. Reasoner has been | 
named manager of the New York 
advertising sales office of Lane 
Publishing Co., Menlo Park, pub- 
lisher of Sunset Magazine. He has 
been acting manager since the 
death of Clifford Ensinger March | 
17 (AA, March 25). Mr. Reasoner, | 
with Sunset since 1933, formerly | 
was advertising manager in the 
Menlo Park headquarters, in 
charge of western sales. 


Ted Bates Adds Space 


PROSPECTORS 
—A series of tv 
spots for P. Bal- 
lantine & Sons’ 
Ballantine ale 
with “Brewer's 
Gold” (William 
Esty Co.) uses 
these puppet 
creations of 
Dutch film pro- 
ducer Joop Gee- 


/ sink. The spots, 


made in the 
producer’s Am- 


‘ sterdam studios, 


required 1,260 
separate still pic- 
tures each. 


| fice building being constructed at 
New York. The 

Ted Bates & Co. has leased an agency now has contracted for a 
additional 47,000 sq. ft. in the of-| total of 147,000 sq. ft. Other ten-| lon Inc. 


666 Fifth Ave., 


ants of the building, which will 
be completed in November, in- 
clude Benton & Bowles and Rev- 


Company ‘Television Workshop 


Color tests help solve casting problems. Piped by closed circuit from the 
Workshop to our offices these tests enable the group to select the most 
effective model to be filmed for a Chesebrough-Pond’s color commerciai 


people concerned then can preview these films in color before they 
appear on an actual color television broadcast 


~~~ --—=—y- 


in the Workshop . . . appearance of the foods, the casting, the action, 
the total impact of the commercial thus can be judged under broadcast con 


Commercials done “live” on the Kraft Television Theatre often are pre-tested 


Color motion picture film for Ford television commercials is projected 
directly into the Dage color television camera . . . the group of Thompson 


ditions 
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Guild, Bascom Adds 
Five Execs in Client 


Service Expansion 


San Francisco, May 7—Guild, 
Bascom & Bonfigli has added five 
executives in a move to expand 
client services. 

Henry L. Buccello, formerly a 
food account executive with Bris- 
acher, Wheeler & Staff division 
jof Cunningham & Walsh, has 
| been appointed an account execu- 
| tive on Guild, Bascom’s newest 
j}account, Nucoa margarine, a Best 
|\Foods product acquired last 
|month (AA, March 18). Mr. Buc- 
cello will work in both the agen- 
cy’s New York and San Francisco 
| offices, with headquarters here. 

George C. Short, for 15 years 
with General Foods Corp., most 
recently sales manager of the 
Maxwell House division here, has 
been named director of marketing. 


® The art department, under Dan 
Bonfigli, exec vp, has been ex- 
panded with the addition of art 
directors, William Nellor and Alan 
Lefkort. Mr. Nellor previously was 
with Botsford, Constantine & 
Gardner; Mr. Lefkort formerly was 
with the Cleveland office of Mc- 
Cann-Erickson. 

Reggie Schuebel, formerly vp of 
Norman, Craig & Kummel, re- 
cently joined the Guild, Bascom’s 
New York office (AA, April 15), 
where she will coordinate tv net- 
work activities, which account for 
from 70 to 75% of annual bill- 
ings. o 


WCCO.-TV Names Gillies S.M. 
WCCO-TV, Minneapolis, has 
promoted Don R. Gillies, director 
of the station’s merchandising de- 
partment since it was formed in 
1954, to national sales manager. 
Mr. Gillies succeeds Richard Jen- 
sen, who has resigned to become 
assistant manager of the Credit 
Bureau of St. Paul. Succeeding 
Mr. Gillies as merchandising de- 
partment director is his former 
assistant, Robert R. Hansen. Ar- 
thur C. Arnold, formerly with Na- 
tional Tea Co., has been named 
merchandising assistant. 


Vallee Joins TelePrompTer 
William R. Vallee, formerly di- 
rector of television operations of 
| Benton & Bowles, has been named 
director of operations of Tele- 
PrompTer Corp., New York. 


inquiries 


and 
influence... 
¢ If your product or service can be 
used by municipal and state police, 
just give them the facts in 
Law And Order. One advertiser received 
over 668 inquiries within 10 months. 
You get results because each issue 
gets intensive readership through 
focusing attention on a specialized 
field of police work—most 
issues are saved and used in police 
_ training programs. 


Write or call: 


LAW... ORDER 


1475 BROADWAY, NEW YORK 36, N.Y 
-__- BRyant 9-7550 poate 
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‘Home Daily’ Dresses Up 
Fairchild Publications’ Home 
Furnishings Daily, whose name re- 
cently was changed from Retailing 
Daily, steps out in new makeup, 
headlines and type faces with the 


May 6 issue, the work of the late 
Gilbert Farrar, typographical con- 
sultant. 


Naegele Boosts Two 
Naegele Outdoor Advertising Co. 


of Wisconsin, Milwaukee, has ad-| named to succeed Mr. Mallon. 
vanced James H. Mallon Jr. won| 

sales promotion manager to na-'!Caples Moves N.Y. Office 
tional sales account executive. Caples Co., New York, has 
Robert T. Nachtrab, assistant sales} moved to new offices at 10 E. 
promotion manager, has _ been | 40th St. 
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SAN DIEGO= 
YOUNG GIANT MARKET 


1956 Agricultural Production: 
$93,241,094 


San Diego is the growing market . . . 
the responsive market .. . 
the Young Giant Market 
of the West. 


Agriculture is one of the many 
big economic factors contributing 
to the stature of this market. 
With a 1956 total of more than $93 
million, San Diego County ranks among 
the nation’s top 20 counties in value of 
agricultural production. 


And San Diego’s growth springs from a 
strong and fertile economy which has flourished since 
California began. 


Sell this sturdy Young Giant — at the lowest 
cost per sale — through these two great newspapers: 
The San Diego Union and Evening Tribune. 


The San Diego Union 
AND 
EVENING TRIBUNE 


NG 


of Truth” 


COPLEY NEWSPAPERS 


“The Ring 


15 “Hometown” Newspapers covering San Diego, California — 
Northern Illinois — Springfield, Illinois — and Greater Los Angeles .. . 
Served by the COPLEY Washington Bureau and the 

COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 
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John F. Hunt, 59, 
FC&B Director and 
Senior VP, Is Dead 


Cuicaco, May 7—John F. Hunt, 
59, a senior vp and a director of 
Foote, Cone & Belding, died May 4 
in Billings Hospital after a linger- 
ing illness. 

Mr. Hunt joined FC&B 15 years 
ago. He was the management rep- 
resentative on the Hiram Walker 
and First National Bank accounts 
and also a member of the agency’s 
plan board. 

He began his advertising career 
in 1924, when he joined General 
Outdoor Advertising Co. as an ac- 
count manager. Later, he was with 
Maxon and Young & Rubicam be- 
fore coming to FC&B. 

Active in civic and cultural ac- 
tivities here, Mr. Hunt organized 
and promoted a widely-publicized 
international art festival for the 
Greater North Michigan Ave. Assn. 
several years ago. He was a direc- 
tor of the organization. 

Mr. Hunt also worked with the 
Chicago City Plan Commission in 
developing comprehensive plans 
for the improvement of this city 
and many of his recommendations 
made in 1950 are now being acted 
upon—such as the consolidation of 
railroad terminals. 

A resident of suburban Glencoe, 


|Mr. Hunt was a member of the 
,Chicago Athletic Assn. and the 


Chicago Executives Club. 


RAYMOND C. RUNDLETT 

New York, May 7—Raymond C. 
Rundlett, 58, regional sales man- 
ager of Ladies’ Home Journal, 
died May 4 of a heart attack in a 
restaurant here. He had been with 
the magazine for the past 27 years. 

Mr. Rundlett served in the army 
during World War I, after gradu- 
ating from Massachusetts Institute 
of Technology. He then joined 
| Daniel P. Lowe Co., Salem, Mass., 
a mail order house, and became 
advertising manager. In 1930 he 
became an advertising salesman 
|for Ladies’ Home Journal, and a 
|few years later was made regional 
| sales manager. 

He was a former commander of 
the American Legion Post in 
Bronxville, N.Y., where he lived. 
He was also a former village trus- 
tee and police commissioner there. 
He belonged to the University 
Club of New York, and St. An- 
drew’s Golf Club, Hastings-on- 
Hudson, and was past president of 
the MIT Club in New York. 


LEONARD H. HOLE 


New York, May 7—Leonard H. 
Hole, 49, director of program de- 
velopment for National Broad- 
casting Co.’s television network, 
died April 30 at Regent Hospi- 
tal after a long illness. Mr. Hole 
was production supervisor of the 
“Perry Como Show” and of Ray 
Bolger’s “Washington Square” on 
tv this season. 

He joined NBC in 1950 and was 
named director of program devel- 
opment in 1955. Earlier he had 
been with the Allen B. DuMont 
Laboratories and the Columbia 
Broadcasting System. He was 
graduated from the University of 
North Carolina in 1930, and during 
World War II served as a lieuten- 
ant in the Navy. 


HAROLD L. DE BENHAM 
Hanover, N. H., May 7—Harold 
L. De Benham, 63, former general 
sales manager of Sunshine Bis- 
cuits Inc., New York, died April 
30 at Mary Hitchcock Hospital 
here. He had been a resident of 
Brattleboro, Vt., since he retired 
in 1953. He had been associated 
with the biscuit company in New 
York for more than 35 years, and 
from 1953 to 1955 was associated 
with International Latex Corp. 
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a “7-Day Showcase” 


that gets 
food products 
off the pantry shelf... 


TV GUIDE is performing a vital marketing task today in 
more than 5,300,000 homes. It is helping to get grocery 
products into kitchens... and out again... faster ! 


TV GUIDE can perform this job with ease because 

it brings your advertisements to its readers every day 
of the week ... reminding them constantly to buy — 
and use — your product. 


And TV GUIDE offers national coverage at lower cost 
per thousand than any other “Top 10” Magazine. 
Plus essential flexibility ! Because you can use 

any one ...or any combination... of TV GUIDE's 

44 regional editions to match your distribution. 


7-DAY SHOWCASE FOR FOOD 


CIRCULATION NOW OVER 5,300,000 
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Tell More to Sell More 


In the Only Hospital Field Magazine 


Your advertisement in HOSPITALS reaches 27.5% 
more subscribers in the United States, your primary 
market. 


Published Twice Each Month 


sounmas OF tHe 
AMERICAN 
HOSPITAL 
ASSOCIATION 


! 
| HOSPITALS 


| Journal of the American Hospital Association 
| Sales Department 


18 East Division Street 
| Chicago 10, Illinois 


Please send Comp tive Report on hospital publicati 
Send for Comparative Nome_ nal Title_ 
Compony___ a 


Circulation Report — 
Get all of the facts. 


Principal Product... 


Munsingwear Buys 
Hollywood-Maxwell Co. 


Munsingwear Inc., Minneapolis, 
manufacturer of lingerie, girdles, 
hosiery and sports shirts, has pur- 
chased Hollywood-Maxwell Co., 
Los Angeles brassiere manufac- 
turer, for approximately $2,750,- 
000. The purchase affords a “nat- 
ural combination for advertising 
and distribution of Hollywood- 
Maxwell brassieres and of Vassar 
girdles, manufactured by the Vas- 
sar division of Munsingwear. 

No agency or policy changes are 
contemplated, the company re- 
ports. The sole major personnel 
change is Walter A. Schieman, vp 
of Munsingwear and general man- 
ager of its Vassar division, who 
has been named to the new post 
of exec vp of Hollywood-Maxwell 
lin order to coordinate the facili- 
ties of each company. Campbell- 
Mithun, Minneapolis, is the 
,agency for Munsingwear. Carson- 
Roberts, Los Angeles, handles 
Hollywood-Maxwell. 


AN AGGRESSIVE MARKET 
PEOPLE WITH MONEY TO SPEND 


AN ALERT, PROGRESSIVE, READABLE NEWSPAPER 


THE MARKET 

Saginaw industry stands, a powerful giant, in the 
middle of one of America’s richest agricultural 
areas . . . employing nearly 30,000 workers to make 
Saginaw the fourth largest industrial center in out- 
state Michigan. Total gainful employment in the 
area, including agricultural, exceeds 68,000. This 
growing, prosperous market is completely covered 
only through the 50,067 (ABC 9/30/56) circulation 
of The Saginaw News. 


THE PEOPLE 
With “buy-ability” well above average, Saginaw 
metropolitan area households spent $4,138 in 
1956 (national average $3,856) for a total of 
$216,296,000 last year. Only through The Saginaw 
News can this great buying power be reached. 


THE SAGINAW NEWS 
With its blanket circulation coverage, The Saginaw 
News influences the daily lives of the great Saginaw 


area’s people, supplying complete news of local, 
state, national and world events. The News has: 


National recognition as a pioneer in news picture 


Facilities of six news services and syndicates 
Spectacular food feature pages 
Local and national sports coverage, rated most 


complete in Michigan 


Comics . . . the pick of the syndicates 
Bright, readable farm news and feature pages 


Garden features 
Daily business page 


Jacoby on bridge, Ann Landers, Emily Post, Dr. 
Crane, David Lawrence, Poet's Forum, and many 
other daily and weekly features of broad interest. 


These and other features help make The Saginaw 
News a well read, highly respected family news- 
paper with a year-round reader response that makes 
Saginaw your neatest sales package. 


See For Yourself: For a complimentary one-week subscription write 
National Advertising Manager, The Saginaw News, Saginaw, Michigan. 


BOOTH | 


TWE BAY CITY TIMES THE ANN ARBOR NEWS 
THE SAGINAW NEWS JACKSON CITIZEN PATRIOT 


hia 
SPAPERS 


THE FLINT JOURNAL — THE GRAND RAPIDS PRESS 
KALAMAZOO GAZETTE THE MUSKEGON CHRONICLE 


NATIONAL REPRESENTATIVES: A. H. Kuch, 260 Madison Ave., New York 16, MUrray Hill 5-2476; Sheldon B. Newman, 435 N. Michigan Ave., Chicago | I, 
Superior 7-4680, Brice McQuillin, 785 Market St., San Francisco 3, Sutter 1-3401; William Shurtliff, 1612 Ford Bldg., Detroit 26, WOodward 1-0972 


Advertising Age, May 13, 1957 


Housing Trade-ins 
Important to Market, 
Nat'l Gypsum Says 


BuFFaLo, May 7—Trade-in hous- 
ing, a currently much discussed 
topic among home builders and 
real estate brokers, is the subject 
of a new copyrighted booklet just 
published by National Gypsum Co. 

The company, a leading manu- 
facturer of building materials, says 
the trade-in trend “has reached the 
point where it merits the serious 
attention of all who build or sell 
houses. . .” 

After pointing to some of the 
strengths of the housing industry, 
National Gypsum in a foreword to 
the booklet, says the industry “has 
been slow to master the sales and 
promotional techniques common- 
place in other consumer industries. 
As compared with the hard driv- 
ing automotive industry. . housing 
gets a disproportionately small 
share of the American consumer’s 
dollar.” 


s The booklet points out that an 
estimated 92% of new car sales to- 
day involve trade-ins and cites the 
importance of trade-ins to the ap- 
pliance industry. 

“Trading-in should also be im- 
portant to the housing market,” 
the author says. “For the first time 
in our history, over half the peo- 
| ple in the US. own their own 
|}homes—nearly 60%. 25,000,000 
Americans today have an equity 
of $100 billion in existing homes. 
Half of these home owners are 
living in homes over 30 years old 
—many virtually obsolete by new 
home standards. 

“The well-known secret of trade- 
in auto and appliance success is the 
changes and improvements which 
make old models obsolete before 
their usefulness is completely ex- 
hausted. 


s “Yesterday's house is as obsolete 
as yesterday’s refrigerator. It has 
only one bathroom. Some 7,000,000 
old houses have none at all. Yes- 
terday’s house has less than two 
bedrooms. It is not planned for 
modern living or adequately wired 
for modern appliances, is expen- 
sive to heat in the winter and dif. 
ficult to cool in the summer,” the 
author asserts. 

The booklet quotes John M. 
Dickerman, executive director of 
the National Assn. of Home Build- 
ers, as saying: 

“I am inclined to believe that 
we have just scratched the surface 
of the potential of trade-in opera- 
tions for the home-building indus- 
try. In the years ahead, I believe 
NAHB surveys will show more 
builders engaged in this activity 
and trade-ins accounting for an 
ever-increasing share of the sales 
volume. I base these beliefs pri- 
marily on the changes which have 
taken place in the last 18 months 
in the housing market and shape 
of things to come in that mar- 
ket.” 


Phone Guide Starts Operations 

Shoppers Phone Corp., Los An- 
geles, has started operations for its 
proposed “live classified directory” 
—a shoppers phone guide—(AA, 
Dec. 17, 56) with some 500 retail 
store contracts under its belt. The 
directory is designed as a service 
which will supply answers over the 
phone to questions as to where par- 
ticular products or services may be 
found. No charge is made for the 
service. Revenue is obtained from 
a listing fee of $15 and an annual 
fee of $60 from retailers. 


Katz Transfers Winterble 

William K. Winterble, formerly 
on the radio sales staff in the Los 
Angeles office of the Katz Agency, 
national representative, has been 
transferred to the company’s New 
York radio sales staff. 
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The Financial Post y Canada’s foremost business newspaper 


““ more 


advertising linage 
than any other 
weekly publication 
in North America 


THE FINANCIAL POST 


481 UNIVERSITY AVENUE, TORONTO 2 


o Here is the 1956 linage of the ten 
top weeklies: 


The Financial Post ...... 3,633,127 
aah hbad4 506 0d divhiobewss 3,164,976 
Oil and Gas Journal ......... 3,125,220 
| a oa Sete oN 2,626,680 
Oe Bis con cde bebntewsnds 2,548,980 
eee 2,461,115 
Saturday Evening Post ....... 2,385,156 
New York Times Magazine .... 2,355,844 
Journal of the American 

Medical Association ....... 2,184,000 
i ee 2,117,117 


Figures on U.S. Periodicals: Print- 
ers’ Ink, January 11, 1957, and Indus- 
trial Marketing, January 1957. 


West Coast representative in the U.S. A. 
Duncan A. Scott & Co., Son Francisco and Los 
Angeles. 


* 1242 PEEL STREET, MONTREAL 2 


‘Everybody's Daily’ Files to 
Operate as Debtor 

Everybody’s Publishing Co., 
Buffalo, publisher of Everybody’s 
Daily, has filed a petition in fed- 
eral court under the bankruptcy 
act and has proposed to continue 
operation as a debtor in posses- 
sion. The company listed liabilities 
of $381,480 and assets of $628,000 
which included $300,000 as value 
of printing plant and equipment 
and $150,000 in accounts receiv- 
able. 

Under the plan proposed by 
Matthews W. Pelczynski, company 
president, claims of creditors of 
$50 or less would be paid in full 
within 30 days after confirmation 
of the arrangement. Claims of 
creditors of more than $50, exclud- 
ing priority claims, would be 
settled in full upon confirmation 
by payment of 5% in cash within 
three months and the delivery of 
two promissory notes without in- 


terest on the remaining 95%, half 
| to mature in one year and half in 
| two years. 


——— 


SOURCES: ABC Publishers’ Statements for 6 months ending Sep- 
tember 30, 1956; Media Records tote! advertising, less lego!, 
AW, TW ond comics, 1956; Annval Report, Portlond, 1956. 


49,361 


City Zone Lead — 10,110 
City & RTZ Lead — 18,258 


Year: 1956 


Retail Lead — 2,607,104 
General Lead — 1,568,879 
Classified Lead — 4,020,730 


TOTAL ADVERTISING LEAD OVER 2ND PAPER 


8,196,713 


LINES 


Largest Circulation in the Pacific Northwest 


230,850 Daily 


295,527 Sunday 


the Oregonian 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC, 


Advertising Age, May 13, 1957 


Chicago Newsies 
Boycott Magazines; 
Seek Bigger Slice 


(Continued from Page 2) 
operators is against the magazines 
that sell for 35¢, for which the op- 
erators must pay 29¢, for a 17% 
profit, he said. These include Bet- 
ter Homes & Gardens, Cosmopoli- 
tan, Good Housekeeping, McCall’s 
and Red Book, he said. Operators 
pay distributors 28¢ for Ladies’ 
Home Journal, sell it for 35¢ for 
a profit of 20%. 

For Confidential and True Story, 
Mr. Barone said, the stand opera- 
tors pay 20¢ and sell for 25¢, for a 
20% profit, which is not considered 
adequate. The operators have no 
complaints about Look and The 
Saturday Evening Post, which they 
buy for 11¢ and sell for 15¢, for a 
26% profit, he added. 

“Many of the magazine publish- 
ers have raised the prices of their 
magazines in recent years, but our 
profit has not gone up according- 
ly,” Mr. Barone said. 

“For example, True Story went 
up from 20¢ to 25¢ several months 
ago but we get the same profit we 
did before. When Better Homes 
& Gardens was 25¢, we made a 
nickel. It now sells for 35¢ and we 
make only 6¢,” Mr. Barone said. 

He pointed out that distributors’ 
charges have increased, and the 
cost of handling the magazines is 
up. 

Mr. Barone said his organiza- 
tion has contacted and met with 
Charles Levy Circulating Co., the 
city’s largest magazine and news- 
paper distributor, but received no 
satisfaction from the company. 
[he group also has written to 
magazine publishers but the let- 
ters have never been answered, he 
added. 


s A Levy spokesman told AA that 
-here are only 300 outside stands 
in the city, and only 80 of the 300 
iave discontinued carrying maga- 
zines. He pointed out that the ban 
does not affect some 2,700 inside 
stands (hotels, railroad stations, 
buildings, etc.) in the city. 

“This is not a serious develop- 
ment,” the spokesman said. “The 
stands imposing the ban account 
for only 2% of the total draw of 
outside stands in this area. The 
magazines formerly sold through 
hese stands are being diverted to 
other stands.” 

When contacted by AA, the 
publishers involved either were 
unaware of the embargo or were 
unconcerned about it. 

“They want a special price, and 
the publishers ain’t going to give 
it to them,” said a Cowles Pub- 
ishing Co. spokesman, # 


Wright Division Was Ist Client 
of Burke Dowling Adams 

In discussing the historical rela- 
tionship between Burke Dowling 
Adams Inc. and Curtiss-Wright 
Corp. in its April 29 issue, APvER- 
TISING Ace erred. As the story stat- 
ed, Wright Aeronautical Co. was 
the agency’s first client when it 
opened in 1939, However, Wright 
at that time was a division of Cur- 
tiss- Wright, rather than a forerun- 
ner. 

Curtiss-Wright was formed in 
1929 with a merger of the com- 
panies founded by the Wright 
brothers and Glenn H. Curtiss. 


|B. F. Adams and Thomas Dixcy 
|'both worked for the Wright divi- 


sion before opening their agency. 
Curtiss-Wright became a Burke 


| Dowling Adams client in 1952. The 
,agency did not lose the account 
jand then regain it. 


Watkins Heads New Board 

Julian Watkins, vp of Camp- 
bell-Mithun, Minneapolis, has 
been named chairman of a new 
creative review board of the agen- 
cy. 
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AT THE TIP of New York’s Empire State 


Building, a nest of seven TV antennas 


serve transmitters. Bill MacDonald rode a 
bos’n’s chair to inspect work on the 
highest of these during installation in 
December, 1950. 


How po vou STAY ON TOP OF A BUSINESS? 


Bill MacDonald, Editor of ELECTRONICS, Covers Both the Business 
and Technical Sides of His Field from Personal Experience 


OON after the word “wireless” became radio, and most receiving 
S sets were built around a piece of crystal, a magazine was founded 
for a young electronics business. One of the editors was named 
Bill MacDonald. 

Bill found radio in the form of a box of parts given him by his 
father—and today still holds his original amateur license W2TY 
which he secured in his teens. But Bill has come a long way since 
then to his present position on top of the electronics business. He’s a 
senior member of the Institute of Radio Engineers, served as a 
member of the joint committee of IRE and the Radio, Electronics and 
Television Manufacturers’ Association that set up the current stand- 
ards for color telecasting. Bill has served many aspects of the 
electronics business, but to him, his major contribution has been his 
long service with ELECTRONICS magazine. 


Bill’s unique combination of knowledge and experience in his field 


has enabled him to contribute heavily to a recent significant change 
in his magazine. The rapid growth of the electronics field—and 
resulting news of the business side of the industry—led to a unique 
publishing plan. ELECTRONICS is now published three times a month 
—one Technical Edition and two Business Editions, offering com- 
plete technical coverage. 

Although W.W. MacDonald is unique in his own field, he is not 
unusual among McGraw-Hill editors. You find men at McGraw-Hill 
editing magazines in fields they know thoroughly. They retain a fresh 
point of view—reinforce it and their magazines by developing staffs 
of highly competent and well-grounded younger men. 

Here is one reason why you will find men in industry paying to 
read McGraw-Hill magazines. And they use these publications—both 
editorial and advertising pages—to form buying decisions valued in 


billions of dollars. 


MeGraw-Hill Publications 


McGraw-Hill Publishing Company, Inc., 330 West 42nd Street, New York 36, N.Y. 
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The Ii nancial Post y Canada’s foremost business newspaper 


“more 


advertising linage 
than any other 
weekly publication 
in North America 


THE FINANCIAL POST «* 481 UNIVERSITY AVENUE, TORONTO 2 


ok Here is the 1956 linage of the ten 
top weeklies: 


The Financial Post ...... 3,633,127 
CR eck nav e:éc'es a tthiaetaess 3,164,976 
Oil and Gas Journal ......... 3,125,220 
0 re oo eee 2,626,680 
WO, BER, acnccekbaacesnens 2,548,980 
Ce OE 9 6s sce ctees 2,461,115 
Saturday Evening Post ....... 2,385,156 
New York Times Magazine .... 2,355,844 
Journal of the American 

Medical Association ....... 2,184,000 
fo eee eee 2,117,117 


Figures on U.S. Periodicals: Print- 
ers’ Ink, January 11, 1957, and Indus- 
trial Marketing, January 1957. 


West Coast representative in the U.S. A. 
Duncon A. Scott & Co., San Francisco and Los 
Angeles. 


* 1242 PEEL STREET, MONTREAL 2 


‘Everybody's Daily’ Files to 
Operate as Debtor 

Everybody’s Publishing Co., 
Buffalo, publisher of Everybody’s 
Daily, has filed a petition in fed- 
eral court under the bankruptcy 
act and has proposed to continue 
operation as a debtor in posses- 
sion. The company listed liabilities 
of $381,480 and assets of $628,000 
which included $300,000 as value 
of printing plant and equipment 
and $150,000 in accounts receiv- 
able. 

Under the plan proposed by 
Matthews W. Pelczynski, company 
president, claims of creditors of 
$50 or less would be paid in full 
within 30 days after confirmation 
of the arrangement. Claims of 
creditors of more than $50, exclud- 
ing priority claims, would be 
settled in full upon confirmation 
by payment of 5% in cash within 
three months and the delivery of 
two promissory notes without in- 
terest on the remaining 95%, half 
to mature in one year and half in 
two years. 


TOTAL DAILY CIRCULATION LEAD OVER 2ND PAPER 


49,361 


City Zone Lead -— 10,110 
City & RTZ Lead-— 18,258 


———————— 


SOURCES; ABC Publishers’ Statements for 6 months ending Sep- 
tember 30, 1956; Media Records toto! advertising, less legol, 
AW, TW ond comics, 1956; Annval Report, Portiond, 1956. 


Largest Circulation in the Pacific Northwest 


Year: 1956 


PP oe 


Retail Lead — 2,607,104 
General Lead — 1,568,879 
Classified Lead — 4,020,730 


TOTAL ADVERTISING LEAD OVER 2ND PAPER 


8,196,713 


LINES 


230,850 Daily 


295,527 Sunday 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC, 


the Oregonian 


Advertising Age, May 13, 1957 


Chicago Newsies 
Boycott Magazines; 
Seek Bigger Slice 


(Continued from Page 2) 
operators is against the magazines 
that sell for 35¢, for which the op- 
erators must pay 29¢, for a 17% 
profit, he said. These include Bet- 
ter Homes & Gardens, Cosmopoli- 
tan, Good Housekeeping, McCall’s 
and Red Book, he said. Operators 
pay distributors 28¢ for Ladies’ 
Home Journal, sell it for 35¢ for 
a profit of 20%. 

For Confidential and True Story, 
Mr. Barone said, the stand opera- 
tors pay 20¢ and sell for 25¢, for a 
20% profit, which is not considered 
adequate. The operators have no 
complaints about Look and The 
Saturday Evening Post, which they 
buy for 11¢ and sell for 15¢, for a 
26% profit, he added. 

“Many of the magazine publish- 
ers have raised the prices of their 
magazines in recent years, but our 
profit has not gone up according- 
ly,” Mr. Barone said. 

“For example, True Story went 
up from 20¢ to 25¢ several months 
ago but we get the same profit we 
did before. When Better Homes 
& Gardens was 25¢, we made a 
nickel. It now sells for 35¢ and we 
make only 6¢,” Mr. Barone said. 

He pointed out that distributors’ 
charges have increased, and the 
cost of handling the magazines is 
up. 

Mr. Barone said his organiza- 
tion has contacted and met with 
Charles Levy Circulating Co., the 
city’s largest magazine and news- 
paper distributor, but received no 
satisfaction from the company. 
[he group also has written to 
magazine publishers but the let- 
ters have never been answered, he 
added. 


s A Levy spokesman told AA that 
‘here are only 300 outside stands 
in the city, and only 80 of the 300 
iave discontinued carrying maga- 
zines. He pointed out that the ban 
does not affect some 2,700 inside 
stands (hotels, railroad stations, 
buildings, etc.) in the city. 

“This is not a serious develop- 
ment,” the spokesman said. “The 
stands imposing the ban account 
for only 2% of the total draw of 
outside stands in this area. The 
magazines formerly sold through 
hese stands are being diverted to 
other stands.” 

When contacted by AA, the 
publishers involved either were 
unaware of the embargo or were 
unconcerned about it. 

“They want a special price, and 
the publishers ain’t going to give 
it to them,” said a Cowles Pub- 
ishing Co. spokesman. # 


Wright Division Was Ist Client 
of Burke Dowling Adams 

In discussing the historical rela- 
tionship between Burke Dowling 
Adams Inc. and Curtiss-Wright 
Corp. in its April 29 issue, ApvEerR- 
TISING Ace erred. As the story stat- 
ed, Wright Aeronautical Co. was 
the agency’s first client when it 
opened in 1939. However, Wright 
at that time was a division of Cur- 
tiss-Wright, rather than a forerun- 
ner. 

Curtiss-Wright was formed in 
1929 with a merger of the com- 
panies founded by the Wright 
brothers and Glenn H. Curtiss. 
B. F. Adams and Thomas Dixcy 
both .worked for the Wright divi- 
sion before opening their agency. 
Curtiss-Wright became a Burke 
Dowling Adams client in 1952. The 
‘agency did not lose the account 
and then regain it. 


Watkins Heads New Board 

Julian Watkins, vp of Camp- 
bell-Mithun, Minneapolis, has 
|been named chairman of a new 
creative review board of the agen- 
| cy. 


Pes. ee b§ - Liman cece Aner orate % . Bn aa Sale iat oe oe Bn ie e Pei 
ee 
oy 40 ee ; 
i ee | 
a | 
a | % 
oi = | 
a ; 
OO TE—= eee . 
So : 
9 
“A f- a is 
‘ 
§ x , rd we™ | fs 
. ge 
we a 
s a 
,cr® . E 
ge _ 
wie™ 
7 °o “a 
| ¢ o / = * ; 
” * + | ? 
nn * \ | % 
~~ \x\ | a 
ee’ ¥ a) | a 
sh b 4 ‘ah | « 
a y ZA ; z 
FZ | 
fect) oe y | : 
? < C 4 ~~ ) \/V \ ) J Y _Z a 
7 Ne > i: 
oe » fe 
hfesiniets ee! j 
V5 Si ie : 
[\ bd . | 
om : 
ae 
Portland, Oregon - 
SS 
ieee: UU er OT ee teeReeeer nies Te oe ee ik aks es ER Taper on Se el. ie 7 ‘ eee =e , Bi as ve ” =~ 
IRR 9 eMac te! eae etcetera ae a a 2 ae 
eee bea LMA ie eT Se ee a! ee oes ad ae oe tei. i ae Bee ee ee ee ere er Pie? eS ee ee eee aa 
iia ir te ML te pe OURS tan” Seay perme i eee ch _ © iy ste gel 94 ae ee apne igs a Eiebeaiis a ae “ofa aie fea 


: 


: 
: 


. 4 7 


AT THE TIP of New York’s Empire State 
Building, a nest of seven TV antennas 
serve transmitters. Bill MacDonald rode a 
bos’n’s chair to inspect work on the 
highest of these during installation in 
December, 1950. 


r é ee 


Bill MacDonald, Editor of ELECTRONICS, Covers Both the Business 
and Technical Sides of His Field from Personal Experience 


OON after the word “wireless” became radio, and most receiving 
S sets were built around a piece of crystal, a magazine was founded 
for a young electronics business. One of the editors was named 
Bill MacDonald. 

Bill found radio in the form of a box of parts given him by his 
father—and today still holds his original amateur license W2TY 
which he secured in his teens. But Bill has come a long way since 
then to his present position on top of the electronics business. He’s a 
senior member of the Institute of Radio Engineers, served as a 
member of the joint committee of IRE and the Radio, Electronics and 
Television Manufacturers’ Association that set up the current stand- 
ards for color telecasting. Bill has served many aspects of the 
electronics business, but to him, his major contribution has been his 
long service with ELECTRONICS magazine. 


Bill’s unique combination of knowledge and experience in his field 


has enabled him to contribute heavily to a recent significant change 
in his magazine. The rapid growth of the electronics field—and 
resulting news of the business side of the industry—led to a unique 
publishing plan. ELECTRONICS is now published three times a month 
—one Technical Edition and two Business Editions, offering com- 
plete technical coverage. 

Although W.W. MacDonald is unique in his own field, he is not 
unusual among McGraw-Hill editors. You find men at McGraw-Hill 
editing magazines in fields they know thoroughly. They retain a fresh 
point of view—reinforce it and their magazines by developing staffs 
of highly competent and well-grounded younger men. 

Here is one reason why you will find men in industry paying to 
read McGraw-Hill magazines. And they use these publications—both 
editorial and advertising pages—to form buying decisions valued in 


billions of dollars. 


MeGraw-Hill Publications 


McGraw-Hill Publishing Company, Inc., 330 West 42nd Street, New York 36, N.Y. 


How Do vou STAY ON TOP OF A BUSINESS? 
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through 


first in 


CIRCUL 
Full R.0 
7 Days 


Represented 


a Ao agement ee ee a ee ee ee ee ee i pas. 
; ‘ Cpe eRe, Bee) Peary Pte te wien! a oe Perk kee ok Oa er Me ey ai. eg Oana se % ie ee OO Se Re ee ee a ee a Bg ear - i TMS eg el. ie : ne : 5 : a 
“selina — Sa ea te aa Rec <p ye a ee ite ee ee Bee sama Be Ba vi ee er ss Bi mes 
ee gee ee mee i ee eee? a ee 
Ee. ey xe * i Pee Pier ghae reas 4 Lae pao eo : ae as ae i Ce ee Lee Aleem 5! “ Ps € a Tay peat Pe Ni i Sas 2 

"e 
, P= —— MTR we on > Teer — nase. . . - = — , ] 

. * » ae) i. ¢ ° - ‘ Bs ek 

. =" x 
. :- es ; ee % 

; Pies * oe,” tate : * itt  — ve . “i “ 

is : a , hig %® es ee a . pre ‘ > 
: " Me Sea 2 ad ri. “ip : 

: : c > bs. Hs iii : ‘ heat ‘ . : 4 

me - << ~ PA : ——_— *. 

; i sing ins poet > Ls : Re Wee , % ee : rd ; 

: siugden ate -. : 

: F ar te 7 > - ae: : 
an i 5 nF a oe ba a : eet £ ee: i 5 

# et. nat " ad \ i 7 
ee ona : a ie eae 3 

, s PR ‘ es . ae i 

i mS a os ee ' | - 

* Ba tae e 2 ® 

” ee et ie ’ 
i” “a z ae Rah Bo aa ‘ 

; ad z ‘ - : i ae ‘ 

— Oh ee ae AS og 4 a. J 

d : — ieee jae ; 

i ae & eee Ri Z F ao ~— aa j 

; ? {oa a a sii , i 

. : Sa par bas Pa gue - ; . 

; ; f — . oF Le a 
gfe: er. ie) e. , “ sh 

2 wis ee oe ) =a rn i!) 

‘ee » & 4 pone a § a . ts. . 
| ——— .. . an. 

: ’ ‘ < y ? J = oe ‘ ae bi % = d 

bs , : iy i ™ | 
- : ve es iat * gale ar Cer: - om e ‘ae a 
r A ox ob : id ae oe. wae: je a bean aio... Seamer 4 . 

: ne : eg : . j i mi F ‘ esa, me -# = ~~ 2 eee ; ; 

Ry 4 : - a = eae a ie ae _ el : , cues a } 
: ‘ igs j Jub a Sa ee Ade . i PL 
‘ 3 a wip ia ; x rj ae a . = on; he Stee ae iy — oo per j 

2 ; = " es) ae : Bia ee, oe Eee yi lM ie 
‘Y aaa ’ : Ds or oe a en oo eae ae ey) dnc ae ae : 
| mee : np an . Aan ot ae ee Lee Pe ae Be, dah Ah, oe 

id cs ‘— ae peli ee Te es i ee ee ie ee ee ne a a oat ae in 
7 (2 a Sires ee ae , i lee caeliaa aie ae — Ge eo 7 a deers a a. : ' 
3 sit eee oe ee eet eeu i ani ies BBS seal Sane Scape be eee i <ae we aie Aihge oat ‘a 

a sin ee Meee ee Ne ee ae Pie eee F ae — = 5 OE gate ; 
as hc arr cas) Son gel ace ERNE ee) EE te é é Le ee at ae Pie ee 4 
a. wee ee re — — 
et re a Bs Rey igang eo, aL os pea 2 oan “a eee = ity % oon SS a + Fae 
> ‘ pas see amen pe i Se ee eens © Meee ae ery ; Dy. a ae ; a <a : 
pag A 2) ea ae ea aa ee st Ee ae Pee ae j Saf eed a ah Dene luce alle ws ae ) ad r 

P | Shoe 0) re ee ee . = —- °°  :. SS . ee 

: a ae a. ee a Se ee a ee yee Oe ee s a 

a ret Bes tee ere Hy eh —— ee ae eh Na as eg ye BS og r L 

ay. es EAR : Ri ~ hall peer a a ey. 4 3) oS eo ; - ee See e 4S 7 a - a > 

rs : i : 7 a ee amine} 3 fe aS Ee cigs EAR ee” ae a “s ee a , . “y 
. . Si ede ae sd 4 ; ee aa sae ii ibe ca ee eae we . ae roe ag - a 

“i : te _  — ‘ 
ee, ee _ : i * 
Me eee vas oa Gr a7 oe La — § 
; sale nie Goce eg a ~ <a ie ye : ee 
‘ ae mi a Toe ; Sy —  * < : os . Sarr } 
4 eee: Pee fae ary ' ee ae st i cere a Bb ie 7 cs et 4 * 
nay " ay iene tae, Pt e a ‘a alte i* = “a 
t ey ef hie fe, ‘ 4 ® - 
* eo a alll le 2 i < os 
sme) Mita wan ee re z ae - i eigen: 4 j ee ’ 
- , PRreCe evs a a Baie P Pe ran M i, , ree: me 

Pr a. Se s ae . me a watie i e 4 ' g ager 3c j 

* ie ME BS: oe ge . ; is : Bee. 

‘ Sere a deters 0 ra r % Toe aA Bie a We 4 Bs ee oat” , ic 
bal ae a ee j 5 ore : E ‘ aS er ‘= =. ; gecesi ‘ 

a + Bisa Beer. a “J - gaiaet ate res ee . et fa tos ee a ee . 
4 he Sy 2 q on ae _ % Pn ee se , a , nO ghar ey pe 
ns Py, ? Py ti = te ibe = ~ J r = 

i eee — tt ms ae ae F ’ oe : ; - 

a be. ed + ‘ F ¥> . ‘ r 3 "4 ¢ os wy 
“ee : yi: on) ee i * % ty — ; “8 a as “= 
= eT % Bais s“ P “ § ong | a } 

‘ a nt a *> , 2: ee . i b ; we : - 
i be . aes 4 4 — 
el ; . = st % & a ’ 
5 r ; i = . ; F ' 1 ‘ 
z ate J Sill : od 
. . 7 ae he ; a ee * 4 Res 

a : ii . ee ey batt: WES 4 ws ‘a a 
; , bet Be ela a * 
= s 2 he Rare ee a a owe bag s 
_ ~ # = e ae 2 ee 

: ie ® pas ae 
he ‘i t a 1 
: ch —T—e “% 

ee ? “4 om ¥ aie a r . 

a “eyes 4 ’ ‘fe 1 le Nie des f 
a 1 . ; we a | ee le 28 hs a 
: mt 3 i ; 

- . ddl » ’ x : 

vag 

AS. 
i 

“a9 
: ee 
ee 
W 

+, ’ 
: 

¥ o 
iD? 
or 
ea 
iy 
a gh, 
> 
me 
see 
i. 

r 

° 7 
—— é . : 
Fon st pare “ aura 5, me é a pe “ ; ; , i : ma ‘ ae i — ee ers — ee “ei ‘ Sai Ne ay . ie : aa " g » ita iaies e's ’ 4 Te : os. aia _ vs ‘ed sd - ‘ oe ae a : “att wins » 

a ~ i eta oe ee eet, amigas 1 ps Saga. Piss eee ; Aska) Jae ied eee © 7 Ee ae ae ta “ £) is oi 3 ; p ae e Fea i 5 : 
eo: ee ee ra Se Near te Peele ae ae ci ngies Bers re =, ae tag : oe F OL re Dia pane ag [aaa ie ig 

sa ‘ a Gasol : cM ae sa ihe ey oe ei (ass & Ss CER 5 sate mide Pere: ieee 

ey ee mage ets es he eee ie AP on ie eed a ae eee te ae me : oe eae fe ce : ane i ty ; Wieene eA pc j 

Ga = ee cane a eS ee a ' , ie. ee oer ee ee Ss, aaa Seo ee 8 ic eg ong ms ice eG eee is aes i haem cs es ee aa ig 
Sgn ee aimee Eig nah OS Mga. gy ET eS. 2k gl OE es: eae Ae ie eS RMR 8° i lal 


42 


one of the top ten midwest 
_ YOU NEED DAVENPORT NEWSPAPERS 


The Quad-Cities — Davenport, lowa, Rock Island, Moline, 
and East Moline, Illinois, is a single market — one of the 
Big 10 in the Midwest! 


Sell this $494,275,000 market 
through Davenport Newspapers — 
first in lineage in all lowa! 


DAVENPORT 
NEWSPAPERS 


© MORNING © CYENING 
© suNDaT 


CIRCULATION Over 50,000 Deity 
Full R.0.P. Color 53-000 y 


7 Days per Week 


Represented by Jann & Kelley, inc. 


CIRCULATING DAVENPORT, IOWA, ROCK ISLAND, MOLINE, AND EAST MOLINE, ILL. 


Trading Stamp 
Companies Form 
Trade Institute 


| New York, May 7—Latest de- 
| velopment on the trading stamp 
|front is the formation of a new 
|association—the Trading Stamp 
| Institute of America. 

| The institute was organized here 
and temporary officers and direc- 
tors have been elected to serve 
until the first formal meeting of 


| 


the group is held on July 8 in) 


|Atlantic City, N. J., during the 

first day of the Housewares Show. 
| At that time, it is expected, about 
| 100 stamp companies will become 
|members of the institute. 

Officers pro-tem are William H. 
|Preis (president, Stop & Save 
| Trading Stamp Co., South Hacken- 
| sack, N. J., a subsidiary of Grand 


2. reasons 


why Syracuse belongs 
on your “A” list 


A BIG MARKET .. . 


The 15-county market covered by the Syracuse 
Newspapers has a population of 1,392,300 with 


annual buying power of $2 billion. 
A QUALITY MARKET... 


- ww 


Syracuse is ranked America’s best test market by 
Sellers Research Inc., after an audit of 503 test 


campaigns by national advertisers. 


ECONOMICAL COVERAGE ... 


Media selection is a cinch. The Syracuse News- 
papers deliver 100% coverage of the metropolitan 
area — effective circulation in 14 surrounding 
counties. No other combination of media in the 


market can do a comparable job at comparable 


cost. 


FULL COLOR AVAILABLE — DAILY AND SUNDAY 


Represented Nationally by 
MOLONEY, REGAN & SCHMITT 


the SYRACUSE 


ann eect 


HERALD-JOURNAL & HERALD-AMERICAN 
Evening Sunday 


CIRCULATION: Combined Daily 233,150 Sunday Herald-American 221,744 


NEWSPAPERS 


America's Best 
Test Market 


oe 


latina ist owen inde, dbaaail Sram Me 


THE POST-STANDARD 
Morning & Sunday 


Sunday Post-Standard 105,245 
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|Union Co., supermarket chain), 
president; E. M. Strassner (presi- 
dent, Eagle Stamp Co., St. Louis), 
|George M. Golden (president, 
Gold Bell Gift Stamp Co., De- 
|troit), and Oscar C. Armbruster 
(president, Holden Trading Stamp 
|Co., Detroit), vps; Joseph Ketay 
| (president, Holden Trading Stamp 
Co., Roosevelt, N.Y.), treasurer; 
and Lawrence W. Bell (publisher, 
Premium Practice), secretary. 


® Any trading stamp company do- 
ing business in the U.S. is eligible 
to apply for membership. Any or- 
ganization which supplies service 
or merchandise to the industry 
may apply for an associate mem- 
bership. 

Both members and associate 
members will pay an initiation fee 
of $100 and annual dues of $250. 

Mr. Bell estimates the potential 
membership at about 300 trading 
stamp companies and about 500 to 
1,000 associate members. 

Papers of incorporation have al- 
ready been filed with the secretary 
of state of the State of New York. 
The institute will open an office 
here, probably late this summer, 
and will hire an executive secre- 
tary and a small staff. 


s Purpose of the institute will be 
to build good relations among 
stamp companies; “to advocate 
sound and equitable legislative 
| principles; to discuss and deal with 
management problems common to 
/all stamp companies; to cooperate 
|with other industries and organ- 
izations; to gather pertinent sta- 
tistics and information; to run in- 
dustry-wide promotion, publicity 
and advertising campaigns, and to 
|provide ethical practices.” 

| A spokesman for the group said 
|that while it is too early to say 
whether or not the institute will 
‘undertake an advertising cam- 
paign, the matter “will certainly 
come up for discussion either at 
the July 8 meeting or soon after- 
wards.” He emphasized that the 
organizational setup would have to 
be taken care of first. 


s Mr. Bell is credited with the 
initiative in organizing the group. 
A preliminary meeting was held 
|last October. From this a number 
|of subsequent meetings developed, 
and a group of the temporary of- 
ficers and directors, spearheaded 
by Mr. Preis, organized the insti- 
tute. 

The temporary directors include 
all of the officers named above, 
except Mr. Bell, plus: 

Alvin Magida, president, Con- 
sumers Trading Stamp Co., Chi- 
cago; Robert A. Worms, president, 
Philadelphia Yellow Trading 
Stamp Co.; Herbert R. Kargher, 
president, United Trading Stamp 
Co., Philadelphia, and Henry C. 
|Gartenberg, president, Consumers 
Profit Sharing Co., Brooklyn, N. Y. 


. A study on trading stamps is- 
|sued last year by the bureau of 
business research of the Indiana 
University school of business esti- 
mates there are approximately 370 
independent and _ store-owned 
|stamp companies selling stamps to 
retailers. These companies have an 
estimated annual sales volume of 
$490,000,000. In addition, 800 to 
1,200 stores are believed to be op- 
erating their own stamp programs, 
which add another $60,000,000 to 
$90,000,000 to the annual stamp 
volume. Stores which use a cash 
register tape plan add an estimat- 
ed $100,000,000 to $225,000,000 an- 
| nual volume. The total expenditure 
for all types of stamp programs 
thus is estimated at $650,000,000 
to $800,000,000. 

When this estimate is converted 
to manufacturers’ prices for pre- 
miums and allowance is made for 
stamp company operating expens- 
'es, the study says, the stamp in- 
| dustry appears to constitute about 
}one-fourth of the premium busi- 
| ness in the U.S. » 
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GENERAL MOTORS CORP. 


(New Departure Div.), in 1956, asked 
its own customers, “What publications 
of all types do you read regularly?” 
Like dozens of other companies mak- 
ing similar studies, New Departure 
found: Business Week offers more 
management readership per advertis- 
ing dollar than any other general- 
business or news magazine. 


MOST USEFUL 


“Now circle the one publication you 
find most useful in your job.” Men- 
tions .( New Departure Study) for 
the 7 magazines 

Business Week 

U.S. News & World Report 
Fortune 

Time 

Newsweek 

Nation's Business 

Dun's Review & Modern Industry 


—nNweesh 


You’re so right 


when you recommend 


’ 


/ 
] 
! 


t 
\ 


\ 


MOST ECONOMICAL 


Mentions (New Departure Study) and 
cost-per-mention for the 7 leading gen- 
eral-business and news magazines 


Time 188 10,080 53.62 
Fortune 1§2 3,515 23.13 
Newsweek 115 5,050 43.91 
U.S. News 


& World Report 101 4,210 41.68 
Nation's Business 33 3,375 102.27 
Dun’s Review & 

Modern Industry 18 1,240 68.89 
*12 or 13-time page rate 


ADVERTISING LEADER 


For 19 consecutive years, business and industrial 
advertisers have placed more pages in Business 
Week than in any other general-business or news 


magazine 
Business Advertising Pages—i956 

Business Week 5,598 

U.S. News & World Report 2,687 

Newsweek 2,255 

Time 2,007 

Fortune 1,826 

Dun's Review & Modern industry 855 
~_ Nation's Business 486 


BUSINESS WEEK 


(when you want to influence management men) 


A McGRAW-HILL PUBLICATION 
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in Medium in ‘56, 


(Continued from Page 2) 
Life maintained its long-stand- 


enue during 1956, the survey re- 
ports, with a total of $9,400,777. 
Time had a total of $3,097,914, 
Look $2,892,203, Collier’s $2,877,- 
240. The New Yorker’s dollar total 
was $1,959,369, and that of News- 
week $1,660,723. These six maga- 
zines accounted for 79.1% of all 
| national magazine expenditures by 
distillers. 


® In the various whisky categories, 
total expenditures for bonded, 
straight and combination bonded 
and straight bourbons dropped 
|2.6% from °55. Blended whisky 
| spending was down 12.6%. Expen- 
ditures for scotch and Canadian 


were up 12.6% and 12.9% respec- 


Represented nationally by George A. McDevitt Co., Inc., New York + Chicago + Philadelphia + Detroit + Pittsburgh tively. Total whisky advertising 


AS 


) 


TOLEDO is the key 


a7 


/ to the sea 


Ninth largest port in the U. S., Toledo is the center of a billion-dollar market’ now—and 
will grow as the St. Lawrence Seaway grows. Start now—to cultivate this great market. 


And TOLEDO’S NEWSPAPERS are the 


key £ to this great and growing market on the St. 


Lawrence Seaway. There are no duplicate keys. 


Ask us for THE BIG PLUS—i.e., marketing 
assistance as only newspapers can give it. 


TOLEDO BLADE Daily and Sumdoy. TOLEDO TIMES Mowing 


BA te A ict oh ee ee ae 


ing leadership in total liquor rev-| 
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6 Magazines Had 55% of Liquor Ads 


‘Newsweek’ Finds 


was off 3.3%. 

The New Yorker received 173.76 
pages of scotch whisky advertis- 
ing and was again the leader in 
this category. Life led in blended 
whisky advertising with 64 pages, 
and in bourbon advertising with 
111.50 pages. U. S. News & World 
Report led in Canadian whisky ad- 
vertising with 23.5 pages. News- 
week reports it had the greatest 
over-all gain among the four lead- 
ing magazines, going from a total 
of 208.17 pages in °55 to 224.74 
pages in '56. 

The liquor advertising dollar, 
according to the survey, breaks 
down on a percentage basis for 
1956 as follows: 

Bourbon whisky, 29.3%; blended 
whisky, 18.0%; scotch whisky, 
17.8%; Canadian whisky, 8.0%; 
other whisky, 1.0%, for a total of 
74.1% for all whisky. 

Gin accounts for 9.1% of nation- 
al magazine liquor advertising; 
rum, 1.3%; brandy, 2.5%, cordials, 
6.1%; vodka 5.4%; all other 1.5%, 
for a total of 25.9% for all non- 
whisky categories. + 


Gena Melin, of 
‘Hixson & Jorgensen, 
Tops ‘Lulu’ Winners 


(Continued from Page 3) 
wood, for Tidewater Oil Co., San 
Francisco. 

Television commercial, b&w: 
Gertrude Van Hooydonck, Bots- 
ford, Constantine & Gardner, San 
Francisco, for American Sheep 
Producers Council. 

Business film: First—Marge 
Crawford, Marge Crawford Public 
Relations, for Goodwill Industries. 
Second—Joyce S. Kahn, Flotill 
Products, Stockton, Cal. 

Publicity—product or service: 
First—Lola Barden, Pacific Na- 
tional Advertising Agency, for 
Pear Bureau. Second—Maxine 
Heffner, Maxine Heffner & As- 
sociates, Phoenix, Ariz., for promo- 
tion of Christmas Seals. 

Publicity—special event: Elaine 
K. Sewell, Elaine Sewell Public 
Relations, for Eichler Homes, San 
Mateo, Cal. 

Public relations: First—Eleanor 
Strauss, Downtown Business Assn., 
Bakersfield. Second—Paula Kent, 
San Diego Union & Tribune. 

Sales promotion, merchandising: 
First-—Gena Melin, Hixson & Jor- 
gensen, Los Angeles, for Gladding 
McBean. Second—Betty Lou May- 
bee, Botsford, Constantine & Gard- 
ner, Portland, for Jantzen Inc. 


s Judges in the competition, which 
covers the 11 western states, Ha- 
waii and British Columbia, were: 
Knox Bourne, McGraw-Hill Pub- 
lishing Co.; Nelson Carter, vp, 
Foote, Cone & Belding; Tom C. 
Dillon, vp, Batten, Barton, Dur- 
stine & Osborn; Clark George, 
general manager, KWXT and the 
CBS-TV Pacific Network; Robert 
J. McAndrews, vp, KBIG; Joseph 
J. Micciche, vp, Home Savings & 
Loan Assn.; Marshall Taft, art di- 
rector, West-Marquis Inc. + 


Consumers Co-op Starts Push 

With four consecutive two-color 
spreads in May issues of Home 
Register, lowa Farm, Kansas Far- 
mer and Nebraska Farmer, Con- 
sumers Cooperative Assn., Kan- 
sas City, Mo., kicked off an 
“extensive” advertising campaign 
for some of its major products— 
gasoline, feed, fertilizer and paint. 
The four spreads were the biggest 
series to appear in single issues of 
those magazines by a single ad- 
vertiser, Consumers says. Biddle 
Co., Bloomington, IIl., is the agen- 
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IN SEATTLE THE SEATTLE TIMES Reaches 7 out of 9 
newspaper reading homes, including 375,680 people not 
reached by any other Seattle newspaper. 
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IT WOULD TAKE 
8,737 | 
SCENICRUISERS 
TO CARRY THE -- 
a oe, ly 


My t} 


j 
WV 


Che Seattle Gimes = 


(Based upon Scenicruiser capacity load of 43 persons.) 


SS 


Your advertisement in The Seattle Times is 
read by a large group of exclusive readers— 
enough to fill 8,737 large Scenicruisers. 


Any advertisement in Seattle falls short of covering 
the Seattle market by 117,400 family homes unless 
scheduled in The Seattle Times. 


Every income group—every section of Seattle— 
is covered by The Seattle Times. 


, This is the class coverage—the mass coverage—that 
x leads to sales. 


Ask your O’Mara & Ormsbee man, or ask us, for our new 
1957 Circulation and Duplication Study and Report 
of Seattle newspapers. 


REPRESENTED. By OMAR & ORMSBEE, INC. 
Detroit w Chicago — ° sae Aone. 
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‘Philip Morris 


HOW TO SELL GROCERS sitsDsioso 
AND CONSUMERS TOO! Orie "=... 


ris Inc. has named George Weiss- 


man, vp, to the new position of di- 


“When we first introduced our new Instant Coffee in the Battle rector of marketing, with the addi- 


Creek area, one of my main selling points was the fact that 


this new product would be heavily advertised in the Enquirer | Gonal responsibilities of directing 
and News Many of the accounts | sell use the Enquirer and and coordinating sales, advertising, 
News for their own advertising and are well aware of the daily market research, packaging and 
newspaper's importance and impact. | am a great believer in public relations. He will report di- | 
newspaper advertising . . it not only sells the consumer . rectly to Joseph F. Cullman III, | 
it also sells the grocer on stocking and promoting our products.” lexec vp. 

John Werrbach | Mr. Weissman joined the com- 


Wei 
Hills Bros Coffee Co. jpang in 1952 as assistant to the George Weissman 


CE etc (pute | artboro brand manager, has been 

account executive of Benjamin appointed assistant director of 

ENQI JIRER AND NEWS © Sonnenberg, publicity consultant — 

for Philip Morris. In January, 1953, sales promotion director, has been 

Member of Federated Publications oy — pti, OE has also | ™#de director of chain store sales 

REPRESENTED NATIONALLY BY realigned the responsibilities of peo sped bcanyptend eat 

SAW YER-FERGUSON-WALKER COMPANY as _" ee o Thomas S. Christensen, former 

none ‘ 4 ormerly | assistant advertising director, has 

been named Marlboro brand man- 
ager. 


S. Larkin, previously 
MICHIGAN 


CerealFood ~ 
Capital of the World 


® Clifford H. Goldsmith, formerly 
a special assistant to the president, 
has been named director of pack- 
aging development. 

Jetson E. Lincoln, who has been 
assistant director of market re- 
search, has been made director of 
imarketing research. 

James C. Bowling, formerly 
public relations manager, has been 
given the title director of public 
relations. 

Roger Greene, advertising direc- 
tor, was recently named a vp. Ad- 
vertising brand managers continue 
unchanged: Jack Landry for Phil- 
tip Morris cigarets; Perry Leary for 
Marlboro; Alan Bick for Parlia- 
ment, and Edward Early for Spud. 


® No change in advertising agen- 
cies is contemplated, ADVERTISING 
AGE was told. 

N. W. Ayer & Son is the agency 
for Philip Morris regular and long 
'cigarets. Leo Burnett Co. handles 
Marlboro. Benton & Bowles has 

|'Parhament and Benson & Hedges. 
Among Newspapers with Ogilvy, Benson & Mather handles 
*Circulation over 10,000 Spud. 

As previously reported (AA, 
April 15), Philip Morris Inc. re- 
|ported its first quarter sales rose 
11% to about $80,000,000 compared 
with $78,218,000 in the first quar- 
ter of 1956, but O. Parker Mc- 
Comas, president, said that “earn- 
ings were substantially un- 
changed,” because of increased 
costs of promotion and advertising. 

The company is estimated to 


e e have invested $18,500,000 in ad- 
LC TIZOna a | Star vertising in 1956, an increase over 
I u 1955 of about 25%. This year’s ad- 


Merning and Sund vertising budget is believed to 
have been increased substantially, 


Cucs on D ailp Os itizen but no figures are available. . 


Evening Stoutt Joins ‘Geographic’ 

| Paul H. Stoutt Jr. has joined the 

Two Independent Newspapers Produced in the same Plant New York advertising staff of Na- 
| og ‘6 ; >; 

Nationally Represented by Cresmer & Woodward, Inc. tional Geographic Magazine. Mr. 


Stoutt most recently was with 
Crowell-Collier Publishing Co., 
where he served from 1945 until 
December, 1956, when the compa- 
ny suspended publication of its 
magazines. 


te 


i. 25° (¥ Gain 


in com Lineage 


Ameng the 399 color advertisements last year were the fo! 
lowing national advertisers using full coler: Lux Seap, Dole 
Pineapple, General Petroleum, Morton Salt, Fizz-Ade; Spud — 
Cigarettes, Richfield Petroleum, Gold Medal Flour, Feiger 
Coffee. in addition, there were many, many, local and national 
insertions in one or more colors. Our know-how, tegether wi 
our new 6-unit Goss Headliner Press, produced evistanding 
color feproduction. Use the power of “ in your advertising 


JEWSPA ER! oN’ 


Fitzgerald Gets Southern Pine 

Southern Pine Assn. has ap- 
pointed Fitzgerald Advertising 
Agency, New Orleans, to handle 
advertising of grade-marked 
southern pine, effective July 1. 
The account has been handled for 
the past two years by Tracy-Locke 
Co. 


Chapman Joins Fairchild 

Fairchild Publications, New 
York, has appointed James G. 
| Chapman advertising sales promo- 
tion manager of Electronic News. 
For the past seven years, Mr. 
Chapman has been with J. B. Run- 
| dle Inc., New York agency. 
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| One 
Construction 
" Job... 


Ford’s new administration building, Dearborn, 
Michigan, which was completed in 1956. 


oS i Sah ae em em eee nem PI a AD SP Om —~~~—Here’s EN-R’s powerful advertising 
penetration among the OWNERS. 
PLANNERS and BUILDERS of this job: 


33 SUBSCRIPTIONS AT FORD MOTOR COMPANY 


¥ (who PAID for the construction) 
9 O BE N-R & ... including a Construction Cost Estimator, a Project Engineer, an 


Electrical Engineer, a Project Construction Engineer, a Civil Engineer, 
a Structural Engineer, a Director of Plant Engineering, a Supervisor of 


Surveying, a Construction Engineer, a Designer and 23 other construc- 
BE a 4 h tion experts at Ford. 
43 SUBSCRIPTIONS AT SKIDMORE, OWINGS & MERRILL, 


We e k 7 ARCHITECTS & ENGINEERS (who PLANNED the construction) 
2 


... including a Civil Engineer, an Assistant Chief of Design, a Construc- 
tion Chief, a Structural Engineer, a Construction Engineer, an Estimating 
Engineer, a Structural Field Superintendent, a Highway Designer, a 
Mechanical Estimator, a Specification Engineer, a Senior Structural Engi- 
neer, a Specification Writer, a Construction Superintendent, a Chief Site 
Planner, a Structural Designer, a Chief Materials Engineer, an Estimator, 
a Designer, a Test Engineer and 24 other construction experts at Skidmore, 
Owings & Merrill. 


15 SUBSCRIPTIONS AT BRYANT & DETWILER, 
GENERAL CONTRACTORS (who DID the construction) 


... including a Purchasing Agent, a Superintendent, a Field Engineer, a 
Layout Engineer, a Foreman, an Engineer, an Estimating Accountant, a 
Construction Layout Engineer, a Vice President, a Concrete Engineer, a 
Carpentry Foreman and 4 other construction experts at Bryant & Detwiler. 


ee ee ee ee 


~~ === ENGINEERING NEWS-RECORD, alone, provides this intensive entrée 
to the 3 buying influences of the construction market. 


ENGINEERING 


in building and construction, if you're important, you either read 


NVA TRO TIEN °C YU cévertise in it, oF both 


ENGINEERING NEWS-RECORD + ABP ABC + A McGRAW-HILL PUBLICATION + 330 WEST 42nd STREET. NEW YORK 36, N.Y. 
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389 “SMOKESTACKS”...COUNT ’EM! 


And how those stacks are smokin’! Down at their 
= business end you'll find the 389 diverse industries 
that help make the South Bend market one of the 
Nation’s richest. Of these 389 companies, 144 em- 
ploy 25 or more people. Obviously, no single con- 
cern dominates the South Bend market. That makes 
for stable prosperity! Saturate this market, Indiana’s 
2nd, with one newspaper. Write for details. 


IAZS - 


The South Bend, Ind. Market. 
7 Counties, 1/2 Million People 
Franklin O. Schurz — Editor and Publisher 
STORY, BROOKS & FINLEY, INC. « NATIONAL REPRESENTATIVES 
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Along the Media Path 


200,000 readers have snapped up occurring in the 1922-1957 era. 

This Week Magazine’s offer of a) 

five-color map of the U.S. show-|e On Sunday, May 5, the Chicago 
ing the National Park System.|Sun Times published a_ special 
Readers had to clip a coupon from | Spring Home Preview section, fea- 
the March 24 issue and send it in| turing articles and advertising of 
with a dollar to receive the map.|interest to Chicago-area readers 
100,000 requests were received! who own their own homes or who 
within the first five days of a to buy or build. 


offer. 

|e An unusual bi-annual special is- 
e The Hartford Courant pub-| sue of Gas Heat is to make its 
lished the largest issue in its|appearance with the June issue. 
192-year history on April 28. It Called “A Convention-in-Print” 
contained 244 pages. The edition issue, it will cover general, mer- 
included a 48-page, standard-size | chandising and technical “sessions” 
“Industrial Review Section.” | of interest to all strata in gas heat- 

|ing—manufacturers, distributors 
e Radio Station WJR, Detroit, be- | and dealers, and gas utility men in 


/came 35 years old on May 4. A spe- the gas heating category. 
|cial 35th anniversary program will | 
reproduce in sound the most stir-|e Vice-president Richard M. Nix- 


ring local and national events|on and other public officials par- 
|ticipated in NBC’s installation of 


She had her mother buy the sponsor’s product. 


That’s why Top Drawer Advertisers use WGN-TV. 


the cornerstone of its new $4,000,- 
000 headquarters building for 
| WRC and WRC-TV, Washington. 
| The tv studios were specifically 
|planned for color broadcasting. 

e As part of the eight-month-long 
Jamestown Festival in Virginia, 
|WRVA, Jamestown radio station, 
|has pressed and sent out a 45 rpm 
‘record of “Jamestown Festival 
| Songs,” written by the station’s 
own Carl Stutz. 


e A hard-sell presentation push- 
ing newspapers and poking at tv 
has been prepared by the New 
York News. It was unveiled at the 
closing session of the annual con- 
vention of the American Newspa- 
per Publishers Assn. The 30-min- 
ute, untitled color slide film 
peppers network tv for rapidly 
rising costs of talent and produc- 
tion and for erratic coverage of 
major markets. The slide film then 
stresses that a comparable invest- 
ment in newspapers would pro- 
vide “unprecedented market sat- 
uration” and “unparalleled impact 
on the buying public.” 


e At least 1,500 men’s wear and 
|department stores are expected to 
| tie in with Look’s fifth annual 
|Father’s Day promotion, which is 
|designed to help both advertisers 
jand retailers of men’s wear make 
| the most of this seasonal gift mar- 
|ket for men’s merchandise. The 
|promotion will break about May 
|27 to allow a full three weeks’ 
selling period before Father’s Day 
ion June 16. 
|e Industrial Equipment News cel- 
| ebrates its 25th year this May. 


lé The American Heritage Foun- 
dation has honored the New York 
| Journal-American with its award 
|for the best series of newspaper 
editorials on the 1956 non-partisan 
“Register, Inform Yourself and 
| Vote” campaign. Former Postmas- 
| ter General James A. Farley, 
trustee of the American Heritage 
Foundation, made the award, a 
framed reproduction of Arthur 


jtion engraved below, to Seymour 
| Berkson, the newspaper’s publish- 


iT] \ 
; ; F H ’ Szyk’s illustration, “George Wash- 
Sal e i e al in Icago ington the Soldier,” with the cita- 
= 


She was watching WGN-TV at noon (along with 331,800 other boys and er. 
irls). She was thrilled by the Lunchtime Little Theatre, designed by 
WGN-TV to get “GEE!” reactions (Nielsen, March, 1957, 13.5%). e Department of New Laurels: 


American Artist will publish the 
largest single issue in its history 
in terms of advertising linage and 
dollars with its special summer 


August. . 


Let our — fill you in on some exciting case histories, discuss your issue, which covers June, July and 


sales pro 


Put “GEE!” in your Chicago sales with 


»lems and advise you on current availabilities. 


Gertrude Casey Promoted 
Gertrude V. Casey, a member of 
ca the sales department of Transfilm, 
New York, for seven years, has 


been named manager of the 


CHANNEL 9—CHICAGO department. 
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How ’s your turnover 
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on oil refineries? 


Truth is, you don’t find too many 
“For Sale” signs on oil refineries. 
Even in Forbes. 


What you do find in Forbes, 
though, are some mighty important 
buyers of plant equipment in 
general. To be exact, 84.5% of 
Forbes men have the power to 
authorize or recommend the 
purchase of equipment! * Add up 
the number of dollars worth of 
equipment sold to these men in the 
course of a year, and you've got 
the equivalent of quite a 

number of refineries. 


It’s a fact, too, that you can’t 
talk to these men as effectively 
through any other business- 
management publication. 


They are Forbes readers almost 
exclusively because Forbes gives 
them the kind of information 
they’re looking for...in a crisp, 
unique way... that enables them 

to decide, finally, about a product, 
an idea, a company, or 

an investment. 


If you’re looking for a buying 
market of business men, men 
who can buy big, look no further 
than Forbes. You'll be 


joining the leaders. 
*Send for Forbes booklet that 
gives you the facts. 


FORBES e 70 FIFTH AVENUE 
NEW YORK ll, N.Y. 


FORBES 
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Widenhofer 


ELECTED—New officers of the fifth district, Advertis- 
ing Federation of America, elected at the annual 
conference in Fort Wayne, are Sidney E. Cowlin, 
Eaton Mfg. Co., Cleveland, governor; H. Needham 


Kight Advertising, Columbus, O.; 


Seiple Lithographing Co., Canton, 


Cowlin 


Bruun, Jay H. Maish Co., Marion, O., 1st, 2nd, 3rd 
and 4th lieutenant governors, respectively; Mary 
Donovan, Society National Bank, Cleveland, secre- 
tary, and John R. Bain, Indianapolis Power & Light 
Smith, WTFR-TV, Wheeling, W. Va.; W. W. Kight, Co., treasurer. Warren W. Widenhofer, Indiana & 
Paul J. Streb, WVichigan Electric Co., Ft. Wayne, past governor, 
O., and Gordon was elected chairman of the board. 


Kight Bruun 
Donovan 


SALES PROMOTION 
free-lance 
Sales-producing, prize-winning 
presentations, brochures, ad cam- 
paigns, direct-mail, etc. Tmwe de- 
scribed one presentation as “one 
of most forceful sells ever seen.” 
Butsoarp called another, “last 
word in sell.” Clients include top 
names in print and broadcast 
media; product and service ad- 
vertisers in and outside New 

York. Retainer or fee basis. 


PETER ZANPHIR 
565 Fifth Ave. NYC. PL 3-8340 


Fena Transit Opens Office 


Fena Transit Advertising has'| 


opened offices at 1460 Broadway, 
Burlingame, Cal., and will offer 
transit advertising services under 
the direction of Frances Fena, 
president. 


Corvin Joins Macker Co. : 

Mel Corvin, formerly on the na- 
tional advertising staff of the San 
Francisco Chronicle, has joined 
P. K. Macker & Co., San Francisco, 
as a public relations representa- 
tive. 


for conventions, trade association shows, 
industrial and commercial exhibits .. . 


SELL MORE where MORE 's: IS SOLD 


@ to the most diversified audience in the 


nation 


@to the most influential buyers in the 


wor 


_" 2 


in the show place of the nation’s capital 


Only the modern, fully equipped D. C. Armory 
offers you an audience that is responsible for 
influencing more people and more purchasing 
agents of more organizations to buy more 
products than any other combined audience 
in the world... 


Government Agencies Union Organizations 
Military Organizations Diplomots 
Industrial Groups Statesmen 

. and other dominant groups 


Ideally located . . . near Capitol Hill, the Penta- 


gon, government in, private industries, and 
close to Union Station and National Airport. 


For FREE colorful brochure and further infor- 
motion—write, wire, of phone: 
Arthur J. Bergman, Manager 


D. C. sl et GUARD 


the p stige choice for your next convention 
ITOL STREET «© eS 


LINCOLN 7 9077 


@ 76,000 sq. ft. 
of unobstructed 
floor space on 
main level —plus 
on additional 
60,000 sq. ft. on 
lower level. 


@ Catering and 
restaurant facili- 
ties. 


@ Convenient 
drive-in facilities. 


@ Parking for 
1,500 cars. 


ARMORY 


\Japan’s Ad Business 
‘Now a $200,000,000 


a Year Operation 


Tokyo, May 7—Dentsu Adver- 
tising Ltd. has issued its 1957 edi- 
tion of the “Dentsu Story” and it 
adds up to an illuminating picture 
of the entire Japanese advertising 
scene. 

This is not too surprising, since 
Dentsu handles about 40% of all 
Japanese advertising. 

Total expenditures on advertis- 
ing ran to approximately $200,- 
000,000 in 1956. The figure for the 
previous year was $165,000,000. 
The agency’s report shows the fol- 
lowing medium-by-medium pic- 
ture: 


e Newspapers—total circulation of 
dailies is 44,500,000. There are four 
national papers with circulations 
of nearly 4,000,000. National pa- 
pers get 40% of their revenue from 
advertising. Newspaper advertis- 
ing accounts for 55% of total ad- 
| vertising. The Dentsu share: 38%. 


e Magazines—Japan has 700 mag- 
azines, most of them monthlies, 
with a total circulation of 35,000,- 
000. Five have circulations in ex- 
cess of 1,000,000 and their top page 
rate is $3,000 for a back cover. | 
| Magazines account for 5.4% of to- 
tal advertising. The Dentsu share: 
17%. 


e Radio—There are 80 stations, 
three of them in the 50 kilowatt 
range. More than three out of four 
homes have sets. Average air time 
per station is 18 hours. Time charg- 
es range from $140 to $830 per 
hour. Radio gets 17.4% of total ad- 
vertising expenditures. The Dent- 
su share: 40%. 


e Television—commercial ty start- 
ed in August, 1953. There are now 
two stations in Tokyo and one each 
in Nagoya, Osaka and Sapporo, 
servicing some 600,000 sets. Tv set 
ownership is expected to reach 1,- 
000,000 in 1957. In Tokyo, tv is on 
eight hours a day. Time charges | 
range from $830 to $1,500 per hour. 
Tv accounts for 2.8% of ad ex- 
penditures. The Dentsu_ share: 
60%. e 


‘Fortnight Closes S.F. Oftice 


operations of its San Francisco | 
branch office, and has transferred | 
its activity to Los Angeles eg 
quarters. John Barth, senior ed- 
itor, and Grant Gordon, vp, both 
in the San Francisco office, have 
not announced their future plans, 


| 
| 
' 


Fortnight has discontinued the | 


FAMILY WEEKLY is on the 


Advertising Age, May 13, 1957 


Here are the 162 


magazine: 


distribute FAMILY WEEKLY in the 
giant, Supercity market served by 
America's fastest-growing Sunday 


ALABAMA: Anniston Star ¢ Dothan Eagle « Florence- 
Sheffield-Tuscumbia-Muscle Shoals Times & Tri-Cities Daily 
¢ Gadsden Times ¢ Huntsville Times ¢ Tusealoose- 

News. ARIZONA: Yumo Sun. ARKANSAS: Ei Dorado 
News ¢ Hot Springs Sentinel Record « Pine Biuff 
Commercial. CALIFORNIA: Bakersfield Californian « 
Eureka Humboldt Standard Times ¢ Monterey Peninsula 
Herald ¢ Sacramento Union ¢ Santa Ana Register « Santa 
Barbara News Press * Santa Rosa Press-Democrat « 


Valleio Times-Herald. COLORADO: Colorado Springs Gazette - 
Telegraph © Grand Junction Sentinel ¢ Pueblo Star-Journal & 


Chieftain. CONNECTICUT: New Haven Register. FLORIDA: 
Daytona Beach News Journal « Fort Lauderdale Sunday 
News & Sentinel « Fort Myers News-Press ¢ Gainesville 
Sun & Alachua County News « Jacksonville Journal « 
Orlando Sentinel « Panama City News Herald « 
Pensacola News-Journal « Sarasota Herald-Tribune « 
Talichassee Democrat « Tampa Times ¢ West Palm Beach 
Palm Beach Post-Times. GEORGIA: Albany Herald « 
Rome News Tribune. IDAHO: Boise Statesman « idaho 
Falls Post-Register « Lewiston Tribune © Pocatello idaho 
State Journal. ILLINOIS: Bloomington Pantagraph 
Champcign-Urbono News-Gazette « Danville Commercial 
News « Kankakee Sunday Journal « La Salle-Peru- 
Oglesby News-Tribune # Quincy Herald-Whig « 
Springfield Sunday Journal Register. INDIANA: 
Anderson Herald ¢ Huntington Herald Press « 

Logansport Press ¢ Marion Chronicle Tribune « 

Muncie Stor « New Albany Ledger & Tribune « 

Vincennes Sun-Commercial. }OWA: Council 

Bluffs Nonpareil « Davenport Democrat & Times « 
Dubuque Telegraph-Herald « Sioux City Sunday Journal 
*« Waterloo Courier. KENTUCKY: Ashland independent 

¢ Bowling Green Park City News « Owensboro Messenger 
& Inquirer ¢ Paducah Sun-Democrot. LOUISIANA: 
Bogaluso Sunday News « Lafayette Sunday Advertiser « 
loke Charles American Press. MARYLAND: Cumberland 
Sunday Times. MASSACHUSETTS: Lowell Sun. 
MICHIGAN: Grand Rapids Herald. MINNESOTA: Albert 
Lea Tribune. MISSISSIPPI: Biloxi-Gulfport Herald 

¢ Greenville Delta Democrat-Times ¢ Meridian Star « 
Tupelo Journal « Vicksburg Post Herald. MISSOURI: 
Jefferson City Capital News Post-Tribune ¢ Springfield 
News & Ledger. NEVADA: Los Vegas Review-Journal « 
Reno State Journal. NEW HAMPSHIRE: Manchester 
Sunday News. NEW JERSEY: Asbury Park Press « New 
Brunswick Sunday Times « Trenton Times-Advertiser. 

NEW MEXICO: Hobbs News & Sun « Roswell Record « 
Santa Fe New Mexicon. NEW YORK: Elmira Sunday 
Telegram © Poughkeepsie New Yorker ¢ Utica Observer- 
Dispatch. NORTH CAROLINA: Concord Tribune « 
Fayetteville Observer « High Point Enterprise © Salisbury 
Post. OHIO: Athens Messenger ¢ Canton Repository « 
Coshocton Tribune « Ironton Tribune ¢ Lima News « Lorain 
Journal ¢ Mansfield News Journal « Middletown Sunday 
News Journal « Zanesville Times Signcl. OKLAHOMA: 
Altus Times-Democrat ¢ Ardmore Ardmoreite « 

Duncon Banner « Enid News « Lawton 

Constitution-Press e Muskogee Phoenix & Times- 
Democrat. OREGON: Eugene Register-Guard « Klamath 
Falls Herald & News « Medford Mail Tribune « Salem 
Oregon Statesman. PENNSYLVANIA: Altoona Mirror « 
Lancaster Sunday News. SOUTH CAROLINA: Anderson 
independent e Florence News ¢ Sportanburg Herald 
Journal. SOUTH DAKOTA: Huron Huronite & Plainsmon 
* Rapid City Journal. TENNESSEE: Jackson Sun « 
Kingsport Times News. TEXAS: Abilene Reporter News « 
Austin American Statesman « Big Spring Herald « 
Brownsville Herald ¢ Denison Herald ¢ Denton Record- 
Chronicle ¢ Galveston News ¢ Greenville Herold « 
Harlingen Star « Kilgore News Herald « Laredo Times 

@ Lufkin News ¢ Marshall News-Messenger ¢ McAllen 
Monitor « Midland Reporter-Telegram @ Paris News 

© Port Arthur News « Son Angelo Standard Times « 
Snyder News « Texarkana Gozette « Tyler 
Courier-Times-Telegraph ¢ Victoria Advocate « 

Waco Tribune-Herald « Wichita Falls Times. 

UTAH: Logan Herald-Journal « Ogden Standard-Examiner 
* Provo Herald. VERMONT: Burlington News. VIRGINIA: 
Danville Register « Lynchburg News © Suffolk News- 
Herald. WASHINGTON: Pasco, Kennewick, Richland 
Tri-City Herald « Walla Walla Union Bulletin « Wenatchee 
World « WEST VIRGINIA: Beckley Sunday Register « 
Bluefield Telegraph ¢ Fairmont Times West Virginian « 
Parkersburg News. WISCONSIN: Racine Bulletin. 
WYOMING: Cosper Tribune Herald & Star « Cheyenne 
Wyoming State Tribune. 


coe ee cS are ee Tiree ea, Me A 
ee to : Be gi sy ha - oe) ae : i Mi da et ate eM i oe b= s age eg ey 8 3 Png fac Pae ae ee, hae? (Ce a ee CORR aA: Me co Bee 2 a Prt ym ict hol 24% 
ae ee ine RS SS ee ie AD ig, oe Pe Tc ola fas ae ee oe ee a ee ee a CR eo "ee i hy Sea i a Ie PRE een ee me 
et: a , SY Se Oe eae 3 se ‘ane oe 4a 22 a rs are ree Dy a woke a eee: Caen a aaah : Pee, Wat ip ai Be eo oo eae REITs Reena NE 
eal er ely eT se Reanim 7 etl ee ended FH, Bi PM mic it as Ler pee © a Eee ean 2 
. g - . > = ne * et 
% 3 aoe in oe ‘ saeery i 
; PS A, | ae ee ee Tae ae ‘ . 'e eee } 
cme = ¢ Gh . esti meee cam . 
od 7 ee “gets tee ee 3 “eS la 
© ae as ee a \\ ER EEE newspapers that 
~~ ae Reg, ‘arte - Ei ie — S.A 
ot ; ; ma i* hieg Posi”, oe ‘peas as ewe e 
y ee me = ee woe ; Noe 
$ : ; ‘ a = eas be : Pe 
. ™ "Sa § a Sia et en . 
i ri La _. vee sf ae 4 Kaye: , ‘Co 5 F ; 
A a ee . = & pie ete oe * : 
M ig ¢ S Baie Ae fe P “ea <4 ? ea ia 5 Dias 
My ' he Was ee ay gi . ae ral af ‘ 
1 Chae ioe. ae oe ices aie 
pl ¢ x in ae Bei ea ~ ps “Fr se 2 “Es 
__| oe 9 D tig Ao Se eae . _ ae ame tes 
i - ee.” ' ae a Ro ob ae tae f 
a RM eK —_— ay ee ee 
See : ieks:: ‘hei: an Fin Ee : pes i. ee j . : 
" * ee St eee ——- = | 6 - an - a ; = Dae : 
r a eee itt he res 5 > e | aaa _— Sey ae Nie ao 
gs tee * = YS ten Ou PY . a. " ry A ¥ Z ae. od Sek . ’ 
--. | Ss cemeet Ce ‘eer = am 4 . oA eae " 
P s ie ae a” ‘= +. ro * Oe - oe i . a “e - fi ey 
. -e@es: wt as ae 
Pg SS ame Dh, S Py ’ O58 Beast ty Pe Poe. : re ore ; 
‘ F Sz Pam > " ah a rk J 4 2 : bet ; Pete Se a 5 ) 
a iF SS Ls rs _ go oe = fs > i aon pers 
| . : > ee ; 
Smith Bain Streb | ; 
| TS rd i Af 
A 
i ie 
re | 
| | ——" | | 
| a —$ é 
ie 
| m 
| be 
_| 
| is 
. ee 
- 
| 
a | : 
| 
a _ : 
~—, a t; 
fs 
see |\\\\\\\)) 
— . 
es ; ie 
' . a theseses ‘ i 
hie» Stessese Sd acettaes Wess e 
° ? é Seseegaes BES Lee p ‘ 
ee ___ | nen ae coreee . 
ne - et Wa - ' ; 
eer ren ah et Sah ga + : 
a =a a on 
—— —— oot 
R — 4 136,000 | | 
i : Square : 
E a , hee | 
' ne 
“* i mo ; 
1 For se] 
| id . st : 
; Se ee Og ee a | el ae a e \ ; 
. — ro ware er 7 ~ ie 5 
en PAs ae ate ae 
: é a j 
— = me ¥ ne Se vy. 7 ae ae ee 8 i, # ae a Ps ae 
: ee - 
ee} ee M4 i st i) hers oe i Pils : ann wire aoe : a a oy coded ier a as a 7. F i: seo ati aaa i at z ‘ ht : : oe ‘ ae ae Heres go 
he imei Sb 3. ae Poe? ae Des) wees 2 ice) lee Lene ae ‘a ie Mic Ses a ee ee ee epee ee 
: - 3 a 9 45555 ; ’ Beet eet | ee a 3 Poet ghee fl pee ¢ nip a Ee ee ee ee Be =. eR ee, om Sana fe bythe - 
Pre soe ri ee rai. i I ey St ge ko Re ele eres rte es : : . Ee a ares : ek eee. Ee ed res a ete iaeagerattec 6 
SR ae. ca aie, Seite 4) je aagepeatiees hE pic Bitar ck NTS CTE S ee een gee eee Siig ig REE ne ee se eee ee ea 


... another BIG 


record-breaking 
advertising 
month for 
FAMILY WEEKLY 
... bigger by FAR! 


The month of May is bringing more than spring flowers 
to 153 North Michigan. More advertisers will spend more 
advertising dollars in FAMILY WEEKLY during May 
than in any previous four-issue month in its history. 


The May 12th issue of FAMILY WEEKLY, for exam- 
ple, is not only the largest FAMILY WEEKLY in num- 
ber of pages, but it carries more advertising than has ever 
appeared in a single issue of FAMILY WEEKLY before. 
Other May issues are big, too. 


FAMILY WEEKLY saturates a giant SUPERCITY 
Market of 162 strategically located markets where 
23,149,000 people spend a whopping $24,972,000,000 at 
retail—-ONE DOLLAR out of every $7.43 spent at re- 
tail in the entire U.S. is spent in markets where FAMILY 


WEEKLY’S average coverage of 519 counties is over 
607%. 

Its uncomplicated pattern of markets, and its virtually 
unduplicated coverage make FAMILY WEEKLY a 
mighty important selling tool in your national adver- 
tising program. Ask your nearest FAMILY WEEKLY 
representative for full details. 


These are some of the leading advertisers who are reaching 

the giant, Supercity Morket in May issves of FAMILY WEEKLY: 
HUNT FOODS «. LUCKY STRIKE « GENERAL ELECTRIC . FORD . QUAKER OATS «. ANACIN « EX-LAX . 
PONTIAC «+ MARLBORO « TONI «+ CARNATION « KELLOGG'S « NABISCO « PEPSI-COLA « ARMSTRONG 
CORK « CHEVROLET . WESTINGHOUSE « VICEROY « SWIFT « SWANS DOWN « JELLO « POST CEREALS 
« TAMPAX « PALL MALL « LUX « REYNOLDS ALUMINUM « SUNKIST « G.M.A.C. « MONSANTO « FAB . 
FRIGIDAIRE « GAINES « MODESS «+ BRISTOL-MEYERS « CASHMERE BOUQUET «. S. C. JOHNSON « POLIGRIP 
« NORWICH PHARMACAL « DOUBLEDAY + GIRARD PERREGAUX « VITASAFE « BRECK’S OF BOSTON . 
CALIFORNIA SPRAY + TUMS «+ MICHIGAN BULB « FLORIENT . ANAHIST « INTERNATIONAL FURNITURE 
HEMP & CO. « ECLIPSE LAWN MOWERS 


FAMILY WEEKLY MAGAZINE, inc. 
LEONARD S. DAVIDOW, Publisher 
153 NORTH MICHIGAN AVENUE CHICAGO 1 
NEW YORK 17: 17 Eost 45th Street © DETROIT 2: 3-223 General 
Motors Building © CLEVELAND 15: 1066 Henne Bwilding © LOS 
ANGELES 5: Blonchord-Nichols, Assoc., 633 South Westmoreland Ave. 
SAN FRANCISCO 4: Blonchord-Nichols, Assoc., 33 Post Street 
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| Foliow-the-leader is a great game —for children. Grown-ups who head 
a play it are mere lacklusters and lardbottoms. Especially in business. Sure, you can the 
|) foun 
| be a perfectly respectable mackerel by swimming along after your fellow-mackerel. But | | as 
| it’s a whole lot more exhilarating to go after your tidy buck by bucking the tide. =, 
| That goes for our business as well as yours. Traditionally in the TV eet 
film syndication field, you’re supposed to make your big deals first. Get off your nut! Go * 
— after a network sale! No soap? (Or cereals, or cigarettes?) Then pitch for the giant ba 
: regional deals. Only after that can you afford to sell smaller regional, or local, sponsors. reel 
$ That’s the theory. And that’s where we part company with all the other mackerel. sit 
. In our book, the local, regional and spot advertiser is a first-class ome 
not 
| citizen who needs, wants and rates first crack at first-class syndicated TV film products. des 
With this mad, impetuous notion, we sent our new submarine-adven- is, 
well 
ture series, “The Silent Service,” down the ways. We aimed it straight at non-network cha 
advertisers. And in only 24 days, we more than matched the heady dollar effect of a ye 
major network deal. Our biggest regional deal involved just four markets. We are off our | 

nut — and the biggest part of our potential still stretches ahead like an open sunlit sea. r 

The syndication market a secondary one? Not so’s CNP would notice. 

Prime syndicated film properties for local, regional and spot advertisers exclusively — 

that’s our idea of a big deal. It works fine! NBC TELEVISION FILMS 

a division of CALIFORNIA NATIONAL PRODUCTIONS 
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“Art collecting is a real bug or fever.” 


Versatile Adman 


Alfred Auerbach leads a three- | 
tiered life as an advertising man, 
an authority on industrial design 
and an art collector. 

As an advertising man, he has 
headed his own agency for ten 
years, specializing strictly in home | 
furnishings—and_ specializing to) 
the extent that the agency has| 


“These antiquities I’ll leave to a 


. . » Alfred Auerbach 


Reception of the client’s new line, | continued to seek out the unrecog- 
(2) developments introduced by | nized artist, until now “word has 
competitors and (3) new things | gotten all around that I buy ‘un- 


|done in related industries.” Also, | knowns,’ and there is a continual 
during the year many clients con- | stream of artists asking to show me 


sult with the agency on new de-| their work. And I don’t discourage 
signs as they are worked out. it. I’m anxious for the chance to 
see their work and maybe find a 


# Mr. Auerbach’s “extra-curricu- | painting I’ll buy. 


museum.” “_..a Caziel on 


Advertising Age, May 13, 1957 


my right, a Gottlieb on my left.” 


fesses. “I’ve bought paintings I no} hung for awhile—it tends to disap- 
longer like. Also I have a very/pear into the wall, to become a 
confusing collection, with many| part of it. A good modern work, 
styles represented. Most collectors| however, is always talking to 


turned down national brands of|lar” activities in the design field | 
fountain pens and cosmetics in the | started 25 years ago, when he was 


“It’s not as simple as it was, | 
however. The field has become so} 


past few years. 

As an authority on industrial 
design, he has been part of the | 
contemporary design movement in 
this country for 25 years—as| 
founding editor of Retailing Daily | 
(now called Home Furnishings 
Daily) for ten years and also as 
lecturer, teacher, writer and mem- 
ber of many design juries, sym- 
posiums and advisory boards. 

This specialization in design 
spills over into his agency life too. 
He is convinced that “design plus 
quality plus price comprise the 
base on which any promotional 
program must rest.” And in the 
fields of home furnishings, he 
feels, it is design that is para- 
mount. 


® Hence his agency interests it- 
self in a client’s design program 
much more than is typical in the 
agency field. Not only does the 
agency offer optional design con- 
sultation to clients, “but we will 
not take on clients who are in- 
sensitive to the importance of good 
design, who produce merchandise 
of dubious design and are content 
to do so. 

“On the other hand, we will take 
on clients whose collections are not 
well designed if we find manage- 
ment aware of this and desirous of 
changing it. 

“With about half of our clients, 
it’s routine for us to meet once a 
year, after the Chicago furniture 
shows, to review three things: (1) 


a charter member of the American 
Union of Decorative Artists & 
Craftsmen, the first organization of 
its kind in this country. 


Today he serves on the boards of | 


trustees of the Museum of Contem- 


porary Crafts and the American | j 


Crafts Council, both of New York, 


and is a member of the advisory | #@ 


committee of the Institute of Con- 
temporary Arts, Boston. He’s also 
a faculty member at Pratt Insti- 
tute, teaching marketing and so- 


ciology to the graduate class in the | 


school of design. 

On May 22, he’ll participate in a 
symposium on industrial design at 
the Detroit technical center of 
General Motors, under the aus- 
picies of the American Society of 
Industrial Designers (of which he 
is an honorary member). 

On July 9, he goes to Boston to 
take part in the design seminar at 
the Institute of Contemporary Arts. 


® This abiding interest in design 
also led to his role as art collector. 
Back in the 1930s he started study- 
ing fine arts because he found so 
many designers drawing their in- 


|spiration from the fine arts scene. 


And it wasn’t long before he found 
he had an art collection started— 
“not as a fad or as an investment, 
but because I liked it and wanted 
it around,” he says. 

His first acquisitions were paint- 
ings by Stuart Davis, Matta and 
Gorky, long before these artists 


| confused, it’s much more difficult 
to decide what is a really good 


| 


“I bought Haitian primitives long 
| before they became the rage.” 


work of art,’”’ he says. But in the 
past year, he’s seen 10 to 20 paint- 
ings that he’s liked well enough to 
| buy. 


|@ By now his collection has grown | 

to more than 100 canvases, which 
|include works by Picasso, Matisse, | 
Miro, Motherwell, Rouault, Ko-| 
koschka, Gottlieb, Hayter, Masson, | 
Lam. Also in the past ten years, | 
|he’s gathered together about 35) 
Etruscan and Egyptian antiquities, 
all documented to be at least 2,000 
years old. 


|versity laboratories, 


have a specific field, but mine is a 
very ecletic taste. 

“My collection is a very modest 
one, and I’m still studying. It’s an 
outside interest that makes life 
much more enjoyable. The agency 
business being one of such pres- 
| sures and tensions, I find it a won- 
|derful boon. It’s a very gratifying 
thing to come home to all these 
paintings. 


s “The old-fashioned type 
landscape painting begins to lose 
its significance after it has been 


of | 


you...Messages are continually 
emanating from it... You are al- 
ways responding to it. 

“Art collecting is a real bug or 
fever. You see a good work of art, 
and you want to own it. And then, 
ultimately, you are faced with a 
real problem: No more wall space.” 

The overflow of his collection 
hangs on the walls of his agency— 
and now he’s thinking of a country 
home. It’s not that he particularly 
hankers for a rural life. But it 
would give him a lot of extra wall 
space. o 


Lifetime Institute 
Establishes ‘Normal 
Use’ Warranty Seal 


New York, May 7—Advertisers 


| may soon be dropping a new seal 


into their printed promotional ma- 
terial, indicating that the merchan- 
dise being advertised has been 
tested and is insured “for the life- 
time of the commodity in normal 
use.” 

A new non-profit organization, 
Lifetime Warranty Institute, has 
been established to test products 
of all kinds—consumer and indus- 
trial—and to certify that they 
measure up to such standards. 

“The major complaint of the 
public today,” said the institute’s 
chairman, Benjamin S. Thaw, exec 
vp of United Cigar-Whelan Drug 
Stores, in announcing the new or- 
ganization, “is that despite the high 
cost of merchandise, many prod- 
ucts do not last. . . There are in- 
surance policies for people, but few 
for the products they buy.” 

Tests, to be conducted by recog- 
nized testing groups, by approved 
manufacturer methods or by uni- 
will make 


| Dann, attorneys. Offices have been 
established at 14 East 62nd St. 


® According to Mr. Thaw, products 
in such varied fields as home fur- 
nishings, jewelry, blankets, elec- 
| tric housewares and men’s sports- 
|wear are currently being consid- 
ered by the Institute for testing 
}and possible warranty. +. 


New AANR Brochure 
Explains Role of 
Newspaper Reps 


Curcaco, May 7—The American 
Assn. of Newspaper Representa- 
|tives has just put out a 20-page 
trade service brochure which the 
| association hopes will make for 
| better understanding and apprecia- 
| tion of the work done by newspa- 
per representatives. 

The brochure, titled “National 
Advertising in Newspapers,” gives 
a brief outline of the relationship 
between advertisers and newspa- 
pers, showing how they work 
through agencies and the newspa- 
per representative. 

It also explains the purpose of 
|the AANR and notes a few of its 


had achieved fame. Since then he’s! “I’ve made mistakes,” he con- 


products eligible for the seal of| operations, including its sponsor- 
approval to be issued by the insti- | ship of the Newspaper Food Ed- 


tute, indicating a specific lifetime 
guarantee backed either by the 
| manufacturer or by insurance un- 


s | derwriters. 


s “The public,” said Mr. Thaw, 
“will be protected against poor 
quality merchandise, and the man- 
ufacturer will be insured against 
defects beyond his control.” A ma- 
jor advantage for the manufactur- 
et he noted, is that the Lifetime 
Warranty seal will be merchan- 
dised so that the public will look 
for it in selecting items in various 
fields. 

The Institute says its plan repre- 
sents the first instance in Ameri- 
can business history in which in- 
dustry is protected either by self- 
|insurance or by underwriters in 
backing manufacturers’ products, 
and in which the consumer is pro- 
|tected with insurance that the 
products he buys will last. 

Members of the institute’s board 
of trustees include Alfred J. Bohl- 
inger, former New York State su- 
perintendent of insurance, and 


itors Conference and the Newspa- 
per Color Conference. 

Copies of the brochure are being 
sent to teachers and students of ad- 
vertising and marketing in colleges 
throughout the country, newspaper 
publishers and to newspaper rep- 
resentatives, which will make 
them available to advertisers and 
agencies. Copies of the brochure 
are available from the AANR’s 
Chicago office at 360 N. Michigan 
Ave. for 50¢ a copy. 7 


NRDGA Surveys TV Ads 

The sales promotion division of 
the National Retail Dry Goods 
Assn. is launching a comprehen- 
sive and detailed survey of the use 
of television advertising by retail 
stores, according to Edward F. 
| Engle, manager of the division. 
The survey covers such subjects as 
|use of tv by retail stores, type of 
programs used, method of prepar- 
ing or sponsoring commercials, ob- 
| jectives and results and methods of 
| budgeting. Mr. Engle said this is 
|the first survey of the use of tv 


| Robert A. Einhorn and Robert Roy | by retailers since 1949. 
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“Like you advertising people say, I'm one of the half million 
who read only one newspaper, the Detroit#@Times 


* “I’m an insurance branch manager. I bought a house three 
years ago, out in the suburbs where I live with Mrs. G. and our 
three daughters. Three daughters are expensive. Especially the 
oldest one. She drives the suburban we bought last year. Great 
car for kids. We all like good things. And one of them you ought 
to know about. 


“We read only one newspaper, the evening DETROIT TIMES. 


“We figure it this way. The TIMEs gives us all the news. Local 
news is important in my business. Our oldest girl clips current 
events... Washington, London and Moscow. That’s her “A” sub- 
ject. My wife and I are Tiger rooters, so Joe Falls gets a double 
reading. 


“The girls keep up with Abigail Van Buren, she writes that 
Dear Abby, teen-age love stuff. (Their mother reads it, too, to 


sort of keep up with what’s going on.) Guess all of us read Vera 
Brown, our local Dorothy Kilgallen...her column is in the 
TIMES, too, and a lot of other famous columnists. 


“So, you see, we get a lot out of the TiMEs. It’s our kind of 
newspaper. We like it. 


“If you want to reach families like mine in Detroit (we read 
the advertising, too) remember, you can reach us through no 
other newspaper but the DETROIT TIMES.” 


One million families live in the Detroit retail trading area and 
their retail purchases amount to five billion dollars annually. 


By advertising in the DETROIT TIMEs you reach about half the 
families in the Detroit trading area, the heart of the Michigan 
market. 
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Denver's boom has made manufacturing Colorado's No. 1 


industry for the first time. 
A six-year study completed 


the Denver Chamber of Commerce revealed Monday that 


agriculture on & statewide basis in 1954, Total manufacturing 


that year was $471 million, compared with $3380 million in 
agricultural products. 


by the research division of 


agriculture—Colorado’s economic mainstay almost since pioneer 


days—has been relegated to second place by the new factories 


of the metropolitan area. 


The report said the manufacturing total in metropolitan 
Denver was $311,545,000 in 1956, up 70 pet. from the 1950 level. 


The plants of the Glenn L. Martin Co. and Ramo-Wooldridge 


now nearing completion will send the total skyrocketing Denver at the end of 1956 at 770,000—up 37 pct. from the 1950 
census total of 563,832. 


in 1957. 


Annex 


The huge Glenn L. Martin missile plant south- 
west of Denver will be further enlarged in 4 new 
$2 million building program this year, it was an- 


nounced Tuesday. 


Company officials said actual construction on 


facilities. 


The new program calls for | ° 
67,000 square-foot extension [0| 
the administration - engineering 


building. opened a few months 
ago, and a second-flpor addition 


af 12,000 square feet to the plant In Roster 
Of Industry 


A new engineering labora- 
tory, of prefabricated metal 


will be erected by the Sterling 
Co. of Denver. 

The administration - engineer- 
ing and cafeteria extensions will 
be built by George A. Fuller Co. 
All three are scheduled to be 
finished by mid-summer. 

Officials of the company said 
the expansion program will pro- 
vide permanent space for opera- 
tions now housed in interim 
facilities in Denver and Engle- 
wood. 

The company has been 
working since the first of the 
year on a $358 million gover™ 
ment contract for the design, 
fabrication and testing of an 
intercontinental ballistic mis- 
sile called the TITAN. 


Martin officials said Tuesday 


that their Denver division now 
in the owned 


employs 2.500 persons 


three new structures of the project 3s under way 


and will add 160,000 square fee 


t to still-building 


By LARRY INGRAM 
Denver Post Staff Writer 
The years have added) 

several ciphers to Gates’ 
Rubber Co. fortunes — | 


$1,000 investment in 1911,) J 


area alone may outstrip Colorado's farm output in 1957. 


aspects of Denver's business and population boom since 1950. 


No. 1 §$ 


Bank clearings of Denver's 
gained 58 pet. in the same perio 
from $5,972,010,341 in 1950. 


The uranium boom put Colc 
between 1950 and 1956, the re 


Actually, the report revealed, 


The report indicated that manufacturing in the Denver 


The six-year survey clearly underlined the sensational The state’s total mining © 
In 1956 it was up 380 pet. to ® 

The report also reflected? Cc 
poom. It listed gas production 
a gain of 700 pet. over 1950 cut) 


The Chamber report estimated the population of greater 


DEN 


____ The Voice of the 


Denver, Colo.—Climate Capita 


Le | ? ‘A 
; a 
ASAN ELE 


. 


more than $100 million in| % 


sales in 1956. 


Gates Rubber Co., whose 5.-| 


500 Denver workers make the 
firm one of the city’s largest s!n- 
gle employers, stands high on 
the nation’s roster of industry. 
It is the world’s largest maker 
of V-belts. the sixth largest 
among some 1,400 rubber manu- 
facturing companies and among 


the 200 largest industries of 


any kind. 

And, certainly, it is one of 
the largest corporations still 
exclusively by the 


Denver area and added that em- founding family. What's more, 


ployment is expe 
5,000 by 1958. 


acted to reach it doesn’t owe anybody @ cent. 


This remarkable record has 
been set in the lifetime of one 


of the organization, Charles C. 
sates SI. 
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STEELWORKER SALUTES FLAG ATOP MURCHISON TOWER 
Denver Post photographer David Mathias was hoisted 385 feet above 17th ' 
Sts. to get this shot of Steel Superintendent Jack Turnipseed after he erecte 
to officially “top off” the Murchison Tower building. Derrick lifted Mathias 
used to raise construction material. Turnipseed is on On |-beam atop 2% 


man, the founder and still head MURCHISON STEEL UP 
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up 152 pet. 


Oil production in 1956 was 58 million barrels, 


er’s 12 clearing house institutions 
from the 1950 level of 23 million barrels. 
as up 50 pet. in the 


period, up to $9 429,552,000 in 1956 
Retail trade in the Denver area W 
six-year period, with the 1956 total at $887 438,000. 
stay, reported & 


Colorado mining back on its feet 
Wholesale trade, another Denver main 
lume of $1, 756,390,000 in 1956. That 


, but still left it 


e report § 
mney maker. metropolitan area sales vo 
ng output in 1950 was $47,594,896. ce ersain of 1s pet. over coo 1080 sales Of & © ,480,000. 
Employment boomed with population and business during 
in contract con- 


the six-year period, with gains of 106 pet. 
struction jobs, 99 pet. in federal jobs and 33 pet. in manu- 


facturing. 


to a record of $228,220,000. 

»d> Colorado's oil and gas production 
tion in 1956 at 120 billion cubic feet, 
) output of 15 billion cubic feet. 


5 Cents, 4 Pages 


as Supp! 


By FRED BAKER 
Denver Post Staff Writer yet nage 
GS. — Colorado Interstate] .aia Thur — 


COLORADO SPRIN 
Gas Co. has made giant plans for 1957. Dr. Gunther was in Denver 
ding to W. E. Mueller, CIG| to speak to the Advertising 
Club at its Chamber of Com- 


The company, accor 
president, wants to 
1—Spend $87 million during | pressor stations will be boosted 
tlay for C@P- | py 28,980 horsepower- 
Colorado Interstat 
1 valuation of | .ompleted 4 modernization pro- 
pet. to more | gram at its east Denver control 
station which remains the heart 


natural ga |of the Denver distributing syS- 


merce luncheon. 
He said industry considers 
recently ey ange in selecting 
j—Availability of raw ma- 
terials, including fuel, power 


and water. 
2—Promixity to markets. 
nt 


mp 


increase physica 

the firm by 4 

than $206 million. 
e—Increase its 

sales for the ye 
lio 


in 


\pr d 
|nearly 1,08 
sion and gathering 
7th and Welton wp & present 2 
oy U.S. flog It would also increase delivery 

ias in @ cage | capacity of CIG's system to 1,110 
p 28th story. million cubic feet of gas daily— 
650 million for use in the Rocky 
Mountain Empire and 460 mil- 
lion for delivery to communities 
in the midwest. 


900 mi 


To Op 


Union Oil Co. of California will open its $5 mil- 
Valley, Colo., to a 


yu ft Colorado Interstate, whose 
major customer 1s the Public | lion shale oil plant near Grand 
rado, origi- | group of western governors and congressmen May 


Service Co. of Colo 


18, Governo 


roject 
e oil 


r MeNichols said Saturday. 
ia_ it will be 


swance given th 


CIRCULATION 
Evening, except Saturday 261,401 
Sunday. as 
ca oes « Oe 
Empire Magazine and Comics. 37 aa 


A.B.C. Publisher's Statement 
September 30, 1956 


Editor and Publisher: PALMER HOYT 


Represented N i y 

ationall b : 

y ¥ 
MOLONEY, REGAN & SCHMIT & INC 
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in Denver 


Denver, the Mile-High City, is reaching new 
heights these days. Better take a closer look—it 
might surprise you. 


Take population. It’s climbed nearly 80% since 
1946, against an increase of 19% for the country 
as a whole. Buying power is up 140%. Retail sales 
have risen 183% since World War II, compared 
to a total U. S. rise of 92%. 


Denver, manufacturing everything from ant de- 
terrents to auto tires, excels in production of 
food products, rubber, machinery and textiles. 
Industrial expansion, at a new high, includes the 
10 million dollar guided missile plant for Glenn 
L. Martin Company and the new Ramo- Wooldridge 
Corporation electronics research plant. 


Denver's skyline is expanding too. The 28-story 
Murchison Tower, slated for completion in 1958, 
will be the tallest building in Colorado. The 38- 
million dollar Court House Square project will 
include an 18-story hotel and a five-floor depart- 


ment store. 


if you want your share of the big boom in the 
Denver metropolitan area, PARADE and the Den- 
ver Rocky Mountain News will give it to you. 
Each Sunday they call on nearly half of all the 
homes, Each Monday they begin to move goods 
off dealers’ shelves all across town. 


PARADE... The Sunday Picture Magazine section of 
55 fine newspapers covering some 2600 markets... 
with more than 15 million readers every week. 
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Per cont of families reached:) 


LOOK.......8.3% 


The Sunday Picture Magazine §§ tos ota te work 01 40° 
os 


Parade 


okt ae ae 
ee oe 
mien tae ee ae 
wena He ae 
ik 2 eS 
ieee aoe 


Advertising Age, May 13, 1957 


Ads We Can Do Without... No. 13 


Fully Automatic 
=—Washer 


VACUUM 
CLEANERS “= — 


America’s Number 1 wash- 
er. MB price is so low the 
Mfgr. won't let us tell you 
the brand name. It begins 
with “N” 


Rog. $239.95 
No Money Down [: 


ONE OF THESE 3—GAFFERS & SATTLER—— 
WEDGEWOOD end O'KEEFE & MERRITT. 
Fomous Troditionel Quolity features SIGNAL 


CLOCK, full-size oven, $ ? 
Flavor-Seol broiler 

ond giont H- 10 MIL 

burners. 


NATIONALLY FAMOUS NEW 1957 DELUXE 


PORTABLE E TELEVISION 
ONE OF THESE 3 TOP BRANDS 
ORCA VICTOR ADMIRAL CGENERAL ELECTRIC 


New ovtomotc-built cents Full “Big-Picture” performance. So 
id can 


Your Old WA sit 
WORTH $80. see 


24” TABLE MODEL TV 
Mahogany Wood—Factory Fresh. Guaran- $ 88 
teed to Be Either Admiral, Ambassador or 


ilco. 
. $249.95 


COY CONUNDRUM—The Better Business Bureau of San Diego submits 
these as specimens of a kind of advertising it would be glad to do 
without. Apparently a rash of advertising, especially of appliances, 
has been appearing in that market with statements that “the man- 
ufacturer won’t let us mention this famous brand,” or a variation: 
“Guaranteed to be one of these three top brands,” without any clue 
as to which. The BBB calls this “a new bit of business buffoonery” 
and says it reduces the matter of brand identification “to the 


level of a goofy guessing game.” 


Six Agencies Get 
American Heritage 
‘Get Out Vote’ Honors 


New York, May 7—The Ameri- 
can Heritage Foundation has pre- 
sented awards to six advertising 
agencies for “outstanding public 
service in the 1956 non-partisan 
‘Register, Inform Yourself and 
Vote’ campaign.” 

The winners include Leo Bur- 
nett Co., for “the best creative 
work done by an advertising agen- 


cy”; Batten, Barton, Durstine & 


Osborn, for “enlisting the most ef- 
fective advertising support by 
clients”; Young & Rubicam, for the 
“most effective employe relations 
by an advertising agency,” and 
Kudner Agency, for its “leadership 
in obtaining the support of other 
advertising agencies throughout 
the nation.” 


® Special awards for “outstanding 
register and vote leadership” also 
went to Bozell & Jacobs and J. 
Walter Thompson Co. The founda- 
tion’s awards committee examined 
more than 7,000 entries before 
choosing the winners. . 
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' ‘ , ‘ 
' You might paint / ty 
‘ the kitchen a pretty / , 
‘ potter’s blue like the / ‘ ? 
. / / y 
ape steam ’ 


What would you do 
if you’d just read the May Ladies’ Home Journal? 


...or try your hand at the - 
‘ A peach Devonshire pie 

j 7 on page 98. eo” 

’ - 


-—eV5n-eneunwn = ew 


——_—_— 


...Or stage an anti-litter campaign along 
the lines of the article on page 39. 
* me 


~ =— 
—A fee se Fe be 


lt may be hard for you to visualize yourself in any of 
these situations. But it’s easy as pie — literally — 
for a woman! It’s as we’ve always said: men and 
women are different. Women have a world of their own — 
a wide and wonderful one, really different from yours! 


Because Ladies’ Home Journal understands this, and edits 
specifically to women, more women buy and read the Journal 


than any other magazine on earth. For the first four 
months of 1957, Journal circulation averaged 5,480,000 
(up nearly a half-million—an all-time high!). 
And the Journal continues to offer advertisers the biggest 
circulation bonus in its field — 500,000 to 750,000 per issue! 
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-..0r plan a motor trip 
to California—the 

% “How America Lives” family F od 
‘ on page 189 did. .? 


4 
‘ 
‘ 
’ 
) 
' 
’ 
5 
’ 
' 
‘ 
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...or why not see if you can make 
that chiffon dress on page 87? 


¢ 
Sega aan ee?” 


Women have a world of their own... 


and a magazine of theirown... 


JOURNAL 


A CURTIS PUBLICATION 


... the world’s largest women’s magazine 
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Service Shows Are 
Likely to Remain 
Adless, Says Waller 


Cuicaco, May 7—There is little 
hope that advertisers will warm up 
to public service radio programs 
as advertising vehicles in the fore- 
seeable future. 

This is the prediction of Judith 
Waller, NBC’s long-time central 
division public affairs and educa- 
tion director, who retired last week 
after 35 years in radio. 

While there is some evidence to 
the contrary, the general view, 
Miss Waller says, is that public 
affairs programs reach a minority 
audience where-| 
as advertisers| 
are obliged to 
seek out the ma- 
jority audiences. 

There just isn’t 
much likelihood 
that this situa-| 
tion is going to 
change in the) 
foreseeable fu- | 
ture, Miss Wal-| 
ler told Apver- | 
TISING AGE. 

| 


Judith Waller 


® The inroads tv has made in ra- | 
dio’s former domain have forced | 
a lot of radio stations into public | 
service-oriented programming, but | 
the pattern is by no means uni-| 
form, she says. Some radio sta- 
tions competing with tv are now | 
devoted almost entirely to news, | 
weather, music and spot announce- | 
ments, she points out, while oth- 
ers—in both big and small vege 
munities—report practically no 
basic programming changes on 
their stations during the past de- | 
cade. 

As for trends in today’s radio 
industry, Miss Waller believes they 
are very hard to predict, particu- 
larly in the present period of me- 
dia competition. 


s “Try to write a book about the 
radio business and you'll likely 
find the whole picture has changed 
by the time the first page proofs 
come back from the printer,” she 
quips. (Actually, Miss Waller has 
written a book, “Radio, The Fifth 
Estate,” which is widely used as 
a text and reference book.) 

Miss Waller’s retirement comes 
after 35 years in the radio busi- 
ness, during which time she has 
become known as one of the great 
ladies of radio. She has many times 
been honored, both by the radio 


civic organizations she has worked 
with in her public service activi- 
ties. 

NBC says of her: “Probably 
more than any other single per- 
son in broadcasting, Miss Waller 
has had a profound influence on 
the development of industrywide 
patterns in public service, educa- 
tional and cultural programming.” 

She is credited with pioneering 
the first college classroom lecture 


"7 to re cost of pack- 
4 Q° aging and mailing 
=~ will bring you a 


SVEREE SAMPLE 


CLIPPER 
ART SERVICE 


Single issues sell for $20.00. Your sample 
is a big value, on@ Wea sed can make 
you hundreds of dollers im extra returns. 
Now, the revised 1957 Clipper helps you 
design circulars. bulletins, catalog pages. 
cover pages, ads, posters. house organ 
pages. in fact. amy Bind of printing — in 
color, too. Sdores of Rew easier-to-use 
ideas with every issue, 

Published monthly. subscribers include 
firma fike)\Prudential Lifess1B.M.. Pontiac 
and many Others you kitow. Besides sam- 
ple. you Will get sémsationgl new trial 
offer. No ®bligation. No salegm Attach 
ane doli@r to letterhead and mail TODAY 
toWMyMl-Ad Services \Incy 102 Walnut St. 
Peoria, Ilinois. 


industry and by educational and | 


| broadcasts, the first musical ap- 
preciation programs, the still pop- | 
ular University of Chicago Round | 


Table program and with schedul- 
ing the first regular series of ma- 
jor league baseball and college 
football broadcasts. 


@ Miss Waller began her radio 
career as the first manager of 
WMAQ in 1922, when the then 
250-watt station was started by 
the Chicago Daily News. When 


she became public affairs and ed- 
ucation director of NBC’s central 
division, the post from which she 
is now retiring. 

Despite her retirement, Miss 
Waller intends to continue her 
affiliation with the radio industry. 
In May she will conduct a radio- 
| tv seminar at Michigan State Uni- 
versity, and will act as consultant 
for the university’s broadcasting 


activities. In June she will partici- 
|pate in the Purdue University TV 


months, will visit several other 
universities and educational or- 
ganizations. She also will be as- 
sociated with Northwestern Uni- 
versity during the 1957 fall term.e 


Two Join Mottl & Siteman 

Philip Wolf, formerly associated 
with MacManus, John & Adams in 
the production of tv commercials, 
has been named as radio-television 


|director of Mottl & Siteman Ad- 
\vertising Agency, 


Los Angeles. 
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| with Standard Broadcasting, oper- 
| ator of KPOP, Los Angeles, has 
| been named publicity-merchandis- 
ing director of the agency. 


WWL-TV to Join CBS-TV 

The New Orleans market will 
get another tv outlet when WWL- 
TV goes on the air August 1 as a 
primary affiliate of CBS-TV. Cur- 
rently ABC-TV, CBS-TV and 
NBC-TV all share WDSU-TV in 
New Orleans, with NBC-TV hold- 


NBC bought the station in 1931 | Workshop and, during the summer ;}Helen Allen Atkinson, formerly! ing the primary contract. 
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McGraw-Hill Boosts Janney 


manager of the New England dis- | 
trict of McGraw-Hill Publishing | 
Co., a new position resulting from 
the creation of the New England 
district. Mr. Janney joined Mc- 
Graw-Hill as manager of the com- 
pany’s Boston office in 1947. 


Corp., New York. 


Kushell to Premier Autoware 


Premier Autoware Co., Cleveland,! per outlets to 48. 


|distributor of automotive and 
Richard W. Janney has been| heavy duty equipment replacement | 


appointed regional vp and district | parts and fasteners, as director of| Advertisers Spent 
sales promotion and advertising. 


He formerly was advertising man- $44,500,000 in TV 


ager of Jacques Kreisler 


Metro Adds ‘Tucson Star’ 

The Tucson Star and Citizen will | ; ; 
join the Metro Sunday Comics | $44,500,000 of their profits back | institutional advertisers mentioned 
Network on July 1. The addition | into network tv over the past five | by Mr. Jones, with an appropria- Of 
| Murray G. Kushell has joined| will bring Metro’s list of newspa- | years to educate the public on the | tion of more than $7,000,000 in net- | 1956, that corporation’s tv budget 


Big Institutional 


ing appropriation was revealed by 
| Merle S. Jones, president of CBS 
Television, to the Pittsburgh chap- 
‘ter of the National Industrial Ad- 
vertisers Assn. 

PirtsBuRGH, May 7—Mammoth| The five-year figure excluded 
corporations in the chemical, util-| institutional advertising through 
ity, steel, aluminum and building | manufacturer-dealer tie-in. 
materials industries have pushed | 


Mfg. 
| 


soundness of their products. | work tv over the five-year period. 


to match media to markets 


How often, in buying business paper space, 
have you wished for some method of matching 
circulation to your market? 


... Or a simplified, fast way of finding out 
what proportion of the worthwhile establish- 
ments and buying power you were reaching 
with a publication? 

One advertiser calls it, ‘“‘Taking the hocus- 
pocus out of circulation”. 


You can do it with S.1.C.—combined with 
the Penton Census. Reporting on the Standard 
Industrial Classification basis is distinctly a 
PENTON development—and a vital part of 
the Census Operation. 


Take STEEL Magazine, for instance. When 
you look at the circulation analysis, you'll see 
how we've already matched circulation to the 
market for you. To help you quickly find out 
how we stack up, you can run your eye down 
the plant counts, and compare the coverage 
figures for every product category. You can 
readily see what proportion of the worthwhile 
establishments you're reaching. 

You'll find similar information available on 
each Penton publication, to aid you in Media 
Selection. 


This method of matching media to the market 
is made possible through the use of S.1.C. and 
the Penton Census. It’s just one of the advan- 
tages of doing business with Penton. 


mr eM. 1 Om 


Publishin 


PENTON BUILDING « CLEVELAND 13, OHIO 


g Company 
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This vast institutional advertis-Others in the high bracket were, 


Aluminum Co. of America, $6,250,- 
000; U.S. Steel Corp., $6,000,000; 
Dow Chemical, $5,500,000, and E. 
I. du Pont de Nemours & Co., more 
|than $3,500,000. 

s Mr. Jones pointed out that the 
only major company in the group 


Reynolds Metals Co. topped the| which was active in television in 


1/1952 was Johns-Manville Corp., 
| with an investment of $283,000. In 


had risen to nearly $750,000. . 


‘AOPA Pilot’ to Bow 

A new national monthly aviation 
magazine will be published by Air- 
craft Owners & Pilots Assn., Wash- 
ington, starting in March, 1958. The 
publication, devoted exclusively to 
civil pilots and aircraft owners, 
will be known as AOPA Pilot and 
will be sent to each AOPA member 
monthly. The new publication will 
replace Flying as the official AOPA 
magazine. 


ee 
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The Surefire Method 
of Boosting Sales... 


...in this rich Oregon mar- 
ket. KVAL-TV, Eugene, and 
KPIC-TV, Roseburg, give you 
the one combination that 
brings you complete cover- 
age of the Pacific North- 
west's 5th largest market... 
reaching 163,600 families 
with spendable income of 
$776 million! A great sales 
potential, just waiting for 
you! 

Contact your Hollingberry 
man, or Moore and Lund 
(Seattle-Portland). 
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Milk Assn. Buys 4 Supplements |scheduie to include American 
The Evaporated Milk Assn., Chi- |Weekly, Family Weekly, Parade 
cago, has changed its advertising |and This Week Magazine for page 


You See What's Happening At A Glance! 


%e BOARDMASTER Visual Control 
Saves You Time, Money. 


¥%& Gives Graphic Picture of Your 
Operations. Stops mixups. 


%& Simple to Operate. Write on 
Cards, Snaps in Grooves. 


%& Ideal for Sales, Production, 
Inventory, Scheduling, Etc. 


%& Made of Metal. Compact and 
attractive. Over 150,000 in Use. 
Full price $49.50 with cards 
24-page Illustrated 

FREE | 800Kier no. v-500 
Without Obligation 

Write or Cali Wisconsin 1-8444 

55 West 42nd St., New York 36, N. Y. 


GRAPHIC SYST 


ads in October and November. 
Funds collected by the group for 
American Dairy Assn. will be used 
by the ADA for the evaporated 
milk ads. The ads will stress the 
use of evaporated milk in cooking. 
Two ads already approved feature 
meat loaf and an orange glazed 
pumpkin pie. Tentative plans for 
1958 call for a continuation of the 
Sunday supplement ads plus a 


dens. 


BofA Reelects Jones, Weil 
Richard L. Jones Jr., president of 
Newspaper Printing Corp. (Tulsa 
Tribune and Tulsa World), has 
been reelected board chairman of 
the Bureau of Advertising, Amer- 
jican Newspaper Publishers Assn. 
|Louis A. Weil Jr., publisher of 
Federated Publications Inc., Grand 
Rapids, Mich., was reelected vice- 


|| chairman. 


gatefold in Better Homes & Gar- | 


Coming 
Conventions 


*Indicates first listing in this column. 

May 12-15. National Newspaper Promo- 
tion Assn., Jung Hotel, New Orleans. 

May 15. Fourth annual Student Market 
Clinic, sponsored by the Student Market- 
| ing Institute, Hotel Roosevelt, New York. 
| May 16. Fourth annual advertising con- 
| ference, University of Michigan, Ann 


Arbor. 
May 16-18. Southwestern Assn. of Ad- 
vertising Agencies, Galveston, Tex. 

May 20-21. Chicago Tribune's 8th annual 
Forum on Distribution and Advertising, 
j}audience studio, Station WGN, Tribune 
| Square. 
| May 26-29. Associated Business Publi- 
cations, annual spring conference, The 
Homestead, Hot Springs, Va. 

*May 27-29. Fourth annual National 
| Trades Aids Show, Hotel Statler, New 
ork. 

May 29-30. North Carolina Assn. of 
Broadcasters, spring convention, Grove 
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Anniversaries are real nice occasions for 
the folks who are having them—but let’s 
face it, not many others are really 
interested. 


Folks don’t listen to a radio station just 
because it’s 35 years old. They listen 
because, day after day after day, it 
brings them what they want to hear 
most. And WJR does that! This was 
proved by a survey made by Alfred 
Politz, Inc., which shows that 41% of 
the adult listeners in the Detroit-Great 
Lakes area claim WJR as “their’’ radio 
station. Remember, this is in an area 


The Great Voice of 


WJ 


50,000 Watts 


Who cares 7? 


where 196 other stations can 


WJR’s advertisers don’t use 


be heard! 
WJR just 


because it’s 35 years old. No sir! They’re 
more interested in the fact that in the 
age groups that control 80% of the 
buying power, WJR reaches more people 
than the next six Detroit stations 


combined. 


If you have a product that you'd like to 
put across in the rich Detroit-Great 
Lakes market . . . what you want to 
know is what WJR can do for you. And 


the man to call is your Henry 
representative—he’s got all 


the Great Lakes 


My Detroit 


CBS Radio Network 


35 years of service 


I. Christal 
the facts. 


pdans 


NS 


4) 


Drive carefully and you'll 
enjoy more anniversaries 


Advertising Age, May 13, 1957 


Park Inn, Asheville. 
June 5-7. National Sales Executives, 
22nd annual international distribution 
congress, Biltmore Hotel, Los Angeles. 
June 6-11. National Advertising Agency 
Network, 1 t conference, 
Sun Valley, Ida. 
June 8. Advertising Federation of Amer- 
ica, Fourth District, Hotel Fontainebleau, 
Miami Beach. 
June 9-12. National Industrial Advertis- 
ers Assn., 35th annual conference, Wal- 
dorf-Astoria, New York. 
June 9-13. Advertising Federation of 
America, 53rd annual convention, Hotel 
Fontainebleau, Miami Beach. 
June 10-11. Outdoor Advertising Assn. 
of America, 5th painted display confer- 
ence, Hotel Sherman, Chicago. 
June 16-18. New England Newspapers 
Advertising Executive, summer meeting, 
Chatham Bars Inn, Chatham on Cape Cod, 


Mass. 

June 16-19. Poster Advertising Assn. of 
Canada, Sheraton-Brock Hotel, Niagara 
Falls, Ont. 
June 16-19. Newspaper Advertising Ex- 
ecutives Assn., Grant Hotel, Mackinac Is- 
land, Mich. 
June 19-21. American Marketing Assn., 
national convention, Hotel Statler, De- 
troit. 
June 19-22. Trans-America Advertising 
Agency Network, annual convention, San 
Diego, Cal. 
*June 21. Illinois Daily Newspaper 
Markets, annual meeting, Pere Marquette 
Hotel, Peoria. 
June 24-28. Advertising Assn. of the 
West, 54th annual convention, Hawaiian 
Village, Honolulu. 
June 28-30. Northwest Daily Press Assn., 
summer meeting, Madden Lodge, Gull 
Lake, Brainerd, Minn. 
July 1-5. First Advertising Agency 
Group, annval conference, Hotel Plaza, 
San Francisco. 
July 4-7. National Assn. of Advertising 
Distributors, The Greenbrier, White Sul- 
phur Springs, W. Va 
Aug. 15-16. Second annual circulation 
seminar for business papers, Edgewater 
Beach Hotel, Chicago. 
Aug. 28-31. Affiliated Advertising Agen- 
cies Network, annual meeting, Jackson, 
Miss. 
Sept. 7-10. Mail Advertising Service 
Assn. International, Sheraton Park Hotel, 
Washington, D. C. 
Sept. 10-13. Direct Mail Advertising 
Assn., 40th annual convention, Sheraton 
Park Hotel, Washington, D.C. 

Oct. 14-15. Agricultural Publishers Assn. 
annual convention, Chicago Athletic Assn. 

Oct. 21-22. Boston Conference on Distri- 
bution, Hotel Statler, Boston. 

Oct. 28-31. National Industrial Packag- 
ing & Handling Exposition, Convention 
Hall, Atlantic City. 

Nov. 10-14. Outdoor Advertising Assn. 
of America, 60th annual convention, Jung 
Hotel, New Orleans. 

Nov. 14. Advertising Research Founda- 
tion, third annual conference, Hotel Plaza, 
New York. 


Mrs. Grass Offers Premium 

I. J. Grass Noodle Co., Chicago, 
is offering a plastic bottle cap 
opener free with each twin pack of 
Mrs. Grass’ soup mixes—chick- 
en-y noodle soup and vegetable 
noodle soup. Dealer aids to pro- 
mote the offer have been made 
available. Arthur Meyerhoff & 
Co., Chicago, is the agency. 


PRODUCTS FOR YOUR 
TV AND ART DEPT. 


“STORYBOARD” PAD 


The pod that hos big 5 x 7 
video panels thet enable 
you to moke mon-sized TV 
visuals. Perforated video 
and audio segments on groy 
background. 
No. 72C—Pad Size 14x17” 

(50 Sheets—4 Segments on Sheet) 


No. 72 E—Pocket Size 6% x 84” 
(50 Sheets——! Segment on Sheet) 


Tomkins TELEPAD 


Most popular TV visual pod 
with 2%:"4" video and 
audio panels on gray bock- 
ground. Each panel perfo- 
rated 


No. 72A—19 x 24” 
(50 Sheets—1!2 panels on Sheet) 
No. 72B—Pocket Size 8 x 18” 
(75 Sheets—4 ponels on Sheet) 


VIDEO PAPER 


Sensational new paper for 
TV artists. Mokes an ordin- 
ary pencil tine vivid and 
colors just pop! Write for 
sample. 

FREE SAMPLES 

FOR THE ASKING! 
Write on your letterhead for 
200-page catalog of art sup- 
plies “An Encyclopedia of 
Artists Materials’’. 


ARTHUR BROWN & BRO. » 


2 West 46th St., New York 36, 
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Age: nine 


Eyes: brown 
Hair: blond 
Diagnosis: 

ung pathologically 


aggressive 


His name is Larry, and he needs help. He plays too violently. He fights too furiously. 

He flies into rages too easily, too often. He’s one of America’s half million emotionally-disturbed 
children. In the current Look, you learn their problems . . . share their torments . . . as you 

meet Larry and other patients in the world’s first hospital for Children in Search of Sanity. 


g Here’s another eye-opening Look picture-story that’s all the more powerful because 
| it's about people. For whether the subject is health or education, science or politics, 
LOOK puts the emphasis where it belongs—on the men, women and children involved. 
| This dynamic appeal to people through people helps explain why LOOK attracts 
¢ one of the largest magazine audiences ever assembled . . . why, since 1946, LooK has gained 
= circulation and advertising revenue faster than any other major magazine . . . why LOOK is Rs 


such a big, convincing salesman for the products and services of American industry. 


LOOK the exciting story of people 
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You can get Valuable 


GET UP CLUB ORDERS | 


FREE 
Premiums Free, 


2 Oo OFLE FOOT Mascke O8ORAS SavER FEReUS 


HUNTING KNIVES FREE. 


$5.00 — tea Quart Club Order. 
FREE—Onw Rete pint ete aoa 
for binds with metal 

$10.00 — twenty Quart Club Order. 


FREE — ome &% inch Dinde Nigdly polshed Potent loeb 


HOPKINS 
A 
ALLEN 
REVOLVER 
pene ae Forty Quart Club Order. 


rt Aye § shot ‘The very high 
me 


can Gb Gan GARE GP GUERD Gah UND GOED @ VEE CLUR. 


Thus is an 
having ample capacity. bt is wulliciemtty roomy 
for holding ait books and menies an agent may | ww. 
have on hand eo | 
more room tor money. papers ee than « really 
Ee speew 


To Express Agents. 


Elegant Roll Top Desk 


Absiely FREE 


OROER BY MAIL FROM 


500-502 Main *. 
aud rbhen te high: 


rr 
. |Given for the 


Seleos « ¢ 
$0 


“|! rear old 
4 WOODLAND 


2:8 7 
QeSTINA TION ; t 


Raed 


a ee. 


FINE SAFE... 


12 year old 
WOODLAND. 


crcetient sabe for Express Agent 


So & Oeseription of to © o 
~~ - ~ 


oly oo receipt of your order the Premium will be sent you w separate package All Charges Prepaid. 


HARPER'S WEEKLY 


THERE ARE WHISKIES AND WHISKIES, 


\2r™ BUT NONE SO GOOD AS OURS. 
su 


OLD = 
is = DEARBOR 


HARPER'S WEEKLY 


== RYE 


Write fe pana wr. Pp P. squiss & co. 
ET —— ~ ren tad 


ANTI-GRIP WHISKEY! 


—— have received « crest macy inquires for eunsanell 


Rye Whistey Wo be usd for Coes 
be-Grippe 


This article goes through « boiling process, 


results 
price of th 


T . » Anti Grippe @hieke 
Grippe Retief: 
hottie of t 


LeGrippe ors bed « oid. 


MADE AND SLD 
OnLy ev 


and what © called 


After a great capense ee ere enabled to place on (he market « 
scentibically prepared article cootamag only Ous Very Old 
Pore White Oak Rye. Pure Roe Candy and Giywerine 


thes getteg 


together (bese three parts 0 « manner producing the wery | rst 


whet we call 


«har "per gales, $1 Os tt Try ove 
m yout aexi order if you are affected with 


WHITE OAK DISTILLERY Co. 


The Little Brown rug 
Rye or Bourbon 


$3.20 
Silk Hat Rye Whiskey 
Silk Hat Cocktails 


iat 
f S320 fee 


OUR GUARANTEE: | Hf the gout 


are 
ay retarn them 


Ginseng Taine mp 


St. Louis, Mo. 


arriRe 


WE GUARANTEE Ot Ont cen © ernst ee Ca 


Siu Ai nl your 


Neen . 
EXPRESS CHARGES PAID TO 
* 


«Vie 


Ale 


Wame 
Post Whe Mbress 


kas 
= just WHAT EVERY _EXPRESS AGENT “WANTS. 2 #2 


CRIGLER a CRIGLER.. + DISTILLERS, « COVINGTON, KY 


HOES. ER ae 


cad ar w apaatly 


Ay enclasing 
Hive Dollars BECO) - 
vi ts Ciapliifioatie 62h ell 
god fer fear th pullguard tM ¥ 
Old LV. Harper 
ee... <me 


Candfather used” 


HARPER buss boon on the market te Si years amd has 


maw eaten sively 


long crposed the reputation of bevry thee mast 
Anown umd sold high grade wheshery 111 the Umitrit Stutes 


Old Doge C 


ove. Cink 


PURE WHISKEY) 


DIRECT FROM DISTILLER 
TO CONSUMER. 


FOUR FULL QUARTS, 


EXPRESS CHARGES PREPAID, 


For $3.20. 


+~ per bon full tors bottles of Hayner re — Vear- 
dows 


THE HAYNER DISTILLING COo., 
607.613 W. Sth St, Dayton, O. 


= for Aris. Colo. Cal. 4 
‘eb ws yo. must call for Mquarts, by freight. prepaid 


abo, Mont. New NW Mee 


ERSTWHILE ADMANSHIP—Premiums, price and candidness were de rigeur in whisky ads History. In addition to print ads, window signs, business cards and mail order forms, 


of half century ago, as indicated by these gems from the Barton Museum of Whisky 


Oldtime Whisky Ads Were Candid, 
Gimmicky, Barton Exhibit Shows 


By John Lynch 

Cuicaco, May 7—‘“Pure whis- 
ky, four full quarts for $3.20, di- 
rect from distiller to consumer, ex- 
press charges prepaid ... All goods | 
packed in plain boxes without 
marks to indicate contents...We 
cut out the middle man’s profit 
and his tendency to adultera- 
tion...a 12-gauge shotgun free 
with each 80-qt. order.” 

Such was the tone of whisky ad- 
vertising 50 and 60 years ago, 
bygone times when consumers 
were really consumers, and gentle- 
men of distinction were unheard 
of, when the mail order whisky 
business was all very legal and the 
middle man was viewed by dis- 
tillers as something less than an 
integral part of the marketing 
program. 

Reflections of this era of the} 
whisky business and its advertis- 
ing can now be seen at the Barton 
Museum of Whisky History, which 
was dedicated April 22 in Bards- 
town, Ky. Oscar Getz, president of 
Barton Distilling Co., Bardstown, 
has set up the museum as a gift to 
the industry and to the public. 
Dedication of the museum coin- 


|cided with the pouring of Barton’s 
oor barrel of whisky. 


The museum, housed in Kendall 
House, Bardstown, contains some 
8,000 items—old bottles, glasses, 
| documents, advertisements, prints 
/and clippings collected from all 
|parts of the country by Mr. Getz. 
Lester Bridaham, director of the 
Chicago Historical Society Muse- 
um, is exhibit consultant of the 
whisky museum in addition to his 


in | duties in Chicago. All segments of 


| the whisky industry have been in- 
vited to contribute memorabilia to 
the museum. 


® Premium offers were fairly 
standard in whisky ads around the 
turn of the century, judging from 
the Getz ad collection. Old Lenark 
| whisky, produced by York Distill- 
ing Co., Newport, Ky., offered 
some choice premiums—a 12-gauge 
shotgun free with each 80-qt. 
“club” order, a five-shot revolver 
lwith each 40-qt. “club” order 
and some fancy deer-foot-handle 
knives for 10- and 20-qt. orders of 
Old Lenark. 

For those who couldn’t be lured 


by the frivolity of “club” activities 


there was an “elegant 
desk absolutely free to express 
agents” for the sale of 50 gals. of 
12-year-old Woodland whisky put 
out by Crigler & Crigler, distillers, 
Covington, Ky. The bottom part of 
the ad also offered a 500-lb. safe 
free for the sale of 35 gals. of 
Woodland. “This is an excellent 
safe for express agents, having 
ample capacity,” the ad observes. 
Then, of course, there was the 
plus attraction to whisky that was 
advertised. White Oak Distillery 
Co. used to run ads around 1890 
offering “Anti-Grip Whisky .. 
be used for colds and what is 
called La-Grippe. Try one bottle 
of this relief in your next order,” 
the ad invited, “if you are affected 
with La-Grippe or a bad cold.” 


® For the unsociable sort who 
didn’t like to share his bottle, Hay- 
ner Distilling Co., Dayton, offered 
an elaborate glass decanter with a 
combination lock stopper as an 
“absolute safeguard against chil- 
dren, servants or others tampering 
with your whisky.” The decanter 
with anti-free-load attachment 
came free with each $1.30 quart of 
Hayner’s W. S. K. whisky. 

The whisky industry annals, as 
reflected by the Getz collection, 
duly noted, too, that the middle 
man was not always the all-im- 
portant fellow he now is—at least 
so far as Ginseng Distilling Co., St. 


| 


o | Liquor 


roll-top | Louis, was concerned. Some time 


around World War I, Ginseng ran 
an ad in Harper’s Weekly offering 
Silk Hat whisky and Silk Hat pre- 
mixed cocktails direct to the con- 
sumer. “We cut out the middle 
man’s profit and his tendency to 
adulteration and give you abso- 
lutely pure and guaranteed value,” 
the ads said. 

At least one manufacturer, 
Thomas & Son, Louisville, tried the 
candid “get it now before it’s all 
gone” approach in a handbill it 
had passed around in the 1880s. 
stocks “at home and 
abroad” for 1880, 1881 and 1882 


|totaled 22,228 bbls., the ad said, 


and for 1883 through 1887 the 
stock totaled 30,332 bbls. This, the 
ad reasoned, totaled 52,540 bbls. 
and there was “not enough aged 
whisky in existence to supply one 
single drink to each person in the 
U. S. Look Out!” 

Thomas & Son’s admen, or their 
printer, may already have taken 
notice and stocked up—the addi- 
tion printed in their ad was inac- 
curate by 20 bbls. 


s The general appearance of most 
of the ads in the Getz collection 
are typical for the period—a wide 
range of type sizes, drawings of 
distilling plants and generous use 
of the national flag, Uncle Sam 
and the U. S. shield emblem. 
Definitely atypical, though, was 


the collection includes distilling licenses issued to G. Washington and A. Lincoln. 


a Sunny Brook b&w page ad in the 
December, 1906, Sis Hopkins’ Own 
Book & Magazine of Fun (Judge 
Co., publisher). In addition to the 
fashionable flag border and shields, 
the ad carried a drawing of the 
national capital building, in Wash- 
ington, D. C. Blazoned across the 
top of the ad was this fetching 
head: “Penalty $1,000.” The copy 
went on to say that the U. S. gov- 
ernment took a stern view of 
those who failed to destroy the 
bottle’s government seal. 
Unintimidated stalwarts who 
managed to get through this har- 
rowing first half of the ad then 
came to the second half, which was 
for bonded Sunny Brook, “the only 
whisky awarded the grand prize 
and gold medal at the St. Louis 
World’s Fair.” . 


Willard Advances Garvin 

J. P. Garvin has been appointed 
sales promotion manager of Wil- 
lard Storage Battery Co., Cleve- 
land, a division of Electric Storage 
Battery Co. He formerly was a 
zone sales manager for the com- 
pany. 


O’Grady, Payne Open Studio 

Jack W. O’Grady and Frank 
Payne have resigned from Feld- 
kamp & Malloy, Chicago art stu- 
dio, to open their own advertising 
art studio at 360 N. Michigan Ave., 
Chicago. 
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for action in this advertising age.. 


Radio-TYVY Media Turn to Ad Age! 


164 pages more than the next trade press publication . . . 
Advertising Age | 426,034 ] 
almost 2/3 of all the linage placed in the advertising trade press by . 
radio and tv advertisers during 1956... . proof of action 
2nd Publication Fy 38,150 
expected and received from the pages of Advertising Age. 
3rd Publication 58.310 
This fast-moving facet of the ten billion R 6, 
dollar ad business prefers 2 to 1 the important reader and advertising 4th Poblication | __]113,960 
action they get every Monday from the 141,000 important 
readers of Advertising Age. Sth Publication [| 27,972 
If you have time to waste, we can’t help you... 


: ; ? Radio and TV Linage 
If you have time to sell, call our representative—now! In the Advertising Press, 1956 
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DID | TELL YOU ABOUT THE 
2 UNIVERSITIES in BLOOMINGTON - NORMAL, ILL.? 


We talked about the Pantagraph’s 99% city-zone coverage, 
plus 24,164 subscriber families in 85 other communities, our 
standing as Illinois’ 5th Largest Newspaper | Retail Market. 
But did I mention the young, active, “extra” market of 
over 4400 students attending Illinois Wesleyan and 
Illinois State Normal? I should have—it’s a market 
most newspapers are unable to offer! 
it all adds up to: 


@ 38,586 total circulation; includes 94% coverage of 
Standard Metropolitan County Area (McLean) 


@ $147 Million subscriber Retail purchases 
@ $31 Million subscriber Food purchases 


GREAT MINDS—Decisions to double up on the hound- were made independently in Atlanta and Chicago, 
dog appeal by putting these posters side-by-side says General Outdoor Advertising Co. 


Two Join Alfred Politz visor of marketing research of 
ue pe J. Mann Jr. and Seam |Peneeed Pacific Electric Co., New- PR Complements Ads, 


THE Daily Pantagraph Yes; we now accept =d | -|dore A. Minde have joined the | ark. Mr. Minde previously was| Helps Understanding, 


BLOOMINGTON-NORMAL, ILL. aed research staff of Alfred Politz Re-| technical director of Nowland & | 
127 Mi. S. W. Chicago—157 N. E. of St. Louis @) oO “< search, New York. Mr. Mann for-|Co., Greenwich, Conn., marketing | Schram Tells Admen 
Represented by Gilman, Nicoll & Ruthman pom 8 eee a merly was assistant to the super- research company. 


Sr. Louis, May 7—The role of 
public relations as an “indispen- 
sable sales tool in any good adver- 
tising, merchandising or sales pro- 
gram” was described last week by 
Bernard K. Schram, president, 
Schram, Reiner, Olson Inc., public 
relations counsel, at a luncheon 
meeting of the St. Louis Advertis- 
ing Club. 

“It is not a question of public re- 
lations versus advertising,” Mr. 
Schram declared. “Public relations 
and advertising are Siamese twins 
of communication. They should be 
joined at the side so they are both 
facing the same direction and co- 
ordinating their efforts to improve 
both sales and attitudes for the 
client. 

“Good public relations predis- 
poses the audience for the adver- 
tising-sales message and promotes 
greater impact and action for ad- 
vertising. Sales are made in the 
minds of people and people are the 
basic medium of public relations. 
In fact, you might define public 
relations as the merchandising of 
people.” 


| 


® The public relations counselor 
said that the old definition of pub- 
lic relations as “the engineering of 
consent is out-moded and insult- 
ing.” He said a more fitting defini- 
tion is “coordination of under- 
standing in which public relations 
seeks to sell the company point of 
view to the public and at the same 
time seeks to sell the public point 
of view to the company.” 

Mr. Schram also dispelled “the 
myth of public relations people as 
influence peddlers who can get 
publicity because they are friends 
of media people. 
| “Modern public relations is 90% 
know-how and less than 10% 


3 a * ; |know-who,” he asserted. Saying 
i Brot" : | that pr people are the “unofficial 

: a, ‘reporters of the nation” since no 

2 metropolitan newspaper can pos- 

: |sibly cover every single news 

; e jevent in a city, Mr. Schram re- 
a “We | ported that a recent survey of 


|New York newspapers showed 
| that 40 to 65% of their contents 


: ‘4 es al : : | was based on data origi - 
: Never before Pes such a high volume of tyra = | sued in aia ao” 
(manufacturers') advertising been placed in daily 
newspapers. 1956 showed a gain of 14.6% in dollar Donahoe Joins Universal Oil 


second | Edward J. Donahoe has joined 

volume over the previous poe This is the | the public relations staff of Uni- 

greatest gain in dollar volume in any period in the history versal Oil Products Co., Des 
— ; ; ; : Plaines, Ill., where he will be re- 
| sponsible for handling the com- 
pany’s advertising. He formerly 
was advertising manager of Amer- 
ican Lumber & Treating Co., af- 
filiate of Chicago Bridge & Iron Co. 


SALISBURY 


| NORTH CAROLINA x 


Let us 
. es | Your test advertising iT. rove its effec- 
A Ey | tiveness in the ONE MARKET in North 


| Cavetina served by one NEWSPAPER. 
Generous Merchandising Service 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in cll principal advertising centers 


Mae eas 


CANADIAN Dally NEWSPAPER PUBLISHERS ASSOCIATION 
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Advertising Age, May 13, 1957 


Nielsen Radio 


Two Weeks Ending April 6, 1957 


Copyright by A. C. Nielsen Co. 
Nielsen Total Audiencet 


Current 
Rank Program 

EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) 
Jack Benny (Lucky Strike, CBS) 
Gunsmoke (Liggett & Myers, Sun., 6:30 p.m., CBS) 
Our Miss Brooks (Carter, CBS) 
Our Miss Brooks (Lorillard, CBS) 


owa en 


Mitch Miller (Pharmacroft, 8:10 p.m., CBS) 
Academy Awards (Oldsmobile, NBC) 
Mitch Miller (Pharmacraft, 8:20 p.m., CBS) 
50th Anniversary Musical (NBC) 
Sports (Sun., 8:45 p.m., CBS) ........0.000. : 


Swan 


Gunsmoke (Liggett & Myers, Sun., 6:45 p.m., CBS) ............. 


‘Get Beer Into 
Mom's Grocery 
List, Selzer Urges 


Los ANGELES, May 7—Beer will 


have to win the status of a regu- 
lar item on food store shopping 
(525) | tists if brewers are ever to enjoy 
1,670 | sales gains proportionate to the 
1,383 current business boom. 

1,336 | This advice was proffered to 
1249 | beer wholesalers here today by 
1.193 | Fred C. Selzer Jr., market re- 
. \search development manager of 
l\the Los Angeles Times. He spoke 
|before the western regional con- 
, vention of the National Beer 
Wholesalers’ Assn. of America. 
Evidence of beer’s failure to win 


Homes* 


EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) 
1 Lowell Thomas (Delco Batteries, CBS) 
2 News of the World (Miles Labs., NBC) 
3 One Man’s Family (Participating, NBC) 


a regular place on shopping lists, 
(668) he said, is the fact that while 
1,288 | more than 60% of American fam- 


WEEKDAY (AVERAGE FOR ALL PROGRAMS) 


Ma Perkins (Lipton, second half, Mon.-Fri., secord week, CBS) 
Ma Perkins (Scott, second half, Tues. & Wed. first week, CBS 
Arthur Godfrey (Chun King, first half, 10 a.m., Tues., second week, CBS) 


Ma Perkins (Lever, first half, Mon.-Fri., CBS) 


1 

2 

3 

4 Young Dr. Malone (Lever, second half Mon.-Fri., CBS) 
5 

6 House Party (Simoniz, 3:15 p.m., Wed., CBS) 

7 


Arthur Godfrey (International Minerals & Chemicals, 10:15 a.m., 


9 Nora Drake (Scott, second half Tues. & Thurs., CBS) 


10 House Party (Stoley, 3:15 p.m., Tues., CBS) 0.........ccccccccceeseees 


at any given time. 

“Advertisers must realize,” Mr. 
Selzer asserted, “that more than 
ever before beer is competing not 
only against other alcohol bever- 
ages, but against all kinds of bev- 
erages and even against all food 
products for a share of the home-| 
maker’s dollar.” 


1,765 
1,670 


@® Beer advertising has failed to 


|petitors in three specific areas, he | 


| 


DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) 


1 Woolworth Hour (F. W. Woolworth Co., CBS) ........0....0000... 


2 Robert Trovt-News (Chevrolet, CBS) 
3 Johnny Dollar (Lorillard, CBS) 


pevveccconnbsnidiaal 1,193 


sandilnntecereesmaioe 1 


noted. First, he said, beer is far | 
| ceatiitialbnadl by the advertising | 
(429) | of other home-consumed bever-| 
™ \ages. Second, beer ads in news-| 
1,145 | ‘ ; , 

papers have appeared erratically, 
002 | while competitors have been more | 


DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) 

1 Gunsmoke (Liggett & Myers, 12:30 p.m., CBS) 
2 Gunsmoke (Liggett & Myers, 12:45 p.m., CBS) .... 
3 Sports (12:55 p.m., ABC) 


* Number of Homes reached is based on 47,700,000, the estimated March 1, 1957 total 


U.S. radio homes. 


f Homes reached during all or any part of the program, except for homes listening 
only one to five minutes. For a program of less than 10-minute duration, homes listening 


or less consistent. Third, he said, | 

(620) | individual beer brands have been 
1,574| the most inconsistent in newspa- 
1479 | per use—‘“a big splash here and 
1,288 | there, followed by long periods of 
little or no exposure to readers.”’| 
These failures, he said, have 
contributed to the “rolling adjust- 


lilies consume beer, only half of | 
these—30%—have beer on hand | 


keep pace with its food store com-| paper first available to civilization? 


ment” that the beer industry has | 


one minute or more are included. 


> 


Ketchum, MacLeod Names Nine 
to Pittsburgh. New York Stafts 

Ketchum, MacLeod & Grove has 
appointed seven persons to its 
Pittsburgh staff. They are Richard 
B. Ulrich, formerly with Buchen 
Co., William E. Sprague, previous- 
ly with Gerst, Sylvester & Walsh, 
and Robert E. Walsh Jr., formerly 
with Paris & Peart, account execu- 
tives; Charles E. Van Voorhis, for- 


merly an account supervisor with 
McCann-Erickson, account super- 
visor; James W. McFarland, for- 
merly with Crowell-Collier, proj- 
ect manager; Charles R. Schwab, 
previously with Dun & Bradstreet, 
market research analyst, and Mrs. 


Barbara Lilly, formerly with 
CKSO, Sudbury, Ont., a copy- 
writer. 


The agency also has appointed 


gone through in the past decade, | 
in the midst of a prolonged na-| 
tional business boom. Beer sales 
in 1956, he noted, were a min-| 
uscule .04% above the 1955 mark.e 


Walter E. Koons an account exec- 
utive and Carl Cannon a public re- 
lations account executive in its 
New York office. Mr. Koons for- 
merly was with Fuller & Smith & 
Ross; Mr. Cannon previously was 
in charge of visitors services at the | 
United Nations. 


“Why Am | Missing 
Sales In Memphis 7” 


Answered by John Pepper 
and Bert Ferguson, owners o} 
Radio Station WDIA, Memphis 


QUESTION: I understand that I may be missing 
sales in 40% of the Memphis market. How can I 


reach—and sell—this market? 

Mr. Pepper: WDIA, the first radio station in the area to 

program exclusively to Negroes, is your dominant sales 

contact with Memphis Negroes . . . who make up over 
“ of the Memphis trading area! 
} 
. centage television ownership among 
+) Negroes mean that you can’t effectively 

, rt sell the Memphis Negro through these 

a media. 

Mr. Pepper: You don’t reach this market 
after its change to exclusive Negro programming, WDIA 
jumped to first position in overall audience in every 
rated time period. It has maintained top bracket position 
as the most listened-to-station ever since! 

Mr. Ferguson: The 1,237,686 Negroes within its radius 
tastes, and combines unique personal 
appeal with high-powered salesmanship, 
to capture the Memphis Negro’s listen- 
ership and staunch loyalty. WDIA and 
WDIA alone can—and does—deliver this 

Mr. Pepper: This sales responsive listen- 

ership is backed by a staggering buying potential of 

well over half-billion dollars! With an annual earning 
power of $616,294,100, Memphis Negroes spent on the 


Mr. Ferguson: Low Negro newspaper 
and magazine readership and low per- 
with any other radio station, since the Memphis Negro 
listens first and foremost to WDIA. Within one year 
consider WDIA their station. Its all-Negro staff programs 
exclusively to the Negro’s particular 
40% of the Memphis trading area to you 
as a unit! 


average, 80° of this income on consumer goods. 
Mr. Ferguson: Indicative of his vital role in the steadily 
prospering economy of the Memphis area, the Negro is 
elevating his standard of living. He is trading himself 
up ... buying more and more consumer goods. 
Mr. Pepper: He is buying more because he is earning 
more! Negroes in the Memphis area have a higher com- 
parable income than Negroes in any other region in the 
whole country. According to a 129-city survey by one 
of the country’s largest corporations, Memphis ranks 
first in ratio of total Negro to total white income. In 
Memphis, there is $28.79 of Negro 
income for every $100 of white in- 
come. That’s over three times the 
average of comparable Negro in- 
come in Philadelphia . . . almost 
five times the average in New 
York! 
Mr. Ferguson: This high volume 
market buys 52.5% of all the shortening sold in Memphis 
...41% of the packaged soaps and detergents . . . 55.8% 
of the deodorants! 
Mr. Pepper: And, before it buys, this Memphis market 
listens —to WDIA! WDIA, the only 50,000 watt station 
in the Memphis area, delivers your sales message to a 
ready-made market of 1,237,686 Negroes . . . almost one- 
fae of the Negro population of the entire United 
tates! 
Mr. Ferguson: Scores of such year-round national ad- 
vertisers as Taystee Bread, Procter and Gamble, Camel 
Cigarettes and Blue Plate Foods rely on 
WDIA to create high volume sales and profits 
~——< 
te 


€ 


for them. WDIA consistently carries a larger 

number of national advertisers than any 

other radio station in Memphis! 

Mr. Pepper: With its matchless combination 

of exclusive Negro programming, unequaled 
wer and coverage, and hard-hitting salesmanship . . . 
DIA sells the Memphis Negro mashes. 

Mr. Ferguson: And WDIA can be a high powered selling 

force for you! Write us today. Tell us what product you 

want to sell. 

Mr. Pepper: Let us show you how WDIA can deliver 

over 40% of the Memphis market to you . . . as a unit! 


WDIA is represented nationally by 
John E. Pearson Company 


Commercial Manager, Harold F. Walker 


| 


No. 5 


To whom are newspapers indebted for making 


a) Greeks b) Egyptians c) Chinese 
The first paper was made in the Ist Century A.D. by the 
Chinese. Naturally, it wasn’t until centuries later that books 
and newspapers were available. Today in Nebraska and 
Western bee The World-Herald reaches into rural life 
with a high 56% daily coverage. 


Can you match these advertising rating methods 
with the companies that use them? 


Aided Recall a) Readex 
Recognition b) Gallup-Robinson 
Reader Interest ec) Starch 


If you picked (b) for Aided Recall, you were right. Give 
yourself 100% if you picked (c) for Recognition and (a) 
for Reader-Interest. Advertisers who use the pages of The 
Omaha World-Herald can depend on high readership for 
their messages, because it’s the Direct Route to 3 out of 5 
families in the $2.4 billion Nebraska and Western lowa 


Market. 


News reporting during the Civil War was ham- 
pered by: 


a) Mob Violence b) Military Restrictions 

c) Government Controls of Telegraph Lines 
News coverage was exceedingly difficult in Civil War days 
for all three of these reasons given above. Today in its 
complete news coverage of Nebraska and Western lowa. The 
Omaha World-Herald’s own reporters, as well as regional, 
national and international news. Good reasons why the 
World-Herald goes into three out of every five homes in 
Nebraska and Western lowa. Good reason for advertisers 
to use the World-Herald to reach this rich $2.4-billion 
market. 


Omaha— 


Home of 


the Strategic 


Air Command 


Omaha 
World-Herald 


252,598 Daily 263,674 Sunday Se 
ABC, 12 Months Ending March 31, 1956 
O'Mara & Ormsbee, National Representatives 
New York + Chicago * Detroit + Los Angeles 
San Francisco 
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‘Popular Gardening’ Expands 
Popular Gardening, New York, 
has opened a midwestern office in 
Chicago in the Wrigley Bldg. 
George L. Rice, formerly on the 
midwestern sales staff of Field & 
Stream, has been named manager 
of the office. Davis & Sons, Chi- 
cago, formerly represented the 
magazine in the Midwest. 


TORONTO, CANADA 


Capital City of Ontario—Canada’s Richest 

Province—Having One-Third of Canada’s 

Total Population and 42% of Retail Sales 
—Blanketed by the 


TORONTO DAILY STAR 
~4$00,000 circulation (largest in Canada) 
~80% coverage of Toronto 


~50% coverage of 45 prosperous Ontario 
centers 


SEND FOR OUR COMPLETE DETAILED MARKET FACTS 
Nationally by 


WARD-GRIFFITH CO. 


The Word-Griffith Co. maintains offices 


in all principal advertising centers 


Ogilvy Propounds 39 
Rules for Ad Writing 


(Continued from Page 1) 
into four groups: Guiding prin- 
ciples, copy rules, headline rules 
and illustration rules. 


= His agency, said Mr. Ogilvy, 
plans years ahead on its creative 
responsibilities, on the assumption 
that the clients are not out for a 
fast buck but intend to stay in 
business forever. The agency tries 
to create sharply defined personal- 
ities for its clients’ brands and then 
stick to them. 

Having decided on the brand 
image to be projected, the agency 
is guided by a highly developed set 
of rules based on an amalgam of 
copy research and common sense, 
said Mr. Ogilvy. He anticipated 
critics of “working by rule” by 


pointing out that you can only cre- 
ate a perfect sonnet by keeping to 
the rules. 


Agency Principles 


The guiding principles of OB&M, 
he said, are: 

“1. Before we create a new cam- 
paign we study the product, the 
precedents and the research. It’s 
very boring, but it’s got to be done. 

“2. Content is more important 
than form. What you say in ad- 
vertising is more important than 
how you say it. 

“3. Unless your campaign is 
built around a big idea, it will be 
second-rate. 

“4. Every advertisement must be 
relevant to the copy platform, and 
‘must deliver the basic selling 


theme loud and clear—which 
means in display. The selection of 
the selling theme is the second most 
important function in all advertis- 
| ing. 


e “5. The brand name must be 
visible at a glance. That generally 
means in the headline at least. Al- 
most all advertisements are defi- 
| cient in brand identification. 

| “6. Advertisements should be 
| friendly, because people don’t buy 
from salesmen who are bad-man- 
nered. 

“7. It pays to give your brand 
a first-class ticket through life. 
People don’t like to be seen con- 
suming products which 


class. This is particularly true of 
food and drink and products of 
conspicuous consumption, like mo- 
tor cars and cigarets. 

“8. The consumer is not a moron. 
She is your wife. You'd better not 
insult her intelligence if you want 
her business. 

“9. We must make our advertise- 


Now repeat after me... 


ARIZONA IS AN “A” 


MARKET... Anywhere/ Jimmy 


ez Arizona ist 
Pay.) |f der best 
... Uberall 


WT) 


Aye...yon 
bonny Artrizona 


is anA Marrket 
... Anywhere / 


e WMearkt 


yt 


hi 


‘)) 


Say it in any language, the meaning remains the same — Arizona is an A market, a BIG, 


IMPORTANT market. 


And, best of all, it is the fastest-growing state of all the forty-eight. That means thousands 
of new buyers every month with millions of new shopping habits to cultivate. 


You can harness these new habits and make them pull for you by including the major Arizona 
medium* with an unmatched breadth of coverage and an unexcelled depth of penetration in 
your next schedule. 


* 


Phoenix REPUBLIC 


National Representatives—Kelly-Smith Co. 


A member of the Metro Sunday Magazine Network z 


waGazette 


their | 
friends regard as sleezy and third- | 
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ments editorially alert and con- 
temporary. The consumer is young- 
er than we are. 

“10. We cannot bore people into 
buying our product. We can only 
interest them in buying it. 

“11. When you are lucky enough 
to get a great advertisement, re- 
peat it. No great campaign has 
ever been continued too long, and 
no great advertisement has ever 
been repeated too often. 

“12. No committee can create 
anything.” 


Headlines 


The agency, said Mr. Ogilvy, 
| when it comes to writing headlines, 
again has rules, all derived from 
research: 

“1. Headlines should appeal to 
the reader’s self-interest by prom- 
ising a benefit. This benefit should 
be the basic selling theme or the 
unique selling appeal of the prod- 
uct. 

“2. Inject the maximum news 
into the headline. Products, like 
people, are most interesting when 
they are first born—so go on an- 
nouncing your product as an 
‘amazing new’ one. You can do 
that for five years or more. 
| “3. Include the brand name in 
|the headline. 
| “4. Write headlines which will 
induce the reader to read the sub- 
head and the body copy. You can- 
not save souls in an empty church. 


s “5. Don’t worry about the length 
of the headline—12 word headlines 
|get almost as much readership as 
| three word headlines. Better a long 
headline that sells and tells than 
a short one which is blind and 
dumb. 

“6. Never use a headline which 
requires readership of body copy 
if it is to be comprehensible. 

“7. Never use tricky or irrelevant 
headlines. Don’t try to be clever. 
| People read too fast to play games 
with you and dope out what you 
are trying to say. 

“8. Include the price of your 
product in your headline.” 

Said Mr. Ogilvy: 

“It is perhaps a little remarkable 
that our agency, which is supposed 
to be one of the most original in 
America and is believed to fly by 
the seat of its pants, should also be 
|} the one which relies so heavily on 
research to discipline its creative 
staff. 


Copy 


“When it comes to writing body 
copy we follow these disciplines, 
again the product of research: 

“1. We don’t expect people to 
read leisurely essays—no belles 
lettres. 

“2. We go straight to the point, 
we don’t beat about the bush. 

“3. We avoid analogies—“just as, 
so too.’ People don’t bother with 
them. It’s too complicated a verbal 
process. 

“4. We avoid superlatives, gen- 
eralizations, platitudes. 

“5. We are specific and factual. 

“6. We are personal, enthusiastic, 
memorable—as if the reader were 
sitting next to us at dinner. 

“7. We try not to be dull bores. 
The average woman reads only 
four advertisements in the average 
| issue of the average magazine. A 


pretty sobering thought. If you 
DAYTONA BEACH 
FLORIDA 


Population: Metropolitan area...... 98,400 
| Plorida’s Year "Round Resort Covered By 
| DAYTONA BEACH WEWS-JOURNAL 
| 1. Daytona Beach is an unusual test 
market; its thousands of visitors come 
from all over the U.S., Canada, Cuba 
and South America. Ite Summer sea- 
sons now rival ite Winters in tourist 


ularity. 
2. Over $143,400,000 effective buying in- 
come 
3. Retall Sales, 1956, Metropolitan area, 
$123.172,000 
4. A quality market index of 123. 
5. 1956 total advertising 18,221, lines. 


arence Bracey, 
lepresentatives of Florida, in Florida 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
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‘Silly Way to Spend Money’ 

BRIGHTON, ENGLAND, May 7— 
David Ogilvy brought British 
admen up to date on U. S. ac- 
count solicitations with the fol- 
lowing remarks: 

“It is extremely difficult to 
get accounts in New York. The 
competition is terrific. There 
are 3,266 agencies in the U.S. 
We frequently see more than 40 
agencies competing for an ac- 
count that’s loose. 

“Some of the agencies think 
nothing of spending $28,000 on 
a new business solicitation. We 
spent more than that once. We 
didn’t get the account. We 
won't do it again. I think that 
it is a very silly way of spend- 
ing money.” 


want your advertisement to be one 
of the four, you'd better write in- 
teresting copy. 

“8. Tell the truth, but make the 
truth interesting. 

“9. Write sentences of less than 
12 words. 

“10. Use at least 14 references to 
people per 100 words. 

“11. Use testimonials. 


“12. Give the reader helpful in- | 


formation in return for his or her 
time and attention. 

“13. Humorous copy does not sell. | 

“14. Don’t be afraid to write long 
copy—if necessary. 

“15. Put captions under all your | 
illustrations and make them preg- 
nant with brand name and sell.” 


Illustrations 


The agency also has strict rules | 


to guide it on illustrations, also 
derived from research: 
“1. Illustrations, 
should portray reward. 
“2. To attract women, show ba- 
bies or women. To attract men, 


show men. 


“3. Put ‘story appeal’ in your il-| 


| “Operator 25” service will provide for 15% commission to adver- 


lustration. Devices like eye-patches 
and beard. 

“4. Always use photographs, nev- 
er use artwork. Photographs invar- 
iably attract more readers—and 
sell more merchandise.” 


® Urging the delegates to “raise 
your sights,” Mr. Ogilvy repeated 
much of what he said in 1955 ata 
meeting of the American Assn. of 
Advertising Agencies. He asserted 
that the trouble with most of to- 
day’s advertising is that it is based 
en short-term considerations and 
thus lacks a “coherent image from 
one season to another.” 

He contended that admen must 
have “guts” and “obstinate deter- 
mination” to hold “to one coherent 
policy for years on end in the face 
of all the pressures to come up with 
something new every six months.” 

Mr. 
may have to be changed 
light of product improvements and 
competitive activity, but he added: 
“The brand image itself should re- 


91% COVERAGE 


That’s What 
THE HAVERHILL 


(MASS.) 


GAZETTE 
Gives you in The 
Haverhill ABC 

City Zone 


z 
G. Mclaughlin 
Ade. Mar. 


No combination of outside papers 
will give adequate coverage 

. Retail Sales—$51.926,000 a new high. 

. Food Sales—$17,885,000 a new high. 

. World Shoe making center. 

. Western Electric Co., Mfg. center. 
The trading zone population of 
110,488 is cove by the 
HAVERHILL GAZETTE 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Word-Griffith Co. maintains offices 


in all principal advertising centers 


ewe 


|main constant and firm year after 
year.” 

Ogilvy, Benson & Mather, he 
told the conference, is the “only” 
‘agency which fully subscribes “so 
| far” to the philosophy that “every 
advertisement is a part of the long- 
term investment in the personality 
of the brand.” However, he added, 
“I believe most of the big agencies 
are now coming to it.” 


@ Mr. Ogilvy said he is often asked 
whether OB&M advertising “really 
sells.” He gave this answer: “Every 
client we have, with one single ex- 
ception, has increased sales since 
we began work on their account.” 
He reported, for example, that 
|Helena Rubinstein has doubled its 


| Sales, Hathaway shirt sales have | of agency relations. 


tripled, Puerto Rico got 100 new |= 
factories in its first year with the 
agency, sales of Lever’s Good Luck | 
margarine jumped 77% in four! 
years and Schweppes sales are up| 
275% in four years. 

Mr. Ogilvy pointed out that in an 
era marked by great similarity be- 
tween products, “the manufacturer 
who dedicates his advertising to 
building the most favorable image, 
the most sharply defined personal- 
ity, is the one who will get the 
largest share of the market and the 
highest profit—in the long run.” # 


Endorsements Boosts Davis 
Endorsements Inc., New York, 

testimonial organization, has pro- 

moted Tyler Davis to vp in charge 


FORT WAYNE, IND. 


Where A Newspaper Sells Your 


Newspaper Ad Campaign 


Two tab-sized newspapers printed ex- 
clusively for grocers, drug stores and 
liquor outlets pre-sell your advertising in 


the Fort Wayne Market. Retailers know 
that products featured in the Merchan- 
diser sell because they’re backed by 
newspaper advertising. 


FORT WAYNE NEWSPAPERS, INC., 
The News-Sentinel * THE JOURNAL-GAZETTE 


Reoresented by Allen-Klapp Co.—New York—Chicago—Detroit—San Francisco 


Agent 


| 


| 


like copy,| 


ON “OPERATOR 25” — 


As of June 1, 1957, all contracts for Western Union 


tising agencies placing orders for this service. National and regional 


rates have been revised and a liberal discount structure established. 


Ogilvy conceded that copy) 
in the | 


For the name of your nearest dealer, 
call Western Union by number 
and ask for me, Operator 25. 


Used in your space advertising like this (as well as on TV, radio and 


other media), Western Union “Operator 25°’ provides the 


perfect 


means of introducing a prospective buyer to your nearest dealer. 


Western Union “Operator 25” is the only flexible service 


| for informing people, anywhere in the country, of the nearest place 


to buy what you, the advertiser, have to sell. Dealer listings are 


able and, moreover, valuable in attracting 


new dealers. 


For more facts, wire collect today. . 


WESTERN UNION 


BRN 


brought up to date monthly. This service is highly merchandis- 


Ao 


wieabien reser 


J 


“Operator 25” 


New York | 
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REVIEW 


ct ) Worldé Widest Range of Standard. Strels 


NUTS & BOLTS TAKEOVER—When Republic Steel Corp. 
asked Meldrum and Fewsmith, its agency, for 
“something really different” in the advertising of 
the company’s nuts and bolts, the agency decided a 
take-off on well-known consumer advertising might 
do the trick. So spreads are currently running in 


Advertising Age, May 13, 1957 


Attention to Detail Makes 
Republic Your Best Fastener Choice 


REPUBLIC STEEL COMPORANON 
¢- 9029 


3104 bert 45% Sereer 
S T E od L. ator 


antl. Stel Product 


Iron Age and Steel, with illustrations and attention- 
attracting headlines based on consumer campaigns. 
This Marlboro spread started the series; a “men of 
discretion” ad (“with a bow to Lord Calvert’), is 
running now; in June a girl dreams her husband gets 
promoted for insisting on Republic nuts and bolts. 


and of course 
theyre soving of 


THE CANADIAN 
BANK OF COMMERCE 


BUT, NATURALLY—The follow-through of these side-by-side posters 
failed to amuse some banking people—but Ottawans enjoyed it. A 
few days after this picture was taken, both posters were replaced. 


Harvey Jackie Wortman 


FRIENDS—An adman’s life has its moments of fascination, as shown 
in this California shot of Jim Wortman, art director of Gardner Ad- 
vertising Co., St. Louis, Photographer Bill Harvey and Jackie. Min- 
utes after Mr. Wortman said “Gee, he’s tame as a kitten,” Jackie 
made a 3” gash in his trainer’s hand. They got a photo, however, for 
a “Lion in your fields” campaign for Monsanto Chemical Co.’s Lion 


ammonium nitrate. 


Shapiro Manheimer Robinson 


MAGAZINE BUSINESS—S. O. Shapiro, vp of Cowles Magazines, and Irving S. Manheimer, 
president of Macfadden Publications, were among those who attended the Magazine 
Publishers Assn. meeting. In the center photo are F. D. Shaw and J. B. Robinson, 
Whitman, Ranson & Coulson; Ben Allen, Curtis Publishing Co., and Arthur Z. Gray, 
Street & Smith Publications. Much of the MPA conversation dealt with the need for 


Allen 


™S 


) 


Gray Arpan Wolseley Ellison 


recruiting promising young people, and among the professors in the audience were 
Floyd G. Arpan, Medill school of journalism, Northwestern University; Roland E. 
Wolseley, school of journalism, Syracuse University, and Jerome Ellison, Indiana 
University. The MPA meeting, held in White Sulphur Springs, W. Va., is reported in 
AA starting on Page 1. 


REN. MAIS RIEN 
PEUT SUSTITUIR 
T: 

MOYENS 0x 


0 \ATIO 


Fleischman Cutler Drost Kenyon Kendoll Gaylor 


AT IAA MEET—New York’s Roosevelt Hotel provided the setting for this year’s conven- 
tion of the International Advertising Assn., attended by some 700 international admen. 
On hand were Fred Fleischman, ad director of Pepsi-Cola International; R. L. Cutler, 
manager of Buchen Co.’s international division; Nicholas Drost, ad director of Alge- 
meen Handelsbad, Amsterdam, and Bob Kenyon of Robert T. Kenyon Co., American 
representative of the Dutch daily. In the center photo George E. Kendall, reelected IAA 
president and advertising manager of International General Electric Co., gets together 


Hirschfield Gomez Loynaz Soria Dillon Morales 


with two publishers, Albro C. Gaylor of Hacienda and Casey Hirschfield of Hablemos. 
The Dillon-Cousins Latin American agency network was represented by Louis Dillon, 
Dick Cousins and Enrique Loynaz of Dillon-Cousins (New York and Mexico City); 
Louis Soria of Soria & Ruis, Havana; Cicero Luenroth of Standard Propaganda, Rio 
de Janeiro, and Manuel Morales of West Indies Advertising, San Juan. Also in this 


group is Jose Gomez of Colgate-Palmolive International, which is a major Dillon- 
Cousins client. 


Luenroth Cousins 
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Ad Librarians Elect French 1958 chairman of the advertising | White, General Electric, has been 
Jacqueline French, MeCann-| division, New York chapter, of the| named vice-chairman, and Char- 
Erickson, has been elected 1957- | Special Libraries Assn. Barbara C. | lotte Madison, of the Television 


THIS IS “CHARLIE” LEE—(Another W-G Salesman) 


Aggressive Charles S. “‘Charlie’’ Lee, I joined the onles _Staft of be Grow- ~Sumner- 4 
insurance agency in Detroit after getting his B  oper- 
ated independently, using a Roy al Oak, Michigan cee taseueh which he AS his 
insurance business. Aggressive ‘ “Charlie” has joined the sales staff of our Detroit office where 
he, or other of our salesmen, will be glad to serve you. We invite your inquiry 


Please note individual advertisements of our newspapers throughout this issue. 


WARD-GRIFFITH 


DAILY NEWSPAPER REPRESENTATIVES 


Wrigley Building 


iding... 

Fulton National Bank Building. 

318 Addison Building 
Peer 
oa flee Na 


| 


| 
| 


| 


Bureau of Advertising, secretary- | 
treasurer. 


Symphonic Names Leon | 

Albert Leon, formerly sales pro- 
motion manager of Emerson Radio | 
& Phonograph Corp., has been 
named advertising and sales pro- 
motion manager of Symphonic Ra- 
dio & Electronic Corp., New Bruns- 
wick, N.J. 


Wrigley Names Badillo 

Wm. Wrigley Jr. Co., Chicago, 
has appointed Publicidad Badillo, 
New York, to handle advertising 
for the Spanish speaking market 
in New York. The agency’s main 
office in Puerto Rico has serviced 


Bank Building..........Locust 7-4279........... 0.000.006 PHILADELPHIA 
US National Bank “Building ciate shee she Laue Capitol 8-3033 PORTLAND | Wrigley for many years. 


KNX has two audiences. 

At night KNX reaches 395,000 different 

homes in metropolitan Los Angeles alone. 

Some 235,000 of these homes are reached both in 
the day and the night. More than 159,000 

can't be reached until after 6 PM. 

So double your impact in Los Angeles with both of 
the KNX audiences. The 23 per cent of all 
metropolitan homes that listen during the day. 
The 21 per cent who listen each night. 

Yes, KNX RADIO’s audiences are as different 


as day and night. Vive la difference! 
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J. W. FARROW has been named direc- 
tor of marketing of Ampex Audio, 


Sunnyvale, Cal., new subsidiary of 
Ampex Corp., which makes hi-fi 
equipment for the amateur. He for- 
merly was general sales manager 
of the special products division of 
Stromberg-Carlson. 


62.9% of Denverites 
Earn Over $5,000, 


‘Post’ Study Shows 


(Continued from Page 2) 
brand is Pillsbury, with 33.4%; 
Duncan Hines is third with 21%. 


e Regular coffee users represent 
91.2% of the market. The leading 
brands are Folgers, with 24.4%, 
and Hills Bros., 21.8%. 


|e Carbonated drinks as mixers 
|have a product usage of 47.7%. 
|Canada Dry is out in front with a 
jrating of 73.7%. Canned or loaf 
| dog food is bought by 25.5% of all 
families; the leading brand is 
| Friskies, with an 18.9% rating. 
23% of all families buy dry dog 
food; the leading brands are Pur- 
ina Chow, 25.4%, and Friskies, 
18.6%. 


|}@ Lux Liquid, with a preference 
rating of 17.2%, is the leading soap 
or detergent used for dishes, while 
Lux flakes leads at 21% among 
soaps and detergents used for fine 
fabrics. For laundry use, Tide is 
the leading brand, with 36.5%. The 
leading fully automatic washing 
machine brand is Bendix, 15.9%, 
| followed by Sears’ Kenmore, with 
a rating of 15.2%. 


le The leading automobiles are 
Chevrolet, 24.1%; Ford, 17.5%; 
Buick, 9.2%, and Plymouth, 7.8%. 


e The cigaret survey shows that 

27.4% of Denver men smoke fil- 

tered cigarets, with top prefer- 
| ence of 21.6% held by Winston. 
| Non-filtered cigarets are preferred 

| by 37.5% of all men in the market, 
| with Camel leading at 27.3%. 


|}@ 24.4% of the homes have women 
|who smoke filtered cigarets, with 
Viceroy the leader at 26.1%. 
Among non-filtered cigarets, used 
by 19.9% of the women, Pall Mall 
has a rating of 25.2%. # 


D’Arcy Adds to Reddi-Wip 

Reddi-Wip Inc., Los Angeles, 
has appointed D’Arcy Advertising 
Co., Toronto, to handle its Cana- 
dian advertising. Spitzer & Mills, 
Toronto, is the previous agency. 
D’Arcy has handled Reddi-Wip 
domestic advertising since October, 
1956. 


In CANADA 
39% of the 
English-speaking Families 


read 


The STAR WEEKLY 
Ask for Information 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
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Hecht Co. Ist to 
Win Brand Names 
Award 3 Times 


(Continued from Page 2) 
years it has been eligible, 1948 and 
1951, had receved the highest 
award in its category. 

In the food store classification, 
another “first” was established this 
year. Steinberg’s Ltd., Montreal, 
was the first Canadian company to 
gain a top award. Steinberg’s in 
1950, 1951 and 1952 had won cer- 
tificates of distinction, but this was 
the first time it had won a bronze 
plaque. 

E. A. Korchnoy Ltd., New York, 
has been named to handle trade 
advertising for the foundation, 
succeeding Arndt, Preston, Chapin, 
Lamb & Keen. Dancer-Fitzgerald- 
Sample handles consumer adver- 
tising. 


s Other winners and their cate- 
gories were Charlie’s Package 
Store, Calumet City, Ill., alcoholic 
beverage stores; Mechanical Engi- 
neering Corp., Norfolk, Va., appli- 
ance stores; Denooyer Bros.,| 
(Chevrolet), Kalamazoo, Mich., au- | 
tomobile dealers; A. W. Burritt Co., 
Bridgeport, Conn., building materi- 
als dealers; Newman’s bildeen 


Shops, Pittsburgh, children’s 
stores; Olwin-Angell Store, Aber- 
deen, S. D., department stores, class 
Il; Gray Drug Stores, Cleveland, 
drug stores, class I, and W. P. Pip-| 
kin Drug Stores, drug stores, class | 
II. 

| 


s Nix Bros., Olney, Ill, farm) 
equipment dealers; Dan McCor- 
mick’s, St. Pauls, N. C., food stores, 
class II; Vancouver Furniture Co., 
Vancouver, Wash., furniture stores; 
Cole’s Atlantic Corner, Atlantic 
City, N. J., gasoline service sta- 
tions; Johnson Self Service Hard- 
ware, Sioux Falls, S. D., hardware 
stores; C. A. Schnack Jewelry Co., 
Alexandria, La., jewelry stores, | 
and Collons Inc., Jefferson City, | 
Mo., men’s wear stores. | 

Butler Music Co., Marion, Ind., | 
music stores; Standard Printing | 
Co., Alexandria, La., office equip- 
ment and stationery stores; Orange 
Front Paint Supply Co., Hemp- 
stead, N. Y., paint and wallpaper 
stores; Eastern Hills Camera Co., 
Cincinnati, photographic _ stores; 
Marmer’s Shoes, Cincinnati, shoe | 
stores; Cameo Shops, Philadelphia, 
specialty stores, and The Sport- 
center, Parma, O., sporting good 
stores. 


® H. M. Dancer, chairman of Dan- 
cer-Fitzgerald-Sample, New York, 
and William R. Baker Jr., chair- 
man of Benton & Bowles, New 
York, have been elected directors 
of the foundation. Frederic R. 
Gamble, president of the American 
Assn. of Advertising Agencies, and 
Paul West, president of the Assn. 
of National Advertisers, were re-| 
named by their groups to represent | 
them on the foundation’s board, as 
was Everett M. Runyon, advertis- | 
ing and promotion manager of the | 
California Packing Corp., ve 
| 


Francisco, and member of the Ad- 


NORTH CAROLINA 


New Bern is the buying center of Craven 
County’s— 
$65,740,000 

effective buying income. 
The Sun-Journal, New Bern's only news- 
paper will cooperate in building sales for 
you. 

REQUEST MORE FACTS—ADVERTISE IN NEW BERN 
Repr by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principe! advertising centers 


vertising Assn. of the West. Clair 
H. Murphey, research committee 
chairman of the National Assn. of 
Transportation Advertising, was 
named his group’s representative. 
Mr. Murphey succeeds Allen Chal- 
fant, managing director of NATA.| 

Henry E. Abt was reelected | 
foundation president and Louis} 
Hausman, vp of CBS-Radio, was 
reelected treasurer. + 


cago, has promoted Charles J. 


|the New York office. 


Wielgus to executive director of | 


employe relations, Edward G. De- 
Stefano director of communications 
and public relations and Burton A. 
Ford Jr. director of supervisory 
and management training. Mr. 
Wielgus formerly held other em- 
ploye relations assignments, and 
Mr. DeStefano previously was with 
Donnelley’s Illinois-Cincinnati di- 


Donnelley Names Three 


rectory publications divisions. Mr. 


‘Le Devoir’ Raises Price 

Le Devoir, Montreal daily, has 
increased its newsstand price from 
5¢ to 10¢. Devoir will remain at 10¢ 
for its Saturday issue. A newspa- 


| 


per spokesman said if 80% of its) 


| readers continue to buy at 10¢, the 
newspaper hopes to end its deficits 
and avoid a fund raising campaign 
|in 1958. Devoir annually conducts 


|Ford, formerly in the company’s | fund raising drives among its read- 


Reuben H. Donnelley Corp., Chi- | Washington office, will move to ers. 


IF YOU HAVE 
A STORY TO TELL— 
AND WISH TO EXPRESS IT 
IN COMIC BOOK FORM— 

MOST INEXPENSIVELY— 
CONTACT JOE SHORE, 


BRYANT 9-0382, (Dept. H) 
1472 BROADWAY, 
NEW YORK CITY, 36. 


Another 


acet 


ofthe fabulous 


ONLY THE PIANO IS A PROP 
_ Meet the Waking Crew, 23 s 


alin 


trong 


Z 


As 
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1st Metro. Market In Illinois 
Outside of Chicago 
JOURNAL STAR 


One of the 
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FOOD and 
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Lineage 
1956 Brochure on Request 


WARD-GRIFFITH CO. 


The Word-Griffith Co. maintains offices 
in all principal advertising centers 


This Week in Washington .. . 


By Stanley E. Cohen 
Washington Editor 


| WASHINGTON, May 9—Senate| 
public works committee will make 
one final effort next week to agree 
ae legislation controlling construc- 
tion of outdoor boards along the 
| 41,000 miles of new federally-fi- 
| nanced superhighways scheduled 
for completion in the next 13 years. 

An administration plan with- 
|/holding funds from states which 
fail to zone outdoor ads off these 
roads is regarded as too drastic. On 
the other hand, a plan by Sen. 
Richard Neuberger (D., Ore.) to 
buy advertising easements along 
the right of ways is considered too 
costly. 

While Sen. 


Albert Gore (D., 


Despite Gore Compromise, Chances of 
Outdoor Ad Control Law Grow Dim 


, Tenn.) came up today with a com- 


| promise which may muster a ma- 


jority in the Senate public works 


committee, sponsors of outdoor ad | 


controls are glum. They need leg- 
islation this year in order to deal 
with the big projects now getting 
under way. Yet their chances in 


the House public works committee | 


are worse, if anything, than in the 
Senate. 


The Gore compromise allows the 


federal government to increase its | 


contributions from 90% to 90.75% 
in states that agree to keep out- 
door advertising out of scenic 
areas. It allows signs which are 
determined to be in the interest 
of the traveling public or which, 
“because of location, frequency or 


|character,” do not impair safety or | 
interfere with the enjoyment of 
“the natural beauty of the area.” 


FCC Chairmanship Eludes 
| Mills—Not ‘Sate’ Enough 
| Edward K. Mills Jr., of Morris- 
‘town, N.J., has already had a les- 
son in what to expect if he goes 
ahead with his plan to serve on the 
Federal Communications Commis- 
| sion. 

Able, financially independent, 
and a loyal Eisenhower Republican, 
he had been told he could have 
the FCC chairmanship. But he is 
| relatively unknown. And there was 
|immediate behind-the-scenes wire- 
pulling to save the chairmanship 
for someone who would be “safer” 
| from the industry point of view. 

Within a few hours after news 
of his prospective appointment 
leaked, he was advised that the 
chairmanship wouldn’t go with the 
| appointment. A long period of si- 
lence followed, while he tried to 
decide whether he was interested 
jin merely being one of the seven 
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WORCESTER COUNTY 


A ‘Must’ Market 
in your New England 
sales picture 


Population 
Families 


Grocery Sales 
E. B. |. 


General Merchandise 
Drug Store Sales 


Bet eo Ss Ge 


Daily 159,88] 


(SUNDAY, 106,881) 


(ABC Audit Dec. 31, 1956) 
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Drug Sales 


581,500 
169,000 
$636,221,000 
$157,654,000 . 
$987,269,000 . 
$ 60,442,000 
$ 20,540,000* 


; Management Survey of Buying Power + 195 
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members of a badly battered com- 
mission. 


L-O-F’s Ashley Picks Up 

Reuther’s Economic Gauntlet 

The embarrassing reluctance of 
top management people to share 
the same speaking platform with 
United Automobile Workers Pres- 
ident Walter Reuther has been end- 
ed—with public relations-adman 
James M. Ashley, of Libby-Owens- 
Ford Glass Co., offering to take on 
the chore. 

The articulate Mr. Reuther was 
happy to accept an invitation to ad- 
dress the centennial celebration of 
the American Institute of Archi- 
tects here next week on “The New 
World of Economics.” But there 
was a shocking dearth of volun- 
teers when the architects asked the 
nation’s biggest companies to pro- 
vide a comparable spokesman who 
could give the management ap- 
proach. 

Mr. Ashley meets Mr. Reuther 
next Monday morning, and archi- 
tects are assured they are in for 
two masterly presentations. 


Magazine's Ad Content 
Doesn't Impress Congressman 

Air Force Reserve Association 
proudly distributed copies of its 
ad-laden magazine to all the mem- 
bers of Congress. Not everyone was 
impressed, 

Rep. Gerald R. Ford (R., Mich.) 
took his copy to the House appro- 
priations committee. Pointing to 
the big spreads by defense contrac- 
tors, he told Air Force officers, “It 
is hard for me to understand how 
ads such as these can be beneficial 
to any procurement officer in your 
department.” 

Brig. Gen. Waymond A. Davis, 
deputy air force chief of staff for 


|materiel, admitted the ads probably 


wouldn’t provide useful informa- 
tion. But, he pointed out, the mag- 
azine helped the Air Force by 
printing information which kept 


|reserve officers informed—al- 


though he doesn’t have time to read 


‘it. 


Car Payments Don't Impair 
Other Buying, FRB Finds 
Federal Reserve Board's big 
of consumer credit shows 
that most Americans are handling 
their instalment payments on cost- 


\ly new cars without cutting back 


on other purchases. 

In interviews with several thous- 
and car buyers, the board’s staff 
found that only one-sixth of all car 
|buyers had been forced to forego 


jother purchases, including less than 


110% of those 
| $7,500. 


with incomes over 
Many of those who had to 


|cut back other buying were indi- 


viduals who suffered unexpected 
losses of income from _ illness, 
changed jobs, or low business and 
farming profits. According to the 
survey, one-sixth of those who 
bought cars on credit in 1955 re- 
ported reverses of this kind. + 


Welpott Joins WKY 

Raymond W. Welpott, station 
manager of WRGB, Schenectady, 
will join WKY Television System 
June 3 as stations manager of 
WKY and WKY-TV, Oklahoma 
City. Mr. Welpott fills the vacancy 
created by the death of Hoyt An- 
dres April 17. 


ROCKY MOUNT 


Business Is Better Than Ever... in 
NORTH CAROLINA 


Per Tomntty Retail Geies beeencce $6192. 
Per Family Food Sales........ O81. 
Per Family Drug Sales peosecee 156. 


One of the nine largest cities in the 
| State. Sell in this rich market through 
advertising in one medium offering com- 
plete coverage. 


FREE! New Grocery Route List 
avai'ab'e to manufacturers and distributors 
THE TELEGRAM—Evening and Sunday 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Word-Griffith Co. maintains offices 


in all principal advertising centers 
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‘Look’ Wins Top 
Ben Franklin Award 


of U. of Illinois 


UrBana, ILu., May 7—The gold 
medal for “most distinguished and 
meritorious service during 1956” 
by an American magazine of gen- 
eral circulation will be awarded to 
Look by the University of Illinois. 
The formal presentation will be 
made at a banquet of the Magazine 
Publishers Assn., May 16, in New 
York. 

Look was designated for this 
honor for publication of “The 
South Versus the Supreme Court,” 
a special section on racial integra- 
tion by various authors which ap- 
peared April 3. The award is one 
of eight Benjamin Franklin Mag- 
azine Awards made annually by 
the university for distinguished 
writing, editing and public service. 
There were more than 700 entries 
this year. 

The other seven awards, made 


to writers, follow: 

Cornelius Ryan's Collier's articles “Five 
Desperate Hours in Cabin 56" and “One 
Minute to Ditch” brought him the $1,000 
prize for “most distinguished writing in- 
volving original reporting in which seri- 
ous obstacles had to be overcome.” 

Six winners of $500 awards were: John 
Bartlow Martin for his series “Inside the 
Asylum” in The Saturday Evening Post 
for “depicting life, culture or institutions 
in the U. 8S." 

Former Ambassador George F. Kennan 
for his “Overdue Changes in Our Foreign 
Policy” in Harper's, in the foreign rela- 
tions category. 

Jim Bishop for his “The Life Story of 
Jackie Gleason” in Look for the best ar- 
ticle depicting a person. 

Wyatt Bilassingame for his “Man's 
Courage” in Harper's for the best short 
story of the year. 

Gladys Denny Schultz for her “The Un- 
insulted Child” in the Ladies’ Home Jour- 
nal for the best article on science or 
health. 

Lincoln Barnett and the staff of Life 
for “The Epic of Man,” Parts III through 
VII in the “open classification.” e 


Rogers Publishing Names 3 

Rogers Publishing Co., Engle- 
wood, Colo., has added three per- 
sons to its staff. They are James 
G. Crawford, formerly assistant ad 
manager, general purpose motor 
department, General Electric Co., 
who becomes promotion manager 
of Design News; E. Watt Pye, 
previously sales promotion spe- 
cialist, specialty motor depart- 
ment, GE, promotion manager of 
Electrical Design News, and Ron- 
ald Ritter, formerly with Indus- 
trial Press, to the research de- 
partment of Design News, Pur- 
chasing News and Electrical De- 
sign News. 


How To Select 
the Right Color 
Film 


Want to keep posted on the spec- 
tacular developments in color pho- 
tography? No better way to do it 
than to make sure you get your co 
of the May ADVERTISING - 
QUIREMENTS. 

In this issue, Egon Berka, photog- 
raphy consultant to some of the 
nation’s leading agencies and adver- 
tisers, cooperates with the editors of 
ADVERTISING REQUIREMENTS 
to present a practical guide to the 
selection of available color processes. 

A unique chart acts as a visual aid 
to lead the adman from his ific 
assignment to the most effective 
color 
article that you'll want to keep and 
refer to frequently. 

To get the ~~ 4 issue and a year’s 
(12 issues) trial, just clip this ad, 
attach $3 to your business letterhead, 
and mail today. You'll be glad you 
did—or your money back! 


Advertising Requirements 
The Workbook of Advertising 
Management 
200 E. Illinois St., Chicago 11 


process. Another AR “must” | 


McNitt Heads TvB Oftice 


al manager at San Francisco for | #¢count 
been | Purina C 


Kenyon & Eckhardt, has 
named head of a new West Coast | 


75 


jcom & Bonfigli, San Francisco, ;rect figure is 45 pages, compared |ing manager of Roto-Broil Corp. 
Walter McNiff, formerly region-| a8 been promoted to assistant with 31.5 pages in April, 1956. 


executive on the Ralston | 


thus becomes the first woman to) 


office for the Television Bureau of | 40 account work for GB&B. 


Advertising. The office will be in 


| 
San Francisco at 369 Pine St. and | ‘Coronet’ Had 45 Pages 
is expected to be in full operation | of Advertising in April 


by June. 
Guild, Bascom Boosts Obach 


In its consumer magazine lin-| 


| age tabulation in the April 29 is- 
sue, ADVERTISING AGE incorrectly | 


Margaret Obach, formerly on the | reported 4.5 advertising pages in| 
tv production staff of Guild, Bas- | April, 1957, for Coronet. The cor- | 


©. account. Miss Obach Platt Joins Pilot Radio 


Arnold Platt, formerly advertis- 


|of America, has joined Pilot Radio 

Corp., Long Island City, N.Y., as 
|advertising and sales promotion 
| manager. 


HERE! DAILY most everyone keeps up 


The Family Station 


GREATER CLEVELAND'S 
METROPOLITAN VOICE 


More News...More 


WSRS_ 


Music...More Homes 


To SELL MORE 
in Dallas... 


Concen 


in The Dallas 


INCOME GROUP 


THE NEWS’ COVERAGE AND DISTRIBUTION 
OF CIRCULATION IN DALLAS BY INCOME: 


UPPER INCOME . 
UPPER MIDDLE . 
LOWER MIDDLE .|.. 
LOWER INCOME. 


A NOVEMBER, 1956 survey of 
Charga-Plate accounts shows over 91,000 out- 
of-town customers have active accounts with 
one or more Dallas stores. To parallel this, The 
News has over 92,000 out-of-town subscribers. 
One store says 95% of its non-resident, charge- 
account customers subscribe to The News. 
36.8% of Dallas’ retail volume is attributed to 


out-of-town buyers! 


concentrate 


NEWS’ COVERAGE | % OF NEWS CIRCULATION 
WIG 1. Peas. ot 
. 55.5% re fF eee ee © 25.7 
7!) 2 ae 
YB hee 


that looks to Dallas! 


DALLAS NEWS READERS 


HAVE MORE...SPEND MORE... AND 
THERE ARE MORE OF THEM! 


Ge 


a 


trate 


Morning News! 


WHATEVER you have to sell, people 
with more income buy more — according to the 
Department of Agriculture and Federal Reserve. 


The Dallas News, with 


a higher concentration 


of its circulation in Dallas’ higher income areas, 
affords larger, more effective coverage of Dal- 
lasites who have the wherewithal to buy! 


PERCENT OF DALLAS’ 


OUT-OF-TOWN CUSTOMERS: 


STORE GROUP 


RETAIL SALES TO 


% OF SALES TO 
NON-RESIDENTS 


FOOD SALES 


GENERAL MERCHANDISE .......].... 


APPAREL SALES...... 


FURNITURE, HOUSEHOLD, RADIO|.... 


AUTOMOTIVE SALES .. 
DRUG SALES ..6 cease 
TOTAL RETAIL SALES. 
SM: May 10, 57 


. 23.4 
. 61.4 
. 42.7 
- 16.2 
. 42.3 
Tree. eer  Paas 
.. 36.8 


your advertising in The Dallas 

Morning News! You'll sell 
more in Dallas (and in North Texas) with The News’ 20% larger 
circulation, the greater buying power of News subscribers, and The 
News’ exclusive coverage of the larger, out-of-town Dallas Market 


CRESMER & WOODWARD, INC. * National Representative 
New York © Chicago © Detroit ¢ Atlanta ¢ Los Angeles ® San Francisco 


Hallas Morning News 


Member, Metro Sunday Comics Network 
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|Scotland and Wales, commercial 
\tv will be able to reach about 
|30% of the adult population by 


British Ad 


Spending Scores 
27% 2-Year Gain 


Newspapers Hold Big 
Lead; TV Leaps into 
Nine Leading Media 


Lonpon, May 7—An estimated 
$924,000,000 ( £330,000,000) was 
spent on all forms of advertising 
in Britain in 1956, according to 
Dr. Mark Abrams, research direc- 
tor of the London Press Exchange. 

This figure, he says, in a con- 
tribution to the Financial Times, 
represents an increase of 27% 
over the latest official figure com- 
piled by the Advertising Assn., 
which was $720,000,000 spent in 
1954. The association currently is 
compiling an official estimate of 
1956 expenditures, with the assist- 
ance of advertising agencies. 

Dr. Abrams said he expects to 
see the 1957 expenditure top the 
$980,000,000 level. 

“Perhaps the 
change 


most interesting 
over the past two 


British Ad Spending Grows 


% 
1956 1954 In- 
Abrams Ad. crease 
Est. Assn. 1954 
($000, ($000, - 
000) 000) 56 
Press 
Space: 
National newspapers .128.8 95.2 35 
Provincial newspapers 148.4 131.6 13 
Magazines, periodicals 106.4 92.4 15 
Trade, technical .......... 95.2 756 26 
Other publications ...... 2.8 28 — 
Production costs ............ 28.0 22.4 25 
Total press... 509.6 420.0 21 
Non-press (incl. production costs) 
Posters, transport ........ 546 448 22 
Outdoor signs .............. 26.6 21.0 27 
a 1.4 14 — 
DE GED ccccrevssccssesisens 154 12 397 
Catalogs, leaflets, etc. 93.8 79.8 18 
Window, interior 
_ 2 a 616 50.4 22 
Exhibitions 0.0.0.0... 42.0 35.0 20 
Free samples, 
gift schemes .............. 196 15.4 27 
ee 42.0 _-_ =— 
Miscellaneous .............. 154 126 22 
Administration ............. 420 %4 15 
Total press, non-press 9240 728.0 27 


years has been the greater-than- 
average expansion in the share 
devoted to non-press media,” he 
noted. “Their combined revenue 
rose by 35%. Most of the ‘aux- 
iliaries’ benefited from this devel- 
opment, but the outstanding 
change in the advertising picture 
was, of course, the appearance of 
commercial television.” 


® Dr. Abrams predicted that the 
greatest future expansion would 
be recorded in television, with the 
number of receivers increasing | 
from 6,570,000 at the end of 1956 | 
to at least 7,750,000 by the end of | 
this year. 

With additional commercial 
transmitters going into service mi 


Marie does t 
FASTER... 


complete mailings, multi- 
graphing, mimeograph- 
ing, addressing, fill-in on 
multigraphed letters, 
planographing. 

Marie keeps your Mail- 
ing List up-to-date, frees you 
from detail work. For rush pick-up, 


uick service and fast delivery 
ALL WAbash 2-8655. 

> 9 tue 

431 S. Dearborn Street, 5, Ul. 


year’s end. Dr. Abrams expects 
television advertising expendi- 
tures to top the $56,000,000 level 
this year. This, he said, might 
lead to a slackening in demand for 
advertising in other media, in- 
cluding posters, cinema, radio and 
the provincial press. 


FRENCH AD SPENDING 
CLIMBED 10% IN ‘56 

Paris, May 7—French advertis- 
ing expenditures climbed to a 
record $180,000,000 (98.2 billion 
francs) in 1956, according to a re- 
port from the Union des announc- 
eurs, France’s equivalent of the 
Assn. of National Advertisers. 

This total was approximately 
10% higher than the 1955 figure. 

Breakdowns by media show that 
magazines and newspapers ac- 
counted for nearly $142,000,000 of 
the total, or a little more than 
half. Expenditures in print media 
increased by $14,000,000 over 1955. 


Cinema advertising, a strong 
medium here, garnered $12,000,000, 
a gain of $3,000,000. 

Expenditures in '56 by media 
were reported as follows: 


Newspapers, magazines ........ $142,000,000 
Posters, outdoor boards and 

window displays ..............0+ 19,000,000 
RUNIIIED  Gecletleicttbenkedsococecsccentenase 15,000,000 
ST TIE ” dndisslisdiethincacceniarenseseill 37,000,000 
| ET es 12,000,000 


Exhibitions, point of purchase 34,000,000 
Miscellaneous 21,000,000 


Thermo Materials to Cole 
L. C. Cole Co., San Francisco, 


|has been appointed to handle ad- 


vertising for Thermo Materials 
Inc., Menlo Park, Cal., new manu- 
facturer of industrial ceramics and 
ferrites. Initial ad programs will 
include technical publications 
serving the electrical, electronics 
and product design fields. Thermo 
Materials is jointly owned by 
Gladding, McBean & Co., Provi- 
dent Securities Co. and French- 


|\town Porcelain Co., Trenton, N.J. 


! 


Lonvon, May 7—A controversy 
is raging here around the apparent 
policy of some British advertising 
agencies to concentrate advertis- 
ing on large spaces in mass-cir- 
culation publications. 

This policy has been discussed 
| quite often of late, but only in the 
past few weeks has it been 
brought out into the open and hot- 
ly debated. 

It began with a recent article 
in the Financial Times, dealing 
with advertising expenditures in 
Britain in 1956. Dr. Mark Abrams, 
research director of the London 
Press Exchange, compiled the fig- 
ures. (See story on this page.) 

Commenting on the fact that 
ad expenditures increased about 
$196,000,000 (£70,000,000) be- 
tween 1954 and 1956, Dr. Abrams 


press advertising, with national 
newspapers taking the major share. 


said some $89,000,000 went into | 


Advertising Age, May 13, 1957 


Peril to Britain's Provincial Dailies Seen in 
Agencies’ ‘U. S.-Style’ Big Circulation Buys 


“A detailed analysis of press ad- 
vertising,” he said, “suggests the 
possible emergence in this coun- 
try of a trend which has already 
established itself in the U. S.: The 
concentration of press advertising 
expenditure on large spaces in 
the multi-million circulation pub- 
lications.” 

This practice, said Dr. Abrams, 
makes life easy for the space buy- 
er in the short run and helps to 
hold down the operating costs of 
advertising agencies. 

The trade paper World’s Press 
News devoted an editorial to the 
question under the heading: “An 
Amazing Admission.” It said: 

“Dr. Abrams makes a remark- 
able admission about the policies 
which guide much of today’s space 
buying. He goes so far as to set 
down in public print a view of 
agency behavior which is widely 
held among advertising salesmen, 


Another 


ee ee 


reason why WTVT is your best buy in the Twin Cities of the South! 


WTVT dominates Tampa-St. Petersburg viewing not only 
with CBS programs, but with local shows, too! WTVT news, 
sports and weather dominate viewing in their time periods. 


Whether your schedule calls for network adjacencies or 


spot program buys, you get top audience, top results on WIVT! 


* ARB Feb. 1957. WTVT is top station -67% 
more quarter-hour firsts than the second station! 


TAMPA - ST. PETERSBURG 


Twin Cities of the South, ranks 34th in retail sales among all metropolitan 
markets, is one of the nation’s fastest-growing industrial areas. Among 
marketing executives, media and time buyers, Tampa-St. Petersburg is a 
must on every market list! (Sales Management Survey of Buying Power 1957) 


tee < 


WTVT dominates Tampa-St. Petersburg, an 


d delivers bonus coverage of 239 thriving communities! 


31 out of 50 top-rated 
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Advertising Age, May 13, 1957 


but which is generally denied in 
space buying circles.” 

The editorial concluded by say- 
ing, “It would be interesting to 
know how clients—and other me- 
dia owners—feel about this dec- 
laration. We see in it implications 
of the worst possible kind.” 


# Further reaction was forthcom- 
ing a few days later at the Na- 
tional Union of Journalists’ an- 
nual delegate conference. In his 
presidential address, George Reed 
blamed this policy for putting 
provincial newspapers in peril. 

“Possibly the greatest influence 
in determining the future trend 
of Britain’s newspaper pattern 
consists of the advertising agents,” 
he said, “and because of that 
many observers are depressed. 

“They are now deserting the 
provincial dailies and weeklies, 
after having made convenient use 
of them when the nationals were 
not able to absorb all available 
advertising (due to newsprint re- 
strictions). 


“They are directing much of the 
business that is not going into 
commercial television to the big 
circulation national newspapers 
and by so doing are inflaming the 
often unedifying battle for circu- 
lation figures.” 


® He contended that the time had 
come for provincial newspaper 
proprietors to appeal to the social 
responsibility of the big London 
advertising agencies. 

“I am sure these agents have 
not given deep consideration to 
the twin dangers they are encour- 
aging: 


e “The further contraction of 
Britain’s provincial press, with its 
regrettable social loss to the na- 
tion; 


e “The development of a news- 
paper monopoly by three or four 
national dailies which may, in 
fact, eventually recoil upon the 
agents themselves.” 


It would be encouraging if a 


group of the most influential | 4,000,000 copies daily. 

agencies were to attempt to dis- The advertising director of one 
suade their profession from an/ provincial publishing firm said he 
attitude which could result in “his- | considered Dr. Abrams’ statement 
tory pointing a contemptuous fin-| did not apply to all agencies, nor 
ger at them as the executioners|to the majority. But it certainly 
of much of Britain’s provincial | applies to some agencies, he said, 
press,” said Mr. Reed. | adding that some agency repre- 


® The decline of national product 
advertising in provincial newspa- 
pers in these days of rising pro- 
duction costs is a matter of con- 
cern to many London publishers. 
The national daily is a phe- 
nomonon restricted to Britain, with 
its compact area and good com- 
munications. By printing in three 
centers—London, Manchester and 
Glasgow—it is possible for a 
newspaper to be available to read- 
ers almost everywhere throughout 
the country at breakfast time. 
The result is that popular news- 
papers, that is newspapers cater- 
ing to the popular taste, can build 
amazing circulations. Two daily 
newspapers published in this way 
boast of circulations in excess of 


sentatives had admitted privately 
that their policy was to discourage 
clients from using local newspa- 
pers because it reduced agency op- 
erational costs. + 


_R&R Names Grainger in SF. 


Harold J. Grainger, formerly a 
vp of J. J. Weiner & Associates and 
at one time an account executive 
with Biow Co., and Brisacher, 
Wheeler & Staff, San Francisco, 
has joined Ruthrauff & Ryan, San 
Francisco, as an account super- 
visor. 


Gonzalez to ‘Reader's Digest’ 

Arturo F. Gonzalez Jr., formerly 
with Time Inc., has joined the ad- 
vertising promotion department of 
the Reader’s Digest. 


News — from scene to screen in 30 minutes, 
with WTVT's modern transistor sound-on- 
film equipment plus 37 cameramen-corres- 
pondents throughout Florida. Super-swift 
coverage makes WTVT news highest- 
rated in the market! 


TAMPA - ST. PETERSBURG 
UPS MARKET RANKING IN 
EVERY CATEGORY! 


1956 
ranking 


Amount 


36 $786,145,000 


General 
Merchandise 
Sales 


44 


37 


(Sales Management Survey of Buying Power, May 1957) 


A remote a day was the dizzy pace set 
by WTVT camera crews during a recent 
month! Remote programs included net- 
work originations of The Garry Moore 
Show, I've Got a Secret, Let's Take a 


Trip, plus many local and regional events. 


* 


\ CBS Channel 13 


161,983,000 


147,698,000 


TAMPA - ST. PETERSBURG 


114,546,000 


The WKY Television System, Inc. 


WKY-TV and WKY Oklahoma City 
WSFA-TV Montgomery 


REPRESENTED BY THE KATZ AGENCY 


shows are on WIVT 


a 


Mme. Patenotre, 
Former ‘Inquirer’ 


Owner, Dies at 87 


Paris, May 7—Mme. Jules Pate- 
notre, 87, former owner of the 
Philadelphia Inquirer, died at her 
apartment here May 1. She was 
the widow of Jules Patenotre, 
French diplomat and former am- 
bassador to the U.S. and Spain, 
who died in 1926. She had been a 
French citizen for many years. 
Born Eleanor Elverson, daughter 
of the late Col. James Elverson, 
who bought the Inquirer in 1889, 
she inherited the newspaper in 
1929, and for a time was listed as 
its president. 

Mme. Patenotre sold the paper 
to Curtis-Martin Newspapers Inc. 
in 1930. In 1934 she re-acquired it; 
she sold it again in 1936 to the late 
Moses L. Annenberg. 

The original sale in 1930 led to 
Mme. Patenotre’s indictment in 
1948, on charges of having failed 
to pay more than $2,000,000 in in- 
come taxes for 1930. In 1949 she 
paid the money the government 
claimed, and in 1955 she settled an 
additional tax suit for $2,300,000. e 


HENRY WALSER 

HAZELTON, Pa., May 7—Henry 
Walser, 81, publisher of the Hazle- 
ton Plain Speaker and the Stand- 
ard-Sentinel, died at his home here 
April 30 after a long illness. 

Mr. Walser’s career as a printer 
and publisher covered 69 years. 
He bought the Sentinel, an after- 
noon daily, in 1912, and in 1917 
bought the daily Standard. He 
combined the two newspapers into 
a morning daily. 

In 1926, he and the late John R. 
Dershuck formed a partnership to 
publish the afternoon Plain Speak- 
er and the morning Standard-Sen- 
tinel. 

Mr. Walser had been a member 
of the Associated Press for nearly 
50 years and was active in extend- 
ing its membership throughout 
Pennsylvania. He also was presi- 
dent of the First National Bank of 
Hazleton at the time of his death. 

Active in Democratic party af- 
fairs for many years, he also 
served at one time as city treasurer 
and prothonotary of Luzerne 
County. His son, Frank, is co-pub- 
lisher of the two newspapers. 


Get Your FREE 


Copy of 


“HOW BUSINESS » > 
USES CLIPPINGS” B= 


find out how a “ 
clipping bureau 
can benefit you 


Here is the story on Bacon's Clipping 
Bureau. A complete picture of how 
advertising managers, agencies, pub- 
licity men, public relations firms, and 
other business people utilize magazine 
clippings. Keeping up on competitor's 
advertising themes, new products, 
publicity methods; checking your own 
publicity placement; carrying on 
research projects—these are only a 
few of the jobs we make possible for 
over 1000 clients. Send for your copy, 
see what Bacon can do for you. 


BACON'S NEW 1957 
PUBLICITY CHECKER 


3356 complete listings for business, 
farms and consumer mag- 
azines. Editor-coded. 
Sturdy, spiral-bound fab- 
ricoid. 644" x 9%". 288 pp. 
PRICE $15.00. 
BACON'S 
Publicity Handbook ' 
Complete text on effective publicity 


handling. Documented, illustrated, 
case histories. $2.00 —128 pp. 


EITHER OR BOTH SENT ON APPROVAL 


BACON'S CLIPPING BUREAU 


14 E. Jackson Bivd.. Chicago 4, I 
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Now for the first time = {ne idea-power of BH&G goes to work 


Better Homes A Gardens 


Uy WAS IDRIS 


Plas Special THANKSGIVING 


Better Homes & Gardens 


Christmas 
Ideas Annual 
Closes: Aug. 15 


On Sale: Oct. 18, 1957 


and NEW TEARS ideas 


Things to do and things to make on every page! Ideas 

for decorating the tree, the table, the house, the yard. Gifts to 

make—to sew or to bake or to build. Or to buy—for the house or the family. A 
marvelous sales climate for a wide range of products—from cookie mixes to television sets! 


Heder lomes 4 Gantens 


KITCHEN IDEAS 


HOME FURNISHINGS IDEAS ANNUAL KITCHEN IDEAS ANNUAL HOME BUILDING IDEAS ANNUAL GARDEN IDEAS ANNUAL 
Closes: July 15, 1957 Closes: Oct. 15, 1957 Closes: Nov. 15, 1957 Closes: Dec. 13, 1957 
On Sale: Sept. 18, 1957 On Sale: Dec. 18, 1957 On Sale: Jan. 18, 1958 On Sale: Feb. 19, 1958 


DOES YOUR PRODUCT BELONG IN 1 OR 2 OF THESE POWERFUL BOOKS...OR IN ALL 5? 


Each BH&G Ideas Annual is a specialized extension of Better Homes tion of the market created by BH&G. Call your BH&G representa- 
& Gardens’ famous ability to stimulate reader action. When you tive soon. Let him give you facts and figures on which annuals are 
advertise in these timely, selective annuals, you deepen your penetra- the best advertising buys for what you have to sell. 


Another success story from 


America’s biggest publisher of ideas for today’s living and tomorrow's plans... 
Meredith Publishing — 


Des Moines 3, iowa 
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Feature Section 


vertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 


Old-Fashioned Fundamentals 
... Their Seven Meanings to Copywriters 


Without in any way attempting to set down “seven rules for copywriters,” 
a veteran in both writing and appraising ads offers some thoughtful ideas 
about good copywriting and what it requires in this extract from a speech 
at the annual advertising workshop of the Minneapolis Adclub. 


By Julian L. Watkins, Vice-President and 
Creative Review Board Chairman, Camp- 
bell-Mithun, Inc. 


There is something more to selling 
than just pushing today’s merchandise in 
an anything-for-a-sale manner. There is 
the little matter of making your name 
stand for something as well as your mer- 
chandise. Your name has got to stand for 
so much, that when a woman shops she 
will instinctively reach for your brand. 
Women are great idealists. They want to 
believe in something. Have you given 
them any selling lately which contributes 
to these two great natural instincts? 
Have you sent them any roses with your 
reasons? 

Let’s return, perhaps, to some of the 
old-fashioned fundamentals in ad-mak- 
ing. Old-fashioned is a nasty word in 
some sections, but let me give you some 
of the things I think it means: 


1, It means that after the conference ends 
and the opinions of the experts lie in a 
tangled mess in your mind ... after you 
get your lungs free of air-conditioned to- 
bacco smoke and you sit there at your 
own desk wondering if there isn’t an 
easier way to make a living . . . it means 
then, that, for a little while anyway, you 
can be your own man, with your own 
thoughts, with your own ideas percolating 
up out of the facts you know about your 
product and the things you’ve learned 
about people. 


2. It means then that you can relax a 
little, and that that blank sheet of paper 
you’ve just rolled into your typewriter 
isn’t a blank sheet of paper at all. It sud- 
denly becomes a face—a face you've seen, 
and known, and respected. You smile a 
little and greet it as a friend. You start 
writing, and you write to that face. . . as 
if you wanted to sell it something, sure 
... but more as if you wanted to keep it 
as a friend. 


3. It means that what you’re writing will 
promise something that the friend in your 
typewriter wants. A “benefit” is what the 
technicians call it. Now, hold on; forget 
the technicians. Write simply, and easily, 
and naturally—and don’t, whatever you 
do, overload the truth. Your friend can 
see that in all too many ads. That’s why 
he smiled a little sorrowfully when you 
told him once that you had gone into ad- 
vertising. You’re not going to give him a 
chance to smile that way again, are you? 


4. He won’t mind it a bit if you’re per- 
suasive. He’ll love you for it. But he'll be 
the first to leave you sitting there alone 
again—with the experts—if you get his 
back up too high by starting to write, or 
talk, like an ad again—like the addy ads, 
I mean. This friend you’re writing to is 
no fool. He and millions like him are 


getting wiser and wiser to the ways of 
advertising (they’re exposed to enough | 
of it), and they’ve decided that they don’t 
care for advertising in its hard, brightly 
polished, wafer-thin sophistication. Can’t 
you hear them saying: “Look, we’re peo- 
ple. Spelled p-e-o-p-l-e. We love you 
when you give it to us straight. Sure, add 
a little enthusiasm, a little color, a little 
service, but for heaven’s sake remember 
that we’re just like you, and we like you 
to level with us.” 


6. Getting back to fundamentals means 
leaning a little harder on the heart—a 
little less on the head. People have a 
woefully short memory for facts, but a 
long strong leash on emotion. Remember 
the story about the two blind men: how 
one who wasn’t doing much business 
with his tin cup and his pencils carried a 
sign which said factually, “I Am Blind,” 
whereas the other, his cup tinkling stead- 
ily with dimes and quarters, carried a 
sign reading, “It Is Spring, and I Am 
Blind.” Get a little of that “it is spring” 
into your advertising. 


5. Getting back to fundamentals means 
thinking a little harder about what makes 
people tick rather than what makes ad- 
vertising tick. Some of the greatest brand 
names in history were created by dedi- 
cated men and women who matched the 
values of good products with the values 
of simple people-reasoning, I call it. They 
weren’t so conscious of techniques in 
those days, of research and ratings, and 
pictures versus text, and all the other 
confusions we've allowed to crowd in on 
our instincts—they just dug for facts 
about their products and sat down and 
did some writing, thinking as they went 
along about all the things they knew 
instinctively, ruled men’s minds. This 
isn’t to say that they were always right, 
or that the good old days weren’t without 
their good old faults; it is simply to say 
that once upon a time an _ instinctive 
headline like “She never knew how close 
she came to happiness” or “How to carry 
fire in paper” or “A skin you love to 
touch” or “You press the button, we do 
the rest” were created by men sitting 
alone at copy desks, writing instinctively, 
out of sheer skill and sincerity to some- 
one they once knew. It was simpler, then 
—and maybe better. 

Macy’s put it beautifully the other day 
when in an advertisement it said: 

“Macy’s is a store with a philosophy. 
This philosophy may not rank with Plato, 
but we believe in it: Macy’s has only one 
customer ... you. Maybe that’s why we 
have more customers than anybody else.” 


7. Getting back to fundamentals means 
that when rating services confound you, 
and the research drives you nuts, stick to 
horse-sense. For horse-sense has built 
more businesses, saved more lives and 


Fundamentals and Their Meanings 


Hats Off, Men, C.M. Suggests 


won more women than any other price- 
less ingredient I know of. 

“There are many successful ads, few 
great ones. Phenomenal results alone do 
not make an ad great unless its message 
is made memorable by originality, wit, 
insight, conviction, or some other noble 
quality of mind or spirit . the best 
identification of a great ad is that its 
public is not only strongly sold by it, but 


On the Merchandising Front... 


Woolf: Picture Vs. Long Copy 


You Hate Those TV Commercials? 


that both the public and the advertising 
world remember it for a long time as an 
admirable piece of work.” 

So wrote Raymond Rubicam in the 
foreword to a book on advertising seven 
years ago. I can think of no better way to 
end this than to bring the import of his 
words to you again. 

For this is something we can all believe 
in every day of our advertising lives. e 


The Reverse-the-Field Technique 
in Merchandising 


By E. B. Weiss 

Imitation is one of the great funda- 
mental procedures in American business 
today. That is why so many lines are so 
remarkably and dully similar. It is also 
why so many retail establishments are so 
similar that an execu- 
tive of one store can 
walk into the unit of a 
competitor and be 
quite unaware for a 
while that he is in en- 
emy territory. 

Yet throughout this 
poorly-defined world 
called “merchandis- 
ing” there is probably 
at least as much oppor- 
tunity in reversing the field—or even in 
defying the field—as there is in conform- 
ity (which is simply a high-sounding syn- 
onym in so many cases for imitation). 

For example, the major appliance in- 
dustry is tearing headlong in the direction 
of the full-line concept. And we hear that 
the smaller producers of limited lines are 
going out of business. (These reports are, 
of course, not entirely untrue.) 


E. B. Weiss 


s But does this mean that the only, or 
even the safest road to profit in this in- 
dustry is through mergers, affiliations, 
etc., that will ultimately provide a full 
line? 

Not necessarily. On the contrary, it may 
even be that one, or several, or a number 
of major appliance producers will find 
that their cue is not imitation—but to 
reverse the field. 

I cite, as a case in point, the maker of 
Hamilton laundry equipment. And I cite 
Hamilton not only because it is not a full- 
line maker of major appliances (so far as 
I know it has not gone into air condition- 
ers, refrigerators, tv, radio, etc.), but be- 
cause it continues to tie up its future with 
the independent distributor in a market in 
which this middleman’s future is presum- 
ably rather bleak. 


8 Since Hamilton explains its reverse- 
the-field philosophy more clearly than I 
could hope to do, here—from a fairly re- 
cent business paper ad—is Hamilton’s 
reverse-the-market marketing position: 

“Why Hamilton laundry equipment is 
sold only through independent distribu- 
tors: 


“The appliance business never runs 
short of talk. 

“We continue to grow nicely, and so do 
many of our independent, specialized col- 
leagues. And yet we hear that there’s no 
longer any room for independent, special- 
ized appliance manufacturers. 

“In market after market our own dis- 
tributors, and many more like them, re- 
port volume increase month after month, 
year after year. And yet we hear that 
independent distributors will soon be a 
thing of the past. 

“We hear it’s good business to take a 
direct deal. . . open a branch. .. estab- 
lish a captive outlet . . . or rig things in 
favor of a few big volume-at-any-price 
dealers. We don’t, and things work out 
quite well. 


s “Now we'd like to add to the talk. So, 
here’s why Hamilton laundry equipment 
is sold only through independent distrib- 
utors— 

“1. Hamilton grew up in the appliance 
business in partnership with independent 
distributors. We know the system works 
because we've seen it work. Seen it take 
us from zero to a position of major im- 
portance in the laundry equipment field. 

“2. We like to see our products sold 
along with other leading independent ap- 
pliances, because we believe these com- 
binations are far stronger than the typical 
long-line. Think it over—dishwashers 
. . . freezers ..-FTanges ... tv 
vacuum cleaners. 

“3. We value enormously the market 
wisdom of successful independent distrib- 
utors—men who have grown up in their 
markets, whose present and future suc- 
cess must be won in their markets. And 
who remain in their markets. 

“4. We gain from the fact that inde- 
pendent distributors select their lines 
for strength, and will not risk their stand- 
ing on untried or experimental items. We 
have seen this same independent discre- 
tion exercised in matters of sales policy, 
pricing practices and fair-dealing—and 
have liked the results. 

“5. We feel that our many dealers are 
best served by distributor sales organiza- 
tions with local control, local accountabil- 
ity and local freedom of action. And the 
great majority of our dealers very ob- 
viously agree with us in this. 

“Above and beyond all these reasons, 
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we return to one basic fact. During recent 
turbulent years, this system—selling our 
products exclusively through independent 
distributors—has worked for us and our 
dealers. It is working now. It will con- 
tinue to work, and well.” 


® In every branch of our economy exam- 
ples will be found of businesses that have 
profited by refusing to be stampeded into 
a headlong rush into a policy of conform- 
ity. It is true that these examples exist 
more commonly among the medium-size 
organizations, so it might be argued that 
this is the road away from leadership. 
That could be true, although it would be 
difficult to determine here which is the 
chicken and which is the egg, and which 


came first. But it is also true that there 
can be only so many leaders in any in- 
dustry. 


= Obviously, it is vital that the point of 
departure from an industry’s broad trend 
must be conceptually sound. It must fur- 
nish strong competitive weapons. And 
then these weapons must be used with 
courage and with consistency. 

Given these essentials, it is probable 
that any number of manufacturing, 
wholesaling and retailing ventures that 
now look longingly at a bid from a giant 
rival as the road to salvation might find 
that an even better road to a prosperous 
and happy future is via the reverse-the- 
field technique. + 


Hate TV Commercials? Not That Much 


By William L. Rohde, 
Account Executive, Wildrick & Miller 
Inc., New York 


We call our own little collection of be- 
havior patterns character. 

When we think we know the character 
of a lot of people, we say we understand 
the market. 

Sometimes we prepare advertising with 
theme, strategy, or video that proves we 
have a misconception of our market’s 
character. We rarely err on the side of 
maturity. If challenged, we may plead 
necessity. It’s the character of the market. 


s Now—I’m going to prove to you that 
the character of the market is shrewd and 
sensible, gracious and tolerant! (Of 
course, a lot of us have suspected this all 
along.) 

You probably remember that about 
three years ago devices first appeared to 
“eliminate tv commercials.” These simple 
switches, usually an audio cut-out, had 
been around for a long time, but now they 
were being advertised and promoted with 
a general theme: “Hate TV Commercials? 
Kill ’Em! Automatically!” 

The items sold as low as $2.98, and we 
knew that set manufacturers were going 
to introduce controls with which one 
could “shut off television and return vid- 
eo and audio instantly, at any distance.” 


® Concerned about loss of audience (and 
the high IQ slice, I wondered?) I had sur- 
veys made in one-station, poorly pro- 
grammed cities where the public re- 


Employe Communications .. . 


putedly hated television commercials. 
Researchers asked: “Would you like to 
automatically eliminate tv commercials?” 

The answers surprised me so much I 
sent out teams to double-check, offering 
to install the shut-offs for only $2.98! 

The summary of consumer viewpoint 
remained the same. And here it is—never 
before revealed. 

The leading two observations were: 

“Doesn’t think it’s fair—to cut off the 
commercial, because somebody has to pay 
for the programs.” 

“Doesn’t want to miss—commercials 
because once in a while you learn some- 
thing.” (An interesting side-observation 
was made by many who took this atti- 
tude; they said: “You learn to automati- 
eally ignore ridiculous commercials.” 
They admitted, in other words, develop- 
ing a rejective eye and ear!) 


# You’re surprised! I called for the orig- 
inal reports and worked a few streets 
myself. The results checked perfectly. 

Makes one feel good, doesn’t it? The 
traits or attitudes of our market in refer- 
ence to our profession include good na- 
tured understanding, unselfishness, and 
interest in information. 

Whatever happened to those shut-off 
devices? 

Anyway, the market is still there, and 
its character is shrewd but kind. 

Makes one want to prepare campaigns 
with more mature content and viewpoint. 
Makes you feel they’ll sell merchandise, 
too. + 


Reaching Out into the Community 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

A newspaper publisher in a midwestern 
manufacturing city has been toying with 
the idea of assigning a reporter to the 
job of covering the community’s indus- 
trial plants. Each day the reporter would 
report the factory news—programs, prod- 
ucts, personnel—and work it into a read- 
able column. The industrialists whom the 
publisher approached with the idea were 
warm in their approval. 

The idea died before it was born. After 
a few test runs, the reporter returned to 
headquarters with the sorry report that 
he couldn’t pry any news out of his beat. 
Executives were busy, so the reporter 


was assigned to lower echelon people who 
were both newsless and evasive. The re- 
porter couldn’t pin down enough people 
to justify a daily column. 


s One might hastily conclude that the 
reporter wasn’t a reporter at all; that if 
the news were there (and he conceded it 
was), he should be able to ferret it out. 
But the fact is that the reporter needed 
solid, dependable news sources and he 
couldn’t find them. The concerns which 
claimed they were pr-minded were simply 
not. 

The publisher has grown gloomy over 
the prospect of getting adequate coverage 
of the industrial community. He might 
take heart from a development in Cin- 
cinnati which, while it won’t do him any 
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AFTER SHAVE LOTION *f 


You might not believe this, but once upon a time any male who appeared 
in an advertisement was a gentleman—and dressed the part. Pants carefully 
pressed. Hair combed. Tie tied and hat worn at the correct angle. In fact, a 
well turned out male in real life was given the accolade of looking like “the 


And what do we have today? Guys who pop up out of sewers to have their 
cigarets lit. Sportsmen who don’t even stop to wipe the perspiration from their 
faces before allowing themselves to be photographed. You'd think nobody 
cared any longer how other people saw them. 

From the hat, we assume this particular character holding the flacon of 
Kings Men after shave lotion is a construction worker. Since he has his helmet 
on, we assume he either takes after shave lotion along with him on the job 
or that he wears his hat all the time—even when shaving. Could be he has a 
wife with a vicious temper who throws things. Or maybe he sired a Charles- 
Addams-like offspring. Anyway, he insists he doesn’t want to be a tycoon, he 
just wants to feel like one. We'd suggest he start by taking the hat off. 

Since advertising is primarily a man’s business, maybe this trend to show 
unkempt males is an attempt to get even for all the many times husbands and 
fathers are depicted on tv as dopes and idiots. If that’s the way they’re being 
thought of, they won’t even bother to dress up. It’s as sound an explanation as 
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specific good, might re-establish in part 
his faith in the news-mindedness of in- 
dustry. At the Evendale plant of General 
Electric Co. in Cincinnati, the enterprising 
plant management has recently intro- 
duced a newsy four-page tabloid called 
“Neighborhood News” with the subtitle, 
“A report from one neighbor to another.” 

On Page 1, the paper is described as 
a “community service.” Its purpose, the 
statement reads, “is to provide an easy- 
to-read digest of the news reproduced 
weekly in our employe newspaper. .. We 
feel that by scanning our weekly editions 
for those items of particular interest to 
persons outside the plant, we will be able 
to provide a publication of even greater 
interest to our friends.” 


® The first issue of “Neighborhood News” 
reports to GE’s Cincinnati neighbors the 
awarding of a new $20,000,000 contract for 
J-79 engines; negotiations for GE’s ac- 


quisition of a new plant. There is a short 
story on a test pilot, and a report on crea- 
tive design at Evendale. Support is given 
editorially for “Talent Inc.” for the em- 
ployment of the handicapped. A feature 
is based on an English engineer who vol- 
unteers some comment on America. The 
editor’s question clearly is: “Will the 
article interest the community?” The 
answer, judging by a review of the mate- 
rial in the first issue, is clearly “Yes.” 

GE assumes the interest of the com- 
munity in GE; it doesn’t need a newspaper 
publisher to point it out. While other con- 
cerns dawdle on the brink of community 
communications, GE does something about 
it. 

The frustrated newspaper publisher who 
can’t develop an industrial news column 
is the same publisher from whom the 
industrialists expect cooperation and cov- 
erage—in their own way and at a time 
they designate. o 
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Collins, Miter & H. utchings, Inc. 


S333 WEST LAKE STREET AT WACKER DRIVE + CHICAGO 6G, ILLINOIS 


America’s Finest Photoengraving Plant for Letterpress and Gravure 
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Salesense in Advertising ... 


The Vogue for Big Pictures 


By James D. Woolf 
Advertising Consultant 

Thoughtless generalizing is probably the 
most serious of popular sins in thinking. 
“It never rains but it pours.” “All wom- 
en are poor drivers.” “Out of sight, out 
of mind.” No less a scholar than Justice 
Holmes once remarked 
that “the chief end of 
man is to frame gener- 
al propositions, and no 
general proposition is 
worth a damn.” 

In this regard, the 
advertising business is 
not without sin. Rare 
indeed is there a meet- 
ing of minds where at 
least one conferee fails 
to toss a few generalizations into the dis- 
cussion. One example will suffice. I refer 
to the ancient Chinese proverb to the ef- 
fect that one picture is worth ten thousand 
words. 


James D. Woolf 


= I am not certain that those who give 
utterance to this old saw really believe 
it 100%. But I do know there is a growing 
tendency among admakers to use bigger 
pictures and fewer and fewer words. Leaf 
through any of the major magazines and 
you will see many pages that are domi- 
nantly pictorial. 

The Chinese generalization is, of course, 
nonsense. Everything depends on the 
product and the objective. The pattern of 
the Modess ads, which, except for two 
words, are 100% pictorial, certainly would 
not be effective as a communicator of 
ideas in behalf of, say, Sugar Information 
Inc. or Celotex. 


# I tend to believe that the big picture 
craze is getting out of hand. One reason 
for this, I think, is a new term that’s 
being bandied about with carefree aban- 
don—namely, “brand image” or “product 
image.” This is one of the vaguest gen- 
eralities to gain wide vogue in many a 
month. It is also widely misunderstood. 
Words alone can create a favorable prod- 
uct image; witness the continued effective- 
ness of radio. 

I am not against pictures, big or little, 
as the case may be. Everything, as I say, 
depends on the product and the objec- 
tive. ° 


YOU NEED A BIG DICTIONARY 
LIKE THIS IN YOUR HOME... 


LONG COPY DOES IT—That people won't 
read long copy, a generalization sub- 
scribed to by some admakers, has been 
disproved by the Book-of-the-Month Club. 
Successfully to advertise many categories 
of products absolutely demands adequate 
body copy. 


\nnouncing the grealest advance in the history of air conditioniny 


~~ PHILCO 
SONITROM 


AIR CONDITIONER 
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SALESMANSHIP—This page announces “the 
greatest advance in the history of air 
conditioning.” This claim is a big one and 
needs a lot of word-support to make it 
credible. This ad is a fine example of 
salesmanship-in-print. Would the big 
picture technique be more successful in 
creating a more favorable “brand image” 
for the long haul? Don’t know; don’t care. 


“Best fence 
| ever put up... 
and it saved me "BGQ 2” : 
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TELLS FACTS—The International electric 
fencer, unlike soft drinks, cigarets and 
beer, is a somewhat complicated product 
that needs a lot of explaining. Not so, in 
this instance at least, is the old Chinese 
proverb that one picture is worth 10,000 
words. The coupon returns from this ad, 
I am told, were excellent. 


Homen across the nation said: 


“Give us the kind of homes we want” 
ee eee 


and here they are in the 
Celotex 1957 Book of Homes ” 


ons by The U > Wamen's Congress on Hewwng 
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See Plans Now At Your Celotex Deater’s 
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SELLS ‘HOMES’ BOOK—Like the electric fen- 
cer, Celotex has a story that can be told 
only with words. This advertisement may 
or may not create a so-called “brand 
image,” but it can hardly fail to achieve 
its objective, which is to get the “Celotex 
1957 Book of Homes” into the hands of 
prospective home builders. 


Advertising Age, May 13, 1957 


The problem of fatigue 
in reducing diets 
y do 80 many people 


Can energy stay up 
while pounds go down? 


Recent lindings show how sagas can help you lose weigh! weth lexs hunger — less fategue 
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series that is being run in behalf of sugar, 
and I hear that the campaign is success- 
ful. Only with words—and a lot of them— 
can the sugar story be told; as a vehicle 
of communication the big picture tech- 
nique would have been a mistake. 


Looking at the Retail Ads 


By Clyde Bedell 


(Mr. Bedell is a consultant in crea- 
tive advertising and advertising 
training.) 


These ads illustrate an artificial device 
dictated by judgments other than those 
of advertising wisdom. 

All ads of this store use headlines be- 
ginning with the store name. An “I,” 
or “me, me, me” complex grows monot- 
onous even in one you love. On the part 
of a store, it seems to me particularly ill 
advised. 

If I wanted to sell my services to some- 
one, I could do better I think, than say: 
“Bedell will analyze your advertising. 
Bedell will train your staff. Bedell, even 


what it should expect from advertising, 
and how to get it.” 


® Not only does this store introduce 
everything it has to say with “me,” or “I” 
—it puts its “ME” or “I” in the largest 
“type” in the ad. 

Even if an advertising department had 
mastered all the possible fruits of re- 
search in what makes headlines work 
(very few have), it would be terribly 
handicapped attempting to put its knowl- 
edge to work within so artificial a device 
as this. 

My criticism is not that the store name 
is at the top. That’s fine. It is that the 
store name is part of every headline. 

Incidentally, does the headline at the 
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Starch Readership Studies prove 
you get GREATER READERSHIP 


im The Houston Post! 


THE Houston Post offers you more for your advertising dollar, because 
Highest Readership The Houston Post is read more than any other Houston daily! Daniel Starch 
and Staff, since June, 1951, has made comparative readership studies of 
Fastest Growing Circulation Houston dailies. Their studies prove: The Houston Post news and advertising 
is read more by both women and men than any other Houston newspaper. 
Results from greater readership: The Post has the largest circulation gain 


Largest Advertising Gains AND the largest advertising gain, 1951-1957. These plus values spell results 
for the advertiser. 


you need THE HOUSTON POST to cover the Houston market 


Represented Nationally By MOLONEY, REGAN 4&2 SCHM™MITT 
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Looking at Radio and Television .. . 


The Year of the TV Advertiser? 


By The Eye and Ear Man 


Is television soft? Many advertisers 
think so. Is this the year when the angry 
voices raised against the rising costs of 
the television medium will get results? 
The current availabilities of time and 
program would lead many to conclude 
that the long-predicted buyer’s market is 
imminent. 

In past years (despite certain periods 
of reappraisal of television commitments 
and the usual pruning of the dead pro- 
grams), by spring almost all time periods 
in the 8-10:30 p.m. group were sold. 
More often, they were being parceled out 
to advertisers standing in line. If an es- 
tablished show became available, the 
fight to get it was a fierce one. 

Of course, up to a few years ago it was 
possible for a product to sponsor all of a 
half-hour—or even an hour show. It was 
even possible to commit for five quarter- 
hours of news or music without too much 
strain. 


s All that has changed. Gone are the 
halcyon days when $2,000,000 bought 52 
half-hours’ time and talent gross. Now 
$2,000,000 doesn’t even buy half of that. 
It is not uncommon this year to pay 
$115,000 for time and talent per week, 
plus promotion and commercials, or al- 
most $3,000,000 for 78 minutes of com- 
mercial time a year. 

The result of these costs is the elimi- 
nation of single sponsorship; 92% of all 
programs sell two or more products and 
88% sell more than three. The single 
sponsored quarter-hour strips are now 
split up and about to give way to more 
action programs. The advertisers’ com- 
plaints are in this order: 

1. Rising costs of television result in 
fewer commercial minutes for more dol- 
lars—consequently less advertising value, 
since the costs are now rising faster than 
increased circulation. 

2. As costs rise, so does competition— 
and the once high-rated shows that jus- 
tified the high costs are a thing of the 
past. Actually, time rates in competitive 
areas should be going down; why aren’t 
they? 

3. Business is faced with increased 
costs on every side. Although gross in- 
come is up, net profit is either down or 
waveringly steady. If anything goes sour, 
an inflexible television commitment 
which cannot be canceled may mean the 
difference in the stockholders getting a 
fair dividend or none at all. 

4. Comptrollers are becoming wary of 
millions of dollars inflexibly committed 
to a single medium. These costs are even 
approaching the costs of new plants and 
materials. 


5. The arrogant attitude of the net- 
works has alienated some potential cus- 
tomers at the time when nets need mar- 
ginal advertisers the most. 


® The results are that, at this point, 
while established high rating shows are 
being quickly renewed and while hot 
time periods are still in demand, a good 
deal of marginal time and programs are 
available. 

For example, the new 7:30-8 p.m. pro- 
gramming on NBC against such formid- 
able competition as “Robin Hood,” 
“Cheyenne,” “Disneyland” and “Rin Tin 
Tin” is unsold at this time. Spots like 
Sunday afternoon and early evening still 
have no takers as the demand for kidult 
shows is shrinking. 

Some advertisers seeking to share firm 
commitments are still looking for relief 
(or adjustments) with no takers. Even 
good shows that are rumored available 
for co-sponsorship—like Groucho Marx 
or “Father Knows Best” or Burns and 
Allen—have no rush of applicants. 


s Although NBC is beginning to fill up 
its healthier daytime schedules, ABC 
hasn’t been able to get off the ground 
and time is even available on CBS, the 
long-entrenched daytime champ. The sta- 
tion option time periods are sparsely set- 
tled and new early (7-7:30 p.m.) news 
strips are going to be hard to fill. 

It could be that advertisers are holding 
back, hoping to get a bargain, and that 
some sudden moves will stampede all of 
them into the usual bidding against each 
other. It is more probable that some of 
the marginal periods will be unsold this 
year as prices shrink. 

The following conclusions sum up the 
situation: 

1. Television gross billing will be up at 
least 10% in the coming season. 

2. Established shows and good time pe- 
riods will be in demand. 

3. Marginal time periods will be sold 
at bargain prices, reflecting an adjust- 
ment to meet slackening demand. 

4. Three advertisers may well share a 
single half-hour program on either a sea- 
sonal or weekly basis. 

5. A seller’s market will be transferred 
into a buyer’s market. 

6. Some concessions will be made in 
an attempt to level off or reduce prices. 

7. Some advertisers will strike against 
television, but will be back with deals 
when they find they need the power of 
television sales impact. 

8. Short-term commitments 
commonplace in marginal time. 

9. Someone will offer a guaranteed 
circulation plan. 


will be 


What They Were Saying 25 Years Ago 


Dr. Paul H. Nystrom, Columbia Univer- 
sity retailing expert, to the American 
Assn. of Advertising Agencies conven- 
tion (AA, April 16, 1932): 

“The object of many national advertis- 
ers in past years ... was to secure distri- 
bution through all channels, to sell both 
independents and chains, to deal with 
wholesalers on the one hand and through 
their own branches on the other. 

“Now, however, there is a bitter com- 
petitive struggle among these channels... 
it seems likely that many producers of 
advertised goods may find it advantage- 
ous, if not necessary, to choose their 
channels of distribution and then to sup- 
port the selected channel in every way in 
its competitive relations with other chan- 


nels.’ 


Walter Hoving, vp of R. H. Macy Co., 
told the same convention: 

“The ‘advertising agent’ is passing from 
the scene. Instead we have merchandis- 
ing agencies, with advertising depart- 
ments, sales promotion departments, style 
forecasting departments, commercial de- 
signing departments. In other words, they 
will be equipped to take over a manu- 
facturer’s merchandising.” 


E. T. Gundlach, president, Gundlach 
Advertising Co. (AA, April 16, 1932): 

“Too many boards of directors try to 
pass on questions of psychology, and tell 
the advertising man how to prepare his 
copy. The only way to shut them up is to 
ask them direct questions as to what they 


want and how they intend to accomplish 
it.” 


Wroe Alderson, survey director of the 
U.S. Department of Commerce, to the Na- 
tional Drug Store Survey conference (AA, 
April 30, 1932): 

“A large part of drug store volume is 
derived from satisfying the casual im- 
pulse of the passer-by. Most drug store 
purchases would not be made if there was 
not a drug store handy in which to make 
them. 

“Most of the business coming to the 
soda fountain, candy, tobacco and sun- 
dries departments is of this type. Thus, 
while a certain portion of drug store vol- 
ume is built on health needs, many of 
which are of an emergency character, a 
larger part is based on a demand which 
needs to be created and which would not 
exist except for aggressive merchandis- 
ing.” 


W. J. Byrnes, manager of publicity of 
the Chicago Tribune, to the Chicago Busi- 
ness Papers Assn. (AA, April 30, 1932): 


Advertising Age, May 13, 1957 


“Linage figures are at best only a meas- 
ure of the influence of the editor. Despite 
the glorification of advertising, much of 
it is nothing more than hitch-hiking on 
editorial ability. Linage is worth while 
proof, but the incontrovertible source of 
advertising results is editorial influence. 

“Circulation figures, likewise, are but 
a partial measure of the value of a publi- 
cation as an advertising medium. The 
cold figures tell little about reader in- 
terest or editorial acceptance.” 


Kenneth M. Goode, vice-president of 
the Biow Co., to the National Industrial 
Advertisers Assn. convention (AA, May 
21, 1932): 

“A manufacturer recently told me that 
he wished his company was not paying 
dividends. He said he would like to spend 
the money right now in advertising to 
build for the future. But the pressure of 
investors to keep the dividend rate up in 
order to keep the stock from falling any 
lower will prevent any large expenditures 
for advertising this year.” 


in the ad business. 


books you'd recommend? 


DRAWTHINKS .., 


The COPYWRITER'S Art Course 


‘ reeht 1957 by Paul Pinsan 


The professor poses a problem 


How can he teach “word-oriented” college students to 
think visually in copywriting and copythinking courses? 


He is not really a professor, but he is responsible at a state univer- 
sity for coordinating the advertising courses, after spending 20 years 


He wrote, saying that professional layout men and artists he had 
tried as instructors were not satisfactory because they were “un- 
happy that the strdents were not going to be layout men,” Fine arts 


instruction 'y painters seemed to drift into “teacup charcoal render- 
ings.” 

He wants some practical ideas to use in his classes which will assist 
him in ¢ * across » idea that advertising is not just words, to 
help stuten!» iiink in visual terms and express themselves. 

From your experience, how would you answer him? Are there any 


Your suggestions will be forwarded to him and, with your permis- 
sion, summarized in future Drawthinks columns. Address: “Advice 
to a word-oriented advertising student,” c/o DRAWTHINKS, ADVERTIS- 
ING Ace, 200 E. Illinois St., Chicago 11, III. 


Next Lesson: “How to draw crowds of people easily” 
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“Ad Age is one 
of the highlights of 
the business week” 


says JOHN R. MORAN 
Director of Advertising 
Theo. Hamm Brewing Co. 
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JOHN R. MORAN 


Born in Cincinnati, Ohio, Mr. Moran worked his 
way through school by driving a truck. Follow- 
ing his education in liberal arts, advertising and 
higher mathematics at the University of Cin- 
cinnati, Mr. Moran started out to become an 
accountant and worked for a time in the account- 
ing department of a gas company. 


In 1939, he joined the advertising department 
of Procter and Gamble, where he travelled ex- 
tensively testing premiums and sales promotion 
under actual sales conditions. Later, at P & G, 
he planned and administered radio, newspaper 
and magazine schedules, and developed mer- 
chandising and advertising campaigns. 


Moving over to the Kroger Co. in 1943, he 
handled radio, television, newspaper and dis- 
play advertising until 1953, when he became 
director of advertising for Theo. Hamm Brewing 
Company. 


Married and father of three youngsters, Mr. 
Moran is a member of the St. Paul Chamber of 
Commerce Public Relations Committee as well 
as a member of the Governor’s Advisory Com- 
mittee for State Publicity. 


“Each issue of Ad Age is filled with well reported, up-to-date 
facts relating to all the fields allied to marketing. 


“| particularly enjoy the contributions of E. B. Weiss, James 
Woolf, Clyde Bedell and many others who treat current 
creative and merchandising problems in a thought-provoking 
fashion and offer constructive criticism and possible 

solutions to improve these basic advertising functions. 


“Advertising Age is one of the highlights of the 
business week.” 
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Toastmaster Offers Cookbook 
Toastmaster Products division of 

McGraw-Edison Co., Elgin, IIl., is 

offering a free electric fry pan 


FREE LANCE TV COMMERCIALS 
BY BLUE CHIP EXPERT! 
Have created for General Foods, Procter & 
Gamble, Bristol Myers, other majors. 
Phone NYC — MO 3-6162 
KEENER COMMERCIALS 
70 Morningside Drive New York 27 


cookbook to each customer buying 
a Toastmaster automatic fry pan 
this spring. The book, Toastmaster 
Says, sells in bookstores for $2.50 
and contains 169 recipes prepared 
expecially for fry pan cookery. 


Davidson to Publish 13th 
Book, ‘Modern Converter’ 
Davidson Publishing Co., Duluth, 
will begin publishing its 13th bus- 
| iness publication, Modern Convert- 
er, in October, 1957. The monthly 


publication, in a tabloid style, will 
be directed to the foil, film and pa- 
per converting industry. 


Bascom Heads Radio Sales 
Perry B. Bascom, eastern sales 
|manager of Westinghouse Broad- 


casting Co., New York, since June, | 


| 1956, has been appointed national 
|radio sales manager of the com- 
pany. He will continue to han- 
dle the duties of eastern sales 
manager. 


Foop Foe 
THOUGHT... 
HEE HEE... 


LOVE THOSE REGAL 
WONDER WHO WRITES 


CoMME 


SAN FRANCISCO 


( 


ONE OF A SERIES OF RECURRENT DAYDREAMS 
AT GUILD, BASCOM, AND 


-LOS ANGELES -NEW YORK 


BONFIGLI ADVERTISING 


RCALS--- 


‘eM? GRveEL » 


((eLto? 


ANO 


pFRUIT; 
AKEs? 


No.. Guo, 
Bascom , AND 


NFIGLi.. BUT THE 
Bo SPECIALIZE IN 


GC. 
FOOD ADVERTISING. 


SORRY SMITHERS YIF WE 
WE ONLY HANDLE] CAN 


| 


| 
| 


| 


| Murray Ehrlich 


Sullivan Mason 


| HUNTERS—Officers of the Detroit Copy Club plan details of its pro- 
gram designed to find potential copywriters among college students 
| and introduce them to agencies (AA, April 8). Shown here are 
Thomas D. Murray, Campbell-Ewald, president; Wally Ehrlich, vp, 
and Philip E. Mason, treasurer, both of MacManus, John & Adams, 
and Charles C. Sullivan Jr., Kenyon & Eckhardt, secretary. 


New Drive Aims to 
Whet U.S. Taste 
for French Liquor 


New York, May 7—Steadily ris- 
ing U.S. purchases of French cor- 
dials and liqueurs reflect intensi- 
| fied effort on the part of French 
|distillers to capitalize on rapidly 
increasing American interest 
foreign beverages, according to 
| Yves Glotin, chairman and presi- 
|dent of Marie Brizard & Roger, 
|Bordeaux cordial producer. M. 
Glotin is now in this country to 


| Schenley Import Co. 
Sales of French cordials and 
liqueurs in the U.S. climbed to 


years, M. Glotin said, and now ac- 
cordial exports to this country. 
® He attributed a good deal of this 


to the expansion of American 
tourist travel in France. “They 


they return home.” 


in | 


sample our products in France,” he 
said, “and become customers when 


Marie Brizard advertising ex- 


} 


|map advertising and marketing | 
|plans with his U.S. distributor, | 


penditures in the U.S. wil! be in- 
creased about 35% this year, he 
said. The increased budget will 
be used chiefly for magazine ad- 
vertising. Publications to be used 


include Cue, Esquire, Gourmet, 
Holiday, The New Yorker and 
Town & Country. In addition, 
newspapers in selected markets 
will be used during the holiday 
season. 

Peck Advertising Agency han- 


dles the account. 


Blue Skies Buys WTRL 

Blue Skies Broadcasting Corp., 
Rochester, N.Y., has bought radio 
station WTRL, Bradenton, Fila., 
subject to Federal Communications 
Commission approval. The Blue 
Skies group is headed by Lockwood 
Richard Doty, WHAM, Rochester, 


approximately 215,000 gal. in 1956, | 4"nouncer. The price was about 
a 35% increase in the last two | $100,000, according to Howard A. 


Donahoe, owner of the Florida 


count for about 20% of all French ‘tation. 


Your source for outstanding 
WOODCUT illustration 
Specimen prints and 
complete information 

upon request. 


THE SANDER WOOD ENGRAVING CO. INC. / S42 S. DEARBORN ST. / CHICAGO 5 


BONFIGLI... 


OF -THE-MONTH... 


POINT-WITH-PRIDE DEPARTMENT 


RALSTON CEREAL PRODUCTS HAVE SHOWN 
AN 18% INCREASE IN TWELVE MONTHS 
FOLLOWING "NO PREMIUM” PROMOTION 

CREATED BY GUILD, BASCOM, AND 


- 

G.B.AN°B’s FOOD CLIENTS INCLUDE: 
SKIPPY PEANUT BUTTER, BEST Foops 
NUCOA MARGARINE, RALSTON WHEAT 
CHEX AND RICE CHEX, 
INSTANT RALSTON, REGAL PALE BEER, 
MOTHER'S COOKIES, FARMER JOHN HAM 
AND BACON, HARRY AND DAVID'S FRU/T- 


RY-KRISP. 


Buffalo 


ONE OF MANY REASONS WHY 
YOU NEED THE COURIER-EXPRESS — 


TO SELL BUFFALO 


43.3% More Coverage 
in 9 Neighboring Cities 


There are 9 cities in Western New York’s great 
8-county market beyond the limits of ABC Buffalo. 
They are important, self-sufficient communities with 
major retail outlets for all lines of merchandise. Their 
87.705 families must be sold for the success of mer- 
chandising programs centering in Buffalo. 

The Morning Courier-Express has 43.3% more cir- 
culation in these 9 cities than any other Buffalo paper. 
The lead of the Sunday Courier-Express...the State's 
largest paper outside of Manhattan...is 136.4%. Clear 
proof...one reason of many...that to sell the Buffalo 
market completely, you need the Courier-Express. 


ROP COLOR available both daily and Sunday. 
Member: Metro Sunday Comics and Sunday Magazine Networks 


COURIER-EXPRESS 


Representatives: SCOLARO, MEEKER & SCOTT 
Pacific Coast: DOYLE & HAWLEY 
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Advertising Age, May 13, 1957 
U.S. Steel Starts Push 
for ‘Operation Shower’ 

U. S. Steel Corp., New York, is 
sending out its first newspaper 
service kit for its annual Opera- 
tion Shower promotion. The four- 
page kit features “high-fashion” 
art, prepared by Vogue’s mer- 
chandising service and available 
in various-size ads for sponsor- 
ship by retailers, distributors and 


lall dailies, 1,500 weeklies and , omists. 

4,000 subscribers of Metro News-|& Osborn, 

| paper Service. | agency. 
Operation Shower will be pro-| 

/moted on May 26 and June 9 in Hult Named RKO Consultant 

| the society sections of 75 Sunday | 


New York, is 


four tv commercials on 
Steel Hour” (CBS-TV); a color 
| spread in the July Vogue and an 
eight-page pull-out ad in _ the 


the RKO Television division 
RKO Teleradio Pictures, 


Batten, Barton, Durstine 
the 


Adolf N. Hult, formerly director 
newspapers; on June 5 and 19 in|of sales development of Screen 
“U. S.|Gems, has been named as a spe- 
cial consultant on national sales by 


New 


public utilities. The kit is going to’ April Forecast for Home Econ-! York. 
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Clark to ‘Bridgeport Herald’ jin the U. S. The German company 
Woodrow W. Clark, formerly |makes automotive electrical and 

advertising director of the Free| fuel injection equipment. 

Press Publications, Hamden, Conn.., | 

has been named state editions ad- J 

vertising manager of the Bridge- | SALES LETTERS 

port Sunday Herald. Letters with “instantaneous appeal,” 


that beckon to be read, that impel and 
sell. One series 30 years old. Free circular. 


a ae Wott "0 


Leo P. Bott, Jr., 64 E. Jackson, Chicage 


Robert Bosch Appoints | 

Robert Bosch GMBH, Stuttgart, 
has appointed E. T. Howard Co., 
New York, to handle its advertising 


of 


Today in the nation’s Capital, Nielsen* proves most radios are tuned to WRC. 


Take the early morning for example, from 6 to 9 am, Monday through Friday. 
WRC’s Al Ross is far and away the most popular man in this time period 
with Washington radio listeners. His ‘““Timekeeper” show wins a 40% share of 
the total station audience, 63% greater than the second station’s. 


And for most of the day and night, Nielsen now tells the same kind of story 
about WRC’s audience advantage. For the total week WRC wins an average 
33% share-of-audience, 32% greater than the second station. 


In Washington’s 17-radio-station market, such an overwhelming vote of con- 
fidence carries over in force to WRC-advertised products. Let Al Ross on WRC 
Radio speak for you in the nation’s Capital... just as he does for 64 national 


and local advertisers. *NSI Report— Washington, D.C., Area—January 1957 
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WBZ has Boston’s ear—the most! © 


WBZ 1st in NSI Boston area audience, 
6 A.M. to Midnight (February, 1957 NIELSEN STUDY) 


WBZ + BOSTON | 


(Plus WBZA « Springfield) 


Se@® 


Westinghouse Broadcasting 
Company, Inc. 


Represented by Peters, Griffin, Woodward, Inc 


Selling your product in Boston? Then 
tell your story so Boston can hear it 

.on WBZ. At the same time, get the 
bonus of WBZA, Springfield. Total 
coverage: 2,872,870 radio homes, where 
more people are in the habit of keeping 
their dials set at 1030. 

In Boston . . . and all New England 

. no selling campaign is complete 
without the WBC stations. 


os sweowee a 


Kraft Markets Fudgies 

Fudgies, a new bite-size choco- 
late confection, is now being dis- 
tributed nationally by Kraft Foods 
Co. The product has been market- 
ed locally in various sections of 
the country during the past year. 
National advertising starts May 12 
with an ad in Puck—The Comic 
Weekly. Ads will follow in the 
Metropolitan Group on May 19 and 
a group of 45 independent news- 
paper comic sections on May 26. 
Foote, Cone & Belding, Chicago, 
is the agency. 


‘|| Dix & Eaton Names Two 


Dix & Eaton, Cleveland agency, 


has appointed L. C. Hopper ac-| 


count supervisor for advertising 
and William N. Troy account su- 
pervisor for publicity. Mr. Hopper 
formerly was a vp of Carpenter 
Advertising Agency, Cleveland. 
Mr. Troy previously was assistant 
chief of the McGraw-Hill news 
bureau in Cleveland. 


ee 


. 
| Can your business 
: co-exist with '7O million | 
captive people’? 
a iz 
SSS ae ells 
As long as an Iron Curtain shuts off the satellite countries 
! of Europe, the framework and future of free enterprise . 
will be in danger. ¥ 


There is proof before us every day that the world can pros- 
per fully only when men everywhere are free to choose their 
own way of life, build their own businesses and till their own 
land. Yet behind the Iron Curtain 70 million people are still 


For campaign material 


virtual prisoners of the Communists. 


fi There are a number of ways you and other American 
businessmen can help these people, yourselves and the 
world. One of the most direct is through Crusade for 
Freedom, sponsor of Radio Free Europe. 


— For six years, this powerful overseas broadcasting 


a 
Pp operation has been beaming the truth into five key satel- 
| lite countries. It has been outstandingly successful. 
The Communists have spent fabulous sums trying 


unsuccessfully to jam RFE’s programs. The bill for 
this last year in Poland alone was estimated at 
$17,000,000. Two-thirds of this amount will support 
the entire RFE operation for another critical year! 


And we know from letters and reports that truth 
from Radio Free Europe has helped keep alive the 
desire for freedom. The proof is history. 
B | So give your generous support to Crusade for 
\ Freedom in aiding these 70 million captives. If 
you don’t send them the truth— who will? 


tennessee 
a a 
Sorell 
— 


Some ways business executives have 
helped. Check the ones you are interested in. 


(0 Display Crusade material on your company bulletin board. 


(0 Plan a paycheck stuffer to inform your employees 
of the importance of the Crusade for Freedom. 


0 Plan to conduct an in-company solicitation. 


(0 Match employee funds with your Truth Dollars. 


and information write CRUSADE FOR FREEDOM, ' 


East 46th St., N. Y. C. 17. 


Advertising Age, May 13, 1957 


NEEDLEWORK—This color page in the 

May 23 New Yorker—the first of 

a new series for Alexandra de 

Markoff—was created first in art 

needlework and then photo- 

graphed. Rockmore Co., New York, 
is the agency. 


Canadians Not Deep 
in Instalment Debt, 
Simpsons’ Head Says 


TORONTO, May 7—Canadians as 
a whole are not over-committing 
themselves for instalment pur- 
chases, E. G. Burton, president, 
Simpsons Ltd., told the annual 
stockholders meeting. The compa- 
ny has accounts in 648,000 homes 
across Canada. 

The percentage of merchandise 
sold by the company on instalment 
credit has been dropping steadily 
|in recent months. Since Jan. 1, al- 
though terms remained substan- 
tially unchanged, Simpsons and 
Simpson-Sears (mail order) in- 
stalment sales were 27.1% of the 
total compared with 28.2% in 1956. 
|Commenting on 1956, Mr. Burton 
said the company had a satisfac- 
{tory gain in retail stores because 
of higher take-home pay of indus- 
trial workers, and an important 
increase in farm income. 

But late in 1956 the home con- 
struction field weakened, and this 
| lower pace of house-building is at 
|present slowing demand for ap- 
pliances and home furnishings. 


s Mr. Burton noted the consumer 
|goods industry is closely related 
to housing activity. “With ample 
supply of durable goods,” he said, 
“we expect a continuation of the 
keen competition at retail level 
that has characterized this part of 
our business in recent months.” 
| The year 1957 may bring over- 
| production in many lines of con- 
| sumer goods, he said. 

Sales of Simpsons Ltd. and sub- 
|sidiaries in the first quarter this 
|year showed a slight gain over 
|the same 1956 period, Mr. Burton 
said. The two years, however, 
| were not strictly comparable be- 
cause Easter business will largely 
fall in the second quarter this year 
while last year it was in the first.e 


/\MPO Opens Detroit Office 
MPO Productions has opened a 
| Detroit-midwestern sales office at 
6560 Cass Ave. Ross M. Sutherland, 
formerly exec vp of John Suther- 
land Productions, has been ap- 
pointed sales manager for the De- 
troit-midwestern area by MPO. 


Zimmer, Keller Names Carew 

John D. Carew Jr. has been 
named research director of Zim- 
mer, Keller & Calvert, Detroit. He 
formerly was with Fairmont Foods 
Co., Omaha. 


CBS-TV Adds CFCR-TV 
CFCR-TV, Kamloops, B. C., has 
joined CBS Television as a secon- 
dary non-interconnected affiliate 
| in the Canadian group. 
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Advertising Age, May 13, 1957 


Agencies Don’t Know Enough About Business| 


Papers, Wittner Tells N.Y. Dotted Line Club 


New York, May 7—“Many ad- 
vertising agencies tend to get too| 
involved in statistics, and when! 
they place space in business papers 
they buy figures rather than maga- 
zines.” 

That’s what Fred Wittner, part- 
ner of Wittner Advertising Agency, 
told a joint meeting here last week | 


| ager, Oil & Gas Journal (Dan Goodrich 


Advertising). Special awards: For excel- 
lent use of small space: Bert Heflin, pro- 
motion manager, Bakers Weekly (Schuy- 
ler Hopper Co.); for excellent use of 
multiple space; Seymour Douglas, promo- 
tion manager, Retailing Daily (no agency 
listed). 

Division 2—For advertising in own pub- 
lication: Ist award: J. P. Grossberg, pro- 
motion manager, Women’s Wear Daily. 


* 
‘From Tom-Tom to Hi-Fi 
| Promotes Station KXOK 
| “From Tom-Tom to HI-Fi,” a| 


89 
lst award: T. D. DuPlantier, director, ad-, 
vertising, promotion and research, Chain | T & 
Store Age Publications. Award of merit: | Pe MH 


| ain Dickstein, consultant and promotion | 


director, Office Management 


history of Radio Park, has been | 
published by KXOK, St. Louis) 
|radio station. The 30-page booklet | 
traces the historic past of the pro- 


VERMON 


Award of merit: Seymour Douglas, pro-| petty now known as Radio Park 


| 


of the New York Dotted Line Club | 
and the Promotion & Research 
Roundtable, affiliates of Associ- | award: Bernard J. Segal, promotion man- 
ated Business Publications. ager, Housewares Review. Award of merit: 
Mr. Wittner also said that “Not | Robert A. Wilt, assistant to advertising 
enough agency people read busi- | “ir ae yd sl ‘academe 
A ’ ay or vision 4—For direct mail (publications 
ness papers. They haven't the back~| with gross billings over $500,000): Ist 
ground te evaluate editorial pol-| award: Eugene E. Wolfe, promotion man- 
icies and programs the way an in- |ager, House & Home. Award of merit: 
dustrial advertising manager, who Nathan R. Abelson, promotion manager, 


ae a P 4 " . Daily News Record. 

is a specialist in his field, is — Division 5—For market data files: Ist 

to do. award: Chris Barker, promotion manager, 
“To judge a business paper ade-| Chain Store Age (Variety Editions). 

quately you have to know what is Award of merit: Everett Hoffman, promo- 
" . aan . tion manager, Power. 

going on in a specific field and|  pjivision 6—For salesmen’s selling aids: 

what is between the covers of bus- | 


motion manager, Retailing Daily. 
Division 3—For direct mail (publications 
with gross billings under $500,000): Ist 


|from the time it was prairie-land | 
to its present status as the home- 
site of KXOK. It includes a de- 
scription of the stations as it is to-| 
day. | 


Ruder & Finn Reports on Income address Room 516, Statler Office Bidg., Boston 16 
Ruder & Finn Inc., New York, | 


public relations organization, has| Mass. for the complete SWEET STORY 
issued an annual report of its 1956 | 
operations. It reports a gross in- 
come for the year of $1,112,856 and 
a net profit after taxes of $36,299. 
The company has 80 employes and 
50 clients. 


VERMONT ALLIED DAILIES 


Barre Times Bennington Banner © — Burlington Free Press 
Brattleboro Reformer ¢ Rutland Heraid ¢ St. Johnsbury Caledonian-Record 


iness papers covering the field,” 
he added. 


s Mr. Wittner was one of a panel 

of four on business paper promo- 

tion. The panel was moderated by 

William K. Beard Jr., ABP pres- 

ident, and also included Nathan R. 

Abelson, promotion manager, Daily | 

News Record, and chairman of the 

Promotion & Research Roundtable; 

Robert G. Frederick, district man- 

ager, Chemical Engineering, and 

president, New York Dotted Line) 

Club, and Dwight Wardell, adver- | 

tising manager, Sandoz Chemical 

Works. 
Mr. Wittner told the meeting that 

he has learned as much about bus- 

iness and industrial papers from 

printed promotion as he has from 

any other source. All direct mail 

that is addressed to him is put into 

a folder daily, he said, and he goes 

over it every evening. He estimated 

that he looks at 40 to 50 pieces of 

direct mail promotion daily. ' 
Cute gags and trick gimmicks, 

Mr. Wittner said, irritate him and | 

get a quick heave-ho. What he ap- 

preciates, he said, is information 

materia! that tells its story quickly 

and simply. 


MARKS OF A TRADE. 


Because of the leaves, B 


suit with realistic Indians. 


® Mr. Wardell, in answer to a 
question, said he thought most bus- 
iness paper promotion material is 
directed at the advertiser rather 
than to the agency, and that he 
thought promotion material direct- 
ed to both would not be as effec- 
tive as material intended for one or | 
the other. 

Mr. Wardell said he is interested 
in promotion material that is in- 
formative, but that he is more in- 
terested in the contents and reader- 
ship of a publication in which his 
company advertises or is consider- | 
ing advertising. 

Mr. Abelson said that he operates 
on the assumption that 50% of the! 
direct mail material he sends out 
never gets read. So the salesmen in| 
his company also distribute cer-| 
tain direct mail pieces to their) 
clients personally. This has found | 
to be quite effective, he said. 


“ORLON” 


® Mr. Frederick said that his #€6. uv. 8. PAT. OFF 
company’s direct mail promotion is 
designed to give specific answers to 
questions that come up and that the 
salesmen sit in on conferences be- 
fore the matter is prepared. 

The meeting was featured by the 
presentation of awards to 13 bus- 
iness paper promotion managers 
in the first annual competition for 
effective business paper promotion 
sponsored by ABP. Presentations 
were made by Philip H. Hubbard, 
ABP board chairman, and presi- 
dent of Reinhold Publishing Corp. 
The awards in six divisions were: 


As the wooden Indian dis 


of our two modern-living 


“Orlon” and “Dacron”’, 


Division 1—For space advertising in pub- 
lications other than own: Ist award: 
Philip Muller, promotion manager, Bres- 
kin Publications (Media Promotion Or- 
ganization, agency). Award of merit: 
Mitchell Tucker, vp and advertising man- 


marks distinguish the unique qualities and characteristics 


acrylic fiber; “Dacron”’, our polyester fiber. As we use and 
protect these trademarks they become more meaningful and 
valuable both to consumers and to the trade. 

For handy folders on proper use of the trademarks 


The first wooden Indians 


were carved in the 1600's by Englishmen, who thought 
the Indians wore nothing but a girdle of tobacco leaves. 


ritish tobacco shops began 


to use these figures. American cigar stores followed 


Today they are rare. 


and “DACRON” are trademarks, too 


ate. U.S. PAT. OFF. 


Use them to build your business! 
tinguished a cigar store, our trade- art work, ete. Describe them—Use the phrase “Orlon” 
acrylic fiber or “Dacron” polyester fiber at least once in any 
text. Designate them—In a footnote or otherwise designate 
“Orlon” as Du Pont’s trademark for its acrylic fiber and 
“Dacron” as Du Pont’s trademark for its polyester fiber. 


fibers. ““Orlon”’ distinguishes our 


, .. TEXTILE FIBERS DEPARTMENT 
write Textile Fibers Department, 


Section AA, Room N-4531, E. I. du Pont de Nemours & Co. 
(Inc.), Wilmington 98, Delaware. 

When using these trademarks, always remember to: 
Distinguish “Orlon” and “Dacron’’—Capitalize and use 
quotes or italics or otherwise distinguish by color, lettering, 


REG. U.S. PAT. OFF 
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Know Before You Go! 


ETWORK 


A Nationwide System 
of Interviewers 


Wherever, whenever you wish to know what a town is thinking, or 
desire an honest cross-section of opinion, put your survey on the 
USIC NETWORK. 

In 655 cities and towns, in all the 48 states, we have professional in- 
terviewers ready to gather any information you want. You save all 
the details involved in dealing with individual interviewers! 

All USIC interviews are GUARANTEED! They are supervised, 
edited and validated—honestly done, thoroughly reliable and usable. 
FREE!—“U:S. Sample for 1000 interviews”—a most helpful table for 
research people. Send for! No obligation! 


UNITED STATES INTERVIEWING CORPORATION 
Affiliated With BEN GAFFIN & ASSOCIATES — Marketing and Opinion Research 


141 West Jackson Boulevard Board of Trade Building 
Chicago 4, Illinois WeEbster 9-4000 


| Thomas & Douglas Adds Two 


Thomas & Douglas Inc., New 
York, previously Thomas & Dele- 
hanty, has added two new ac- 


counts. They are First Dividend || 


Corp., New York, a new advertis- 
er, and Founders Corp., New York, 
owner of radio stations WSMB, 
New Orleans; WTAC, Flint, Mich.; 
KPOA, Honolulu, and WFBL, Syr- 
acuse, N. Y. Advertising for the 


| stations was previously handled by 


the individual stations. Thomas & 
Douglas will also handle advertis- 
ing for KTVR, Denver tv station, 
which is jointly owned by Found- 
jers Corp. and Gotham Corp. 


‘British Car Makers Open Office 
| The British Automobile Manu- 
facturers Assn. has established, at 
551 Fifth Ave., New York, a Brit- 
ish Automobile News Bureau to 
provide the American public with 
information as to the activities of 
the industry in the U. S. as well as 
in the United Kingdom. 
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Information for Advertisers 


American 


Home’s newest con-|sumer panel director, 


American 


sumer panel survey unearths one| Home, 300 Park Ave., New York. 


|fact which isn’t likely to startle 
| many people. To wit: Money is 
becoming an increasingly popular 
Christmas gift. Money has always 
been popular, Christmas or not. 
American Home’s survey No. 51 
|also reports other Christmas habits 
‘of its readers, such as the Christ- 


mas traditions they observe, and | 


their buying and entertaining hab- | 


its during the wassail season. To 
get back to money, two-thirds of 


the responding readers either gave | 


or received money as a gift last 
Christmas. And, the magazine 
notes, “it is interesting to note that 
it was spent as freely on gifts for 
the home as on personal items.” 
Copies of the report may be ob- 
tained by writing the reader-con- 


Here's all you need to know- 


a" we 


THE 


The second biggest market in the 
nation’s biggest-spending state is defined 
and digested for you in the new WBEN-TV 
Coverage Brochure. 


This brochure includes market facts 
of the 14 Western New York and four 
Northwestern Pennsylvania counties served 
by WBEN-TV. It also contains a graphic 


WBEN 


SUFFALCO EVENING HEWS STATION 


Sai -, 
’) 7 » Oy Saas 
BY AIg Oy NS get 


and sales effort. 


ae 


need to know to stimulate sales thinking 


And to help you reach and penetrate 
this huge market the most effective way, 


coverage map that pin points your total 


sales area where 31, 


WBEN-TV 


billions are spent 
annually at the retail level. In all, it pre- 
sents a clear and concise picture of all you 


Sales Department. 


channel 4 


CBS in Buffalo 


THE PIONEER STATION 


OF 


WESTERN NEW 


you'll find this brochure brimming with 
facts on facilities and service that have 
proven to TV advertisers since 1948 that 
“TV dollars count for more on Channel 4”. 


We'll be happy to send you a copy of 
this fact-packed brochure. Just write our 


YORK 


e “Retail sales are growing more 
than twice as fast in the suburbs 
of metropolitan markets as they 
are within the central cities,” Red- 
book reports in a new study of re- 
tail sales in 32 major metropolitan 
markets. The study is based on the 
latest central business district sta- 
tistics now being issued by the 
U. S. Bureau of Census and com- 
pares sales for 1948 with sales 
for 1954. 

Another recent study from Red- 
book is a revision of the 1954 re- 
port on “External and Internal 
Personal Deodorants and Anti- 
Perspirants.” The 30-page study 
reports the development of the 
$70,000,000 industry and gives ad 
expenditures in consumer maga- 
zines over the past three-year pe- 
riod, by individual brands. It aiso 
contains a compilation of pub- 
lished surveys on the subject made 
by trade associations, other pub- 
lications and independent research 
companies. Copies of either report 
are available by request, on com- 
pany letterhead, to Donald E. West, 
director of marketing research, 
Redbook, 230 Park Ave., New York 
17. 


e Automobiles are not only a 
problem for pedestrians; they have 
also become an acute problem for 
the auto makers, who have run 
headlong into a buyer’s market. 
Specific data on the automotive 
market is offered by True in its 
1957 automotive study. Data is 
presented on car ownership, mile- 
age, buying influence and method 
of financing car purchase, buying 
intentions, opinion on styling of 
1957 models, insurance, etc. Copies 
are available from Karl F. Moore, 
sales promotion manager, True, 
67 W. 44th St., New York 36. 


e Industrial Maintenance & Plant 
Operation has prepared a market 
analysis kit giving geographical 
breakdowns, plant operating func- 
tions, purchasing patterns, reader- 
ship studies, industrial classifica- 
tions and related material covering 
the multi-million dollar industrial 


maintenance and plant operating 
market. Free copies of this mar- 
keting aid are available to quali- 


| fied marketing and advertising 
executives from Maintenance Pub- 
lishing Co., 3623-27 Filbert St., 
Philadelphia 4. ° 


| Ayer & Gillett Adds N.C. 
| Ayer & Gillett, Charlotte, N.C., 
| has been appointed to handle ad- 
| vertising for the state of North 
Carolina for a two-year period 
| Starting Oct. 1. The contract, which 
| provided for an annual ad expen- 
| diture of $190,000 in state adver- 
| tising during each year of the bi- 
}ennium now ending, has been held 
| since 1949 by Bennett-Advertising, 
| High Point. Ayer & Gillett had it in 
1947-49. The North Carolina ad- 
| visory budget commission has rec- 
|}ommended that the amount for 
State advertising be increased to 
$375,000 annually for the next 
biennium. 


_ Want Information? News? 


Burrelle’s will supply clippings 
from daily and weekly newspa- 
pers — national, sectional or local 
— magazines, trade-papers, 
promptly. 


Est. 1888 
PRESS CLIPPING BUREAU 


phone BA 7-5371 
165 Church St., New York 7, N. Y. 
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Publishers Get 
BBB Ultimatum on 
Field Selling Abuses 


New York, May 7—Magazine 
executives have been cautioned 
that after next Sept. 30 the better 
business bureaus “will not go 
along with sales performance of 
the kind that some crews of mem- 
ber agencies of Central Registry 
have been practicing.” 

This warning appears in a re- 
port on magazine field selling 
given to the Magazine Publishers 
Assn. by Lowell Shumway, of Mc- 
Call Corp., a former Central Reg- 
istry executive. Mr. Shumway re- 
cently attended a New Orleans 
conference of the Assn. of Better 
Business Bureaus. His letter to 
MPA took the form of a report on 
the conference. 

“The problems of Central Regis- 
try,” said Mr. Shumway’s analysis, 
“are acute in the minds of BBB 
people.” His report also said the 
bureaus “are thoroughly disillu- 
sioned about some of the agencies 
voluntarily purging themselves of 
bad practices. In the case of these 
agencies, BBB now is looking to 
publishers for effective assistance 
in requiring observance of the 
industry’s Standard of Practices. 


® According to Mr. Shumway, 
“Letters which important publish- 
ers sent to NBBB, wherein support 
has been pledged, have offered 
great encouragement to the bu- 
reaus.” 

Mr. Shumway also explained 
some financial aspects of a field 
selling plan approved in 1948 by 
Central Registry, the BBB and 
chambers of commerce. Central 
Registry, he said, “raises $60,000 
annually from publishers interest- 
ed in field selling and from inde- 
pendent field selling agencies.” 

This “is distributed under a for- 


Glusezynsky 


Kobayashi 
COOPERATION—Here, studying a poster are Thadeu Glusczynsky, 
Varig Airlines manager, and his assistant Jane Pray (wearing a 
Japanese happi coat like those given to JAL passengers); Jitsuro 
Kobayashi, Japan Air Lines manager, and Kathy Asano of the JAL 
promotion staff, who models a Brazilian costume. The Brazilian- 
Japanese poster promotion, pushing air travel via the U.S., is 
handled by Charles von Loewenfeldt and J. T. True Inc., San 
Francisco. 


Asano Pray 


mula approved by the Assn. of 
BBBs. Of the money, $15,000 goes 
| to the National [BBB] toward the 
operating expenses of its magazine 
| subscription division, $2,500 goes 
| to the association treasury and the 


| balance is distributed among the | 


| local bureaus in the U. S. in pro- 
portion to their membership in- 
come.” 

Robert E. Kenyon Jr., president 
of the Magazine Publishers Assn., 
to whom Mr. Shumway’s report 
was sent, said it “indicates that 
progress has been made in im- 


watchful eye” on all phases of 
magazine field selling. . 


Brewer Adds Markets 

on ‘Martin Kane’ Series 
Anheuser Busch, St. Louis, for 

Busch Bavarian Beer (Gardner 

Advertising Co.), has purchased 

the Ziv Television Programs’ se- 

ries “New Adventures of Martin 


Kane,” in six additional markets | 
to bring its total on the series to 
16 cities. The series is in 92 cities. | 

Other smaller purchases of the | 
Ziv series include P. Lorillard Co. 


proving field selling practices, and | for Old Gold cigarets (Lennen & 
it also shows that better business | Newell); Kroger Co. 
bureaus will continue to keep a | Jones Co.); Sun Oil Co. for Blue; 


(Ralph H. 


Sunoco and other petroleum prod- 
ucts (Ruthrauff & Ryan); Du- 
quesne Brewing Co. (Walker & 
Downing Agency), and National 
City Bank of Cleveland. 


‘Reader's Digest’ Plans Dutch 

Edition for The Netherlands 
The Reader’s Digest is planning 

to bring out a dutch edition for the 
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editions, has left for Europe to 
make the final arrangements. The 
Digest currently publishes 27 edi- 
tions outside of the U.S. 


‘Food Service’ Names Rep 
Food Service, Madison, Wis., 
has appointed Badger & Flana- 
gan, Chicago, its midwestern rep- 
resentative. Hugh F. Brady for- 


Netherlands next fall. Dr. Barclay | merly represented the publication 
Acheson, director of international | in the Midwest. 


ADVERTISE IN 


ROANOKE? 


No. 3 of a Series 


Roanoke — pacesetter for BUSINESS 
GROWTH the past ten years— 
now growing even faster! 


GE's work force zooms from 400 
to 2300! (Roanoke's stee!, cement, 
woodworking plants expand. 


Rayon modernizes, too.) 


Norfolk & Western &. &. begins 


1957 $64,500,000 capital program 
with all manufacturing being done 


in Roanoke. 


Two new multi-million dollar retail 
stores downtown — two multi-mil- 
lion dollar shopping centers undes 


way! 


Result: Your product moves in Roanoke because the 
* Roanoke market is on the move! 


16 counties... 
a completely =~ 
independent marke: 


Roanoke—Your key market in western Virginia 
is covered exclusively by the 


“ROANOKE 


Se SG ~> TIMES AND WORLD NEWS 
For full information write Sawyer + Ferguson: Walker Co., National Representatives 


Yes of 


PARTRIDGE & ANDERSON COMPANY 


712 Federal Street, Chicago 5—Phone HArrison 7-3732 
for Electrotypes, Mats, Plastic Plates, and R. 0. P. Color Mats 
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NOT ONE 


eee BUYS BOTH! 
Che £1 Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El Paso Herald-Post 


A SCRIPPS.HOWARD NEWSPAPER 
EVENING 


By Maurine Christopher 


New York, May 7—“I Love 
Lucy,” “Godfrey & His Friends,” 
the “Jackie Gleason Show,” “Rob- 
ert Montgomery Presents,” “Jane 
Wyman Theater,” the “Sid Caesar 
Show” and “Goodyear Playhouse.” 

Sounds like a “Who’s Who” in 
television programs, doesn’t it? 
And its components are—or, in 
some cases, were. But as tentative 
schedules now are laid out at the 
three networks, none of these at- 
tractions will be back in its pre- 
sent form in the fall. 

Though some of the programs are 
pulling out of their own accord, 
their exit is a striking illustration 
of the current restlessness in net- 
work television. 

Keeping an accurate 1956-57 
casualty list is difficult, since some 
shows—such as Revlon’s “Can Do” 
and Pharmaceuticals’ “Herb Shri- 
ner Show”—faded before they 
were put on a permanent schedule. 
However, the wave of cancela- 
tions was certainly of epidemic 
proportions. 


® A rough count indicates that at 
least 40 nighttime network shows 
| were canceled by one sponsor or 


Many a Familiar TV Face Missing 
as Nets Shuffle Shows for Autumn 


another during or at the end of the 
season. This does not mean that 40 
programs left the air; in numerous 
instances a new sponsor moved in 
when an old one bowed out. 

Advertisers, networks and per- 
formers all have played key roles 
in Operation Tv Shakeup. In the 
early part of the season, the pink 
slips were handed out mainly by 
advertisers, which dumped disap- 
pointing new shows as soon as the 
law—or the networks—would al- 
low. Among those early losers 
were “Stanley” (Toni and Pall 
Mall), Walter Winchell (Old Gold 
and Toni) and “Adventures of Hi- 
ram Holiday” (General Foods). 

Currently, it is the networks 
which are giving producers and 
stars a bad case of option time jit- 
ters. ABC’s new bosses will have a 
whole new team of players going 
for them Thursday nights in the 
fall. Friday and Sunday nights also 
will get major overhauling, and the 
rest of the nights will be re-en- 
forced with shows designed to give 
CBS and NBC stronger competi- 
tion. 


® NBC is in the midst of its big- 
gest program upheaval since Pat 
Weaver discovered spectaculars. 


UNDISPUTED 


. 
fe . 


COUNCIL BLUFFS 


< Dominant 


March-April 1957 


ee 


HOOPER 


eae Se a ee ee ae 


On two nights of the week, veteran 
telecasts were asked to move to 
make way for’ reinforcements. 
Moved to make way for the Sun- 
day night “Chevy Show,” Alcoa 
and Goodyear agreed to accept a 
Monday night half-hour for a new 
fall show. Armstrong Cork Co. and 
Kaiser Aluminum & Chemical 
Corp. were not so amenable. They 
decided to take their tv business 
elsewhere when the network asked 
them to schedule their hour dra- 
mas at a later time. 

NBC’s fall lineup is iffy at this 
stage, but the big change nights 
are to be Tuesday, where every 
show is a repiacement; Friday, 
where there are currently four 
half-hours and an alternate half- 
hour open, and Monday, where a 
couple of new westerns will be in 
key spots. 


= CBS also is in the process of re- 
vamping several strategic areas— 
notably Saturday night, the “I 
Love Lucy” time and Godfrey’s 
Wednesday hour. 

Though advertiser cancelations 
or network re-groupings are re- 
sponsible for most of the new titles 
that will be turning up in the tv 
listings, a few of the newcomers 
will get their spots because the in- 
cumbent stars decided to leave. 

Lucy and Desi Arnaz want out of 


the once-a-week grind; they have} 


decided to retire “I Love Lucy” 
while it is still a rating winner. 
Arthur Godfrey is lightening his 
work load by giving up his 
Wednesday night show. Jackie 
Gleason (who is now battling Per- 
ry Como half-sustaining) and CBS 
have agreed that Gleason has had 
enough of the once-a-week routine 
for a while. 

Jackie’s time will be partly filled 
by the new Columbia “Perry Mason 
Mystery Hour,” half of which has 
been sold to Purex. Jackie has a 
long-term contract with CBS, and 
undoubtedly he will turn up in 
choice guest spots or on special 
shows next season. 

Mr. Godfrey’s spot also goes to 
a package the network has had in 
the wings for some time—a musical 
stanza called “The Big Record.” 


® Two of the Redhead’s current 
backers, Pillsbury and Kellogg, are 
expected to be among the musical’s 
sponsors. 

“I Love Lucy” re-runs, co-spon- 
sored by Sheaffer Pen and Gold 
Seal, will lead off Wednesday 
night’s lineup. Desilu is offering a 
new hour show for fall. The price, 
which probably would be sched- 
uled monthly, reportedly runs be- 
tween $300,000 and $350,000 for 
time and talent. Because of this 
price tag, CBS hasn’t put the tele- 
cast on the tentative schedule for 
fall. And so far there have been 
no sponsors rushing in to buy at 
this figure, although Ford has been 
talking with Desi. If Desi succeeds 
in selling the program, it undoubt- 
edly will be fitted into the autumn 
lineup. 

General Foods will retain the 
Lucy Monday night time spot; the 
advertiser would like to put Danny 
Thomas, a switchover from ABC, 
in the time, but CBS has other 
ideas. Negotiations on this one are 
still going on. “Circus Boy,” which 
Reynolds Metals is dropping off 
NBC, will turn up on ABC under 
the auspices of Mars. 

Other new entries booked for 
fall on CBS include: “Slezak & 
Son” for Shulton, replacing “Pri- 
vate Secretary”; “Circle Theater” 
for Armstrong, a refugee from 
NBC, replacing Revlon’s “20th 
Century-Fox Film Hour”; “Har- 
bor Master” for Colgate and Rey- 
nolds Tobacco, replacing the “Bob 
Cummings Show,” which is moving 
to NBC, and “Have Gun, Will 
Travel” for Whitehall and Lever, 
replacing P&G’s “Hey Jeannie.” 


® Westerns, musicals and drama 
will be among the NBC reinforce- 
ments. Several of the stars of the 
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new series are familiar faces in 
revised formats. Dinah Shore will 
be the mainstay of the “Chevy 
Show.” Another pretty singer, 
Gisele MacKenzie, gets her own 
Saturday night show for Scott Pa- 
per Co. and Schick. 

Eddie Fisher and George Gobel, 
co-sponsored by Chesterfield and 
RCA-Whirlpool, will share the 
Tuesday 8 p.m., EST, hour. Jack 
Barry’s “Tic Tac Dough” will get 
an evening time spot in addition to 
its daytime exposure; this quiz will 
be co-sponsored by Warner-Lam- 
bert. 

Other sponsored “rookies” lined 
up for fall at NBC: Joan Caulfield 
situation comedy, for Chemstrand, 
replacing Reynolds Metals’ “Circus 
Boy”; “Restless Gun,” for Warner- 
Lambert, replacing Whitehall and 


Lever’s “Sir Launcelot”; “Wells 
Fargo” (already started), for 
American Tobacco and_ Buick; 


“Meet McGraw,” for P&G, replac- 
ing Jane Wyman, and a music vari- 
ety show for P&G. 


® The latter show is slated to take 


Serves Management 
. . 
On Signs And Identi- 
. s . 
fication Materials 
Whether they are searching for 
new ideas, new product uses or 
news of effective promotions using 
signs and identification materials, 
the planners of advertising cam- 
paigns turn to AR. Typical articles 


which proved popular with adver- 
tising managers are: 


“New 3-D Bulletins Gain 
Attention for Chevrolet” 
“Identification & Service” 
“Order your Signs Right & Save” 
“Plant Identification” 
“Merchandising Program Builds 
Good Will” 
“A Trademark Comes To Life” 
“How to Get Better 24-Sheet 
Posters” 
“Martinson Creates Illusion of 
Animation” 


Sel/s Management On 
Signs And Identifica- 
tion Materials 


AR builds greater market accept- 
ance for suppliers of signs and 
identification materials with case 
studies—complete with pictures, 
“how-to-do-it” details, and sugges- 
tions for additional uses. Among 
AR’s outstanding advertisers are: 


Lutz & Sheinkman 

Burwood Products Company 
American Decalcomania Co. 
General Outdoor Advertising Co. 
Ohio Advertising Display Co. 
Texlite, Inc. 

Rohm & Haas Company 

Goodren Products Corporation 
Grace Sign & Manufacturing Co. 


Whether signs and identification 
materials represent your problems 
or your products—turn to AR for 
results! 
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over part of the “Sid Caesar Hour.” 
The other part has been sold to 
Scott and Schick for Miss Mac- 
Kenzie. 

Mr. Caesar has a long term con- 
tract with NBC; he is now discuss- 
ing his tv future with NBC—and 
with other networks, just in case. 


s ABC got off to a fast sales start 
with some “hot” names as adver- 
tiser bait. Mike Wallace, the x-ray 
interviewer, has started his series 
for Philip Morris, a returnee to the 
video network fold. 

Chesterfield bought a proposed 
Frank Sinatra show without quib- 
bling about such things as format. 
Guy Mitchell will carry Revlon’s 
banner on Saturday nights; Pat 
Boone will star in a Chevrolet- 
sponsored half hour. 

Other new titles that already 
have been sold: “Zorro,” for Seven- 
Up, replacing “Circus Time”; 
“Sugarfoot,” for American Chicle, 
replacing Chesebrough-Pond’s 
“Conflict”; “OSS” for Mennen, re- 
placing “Wire Service,” which may 
move to another time; “Date with 
the Angels,” for Plymouth, replac- 
ing Sterling Drug’s “The Vise,” 
and half-hour shows to be an- 
nounced later for Buick and Bris- 
tol-Myers. 


® All of which adds up to a record 
amount of traffic in the tv program 
lanes, but unhappily many of the 
new models sound very much like 
the old ones with a new paint 
job. 2 


Foundry Shows Its 
Plant to Trade Show 
Visitors Via TV 


CINCINNATI, May 7—The Peer- 
less Foundry Co. yesterday be- 
came the first ever to show a mod- 
ern gray iron foundry in operation 
via closed circuit tv to visitors at 
an exhibit ten miles away. 

Peerless Foundry broadcast four 
tv “tours” yesterday from its foun- 
dry to viewers in its booth at the 
first Engineered Castings Show. 
At the request of a viewer, the 
narrator—who was in telephone 
communication with the foundry— 
was able to repeat an operation, or 
to show it from a different angle. 

Perry-Brown Inc., Peerless’ 
agency, which coordinated all the 
Peerless show activities, described 
the Peerless assignment as one of 
the most effective uses made so 
far of closed circuit tv. 


® The arrangement, the agency 
said, enabled the client (1) to at- 
tract visitors to its booth, (2) to 
save its visiting customers and 
prospects a long, tiresome trip to 
and through the foundry and (3) 
to show its facilities better to large 
groups than would be possible 
“live” in the foundry. 

Kinescopes were made of all the 
tours, and tentative arrangements 
have been made to broadcast them 
later over a nationwide network 
under the sponsorship of the 
American Foundrymen’s Society 
and the National Assn. of Manu- 
facturers. 

The Engineered Castings Show, 
which was sponsored by the 
American Foundrymen’s Society, 
will continue through May 10. 
Peerless will broadcast four tv 
“tours” of its foundry each day of 
the show. © 


Forms Flax Advertising 

Elliot Flax, formerly an account 
executive of Shaller-Rubin Co., has 
formed his own agency, Flax Ad- 
vertising, with offices at 347 Fifth 
Ave., New York. Several accounts 
have moved over from Shaller- 
Rubin: Henry Hanger & Display 
Corp.; National Notions Assn.; Kel 
Ray Mfg. Co.; Riviera Trading 
Corp. and Ritter Metals Corp. 
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ON ICE—Ads announcing a new network of five independent re- 
frigerated warehousing companies will break the weekend of May 
11 in frozen food and food industry magazines. Trans-American 
Refrigerated Services represents “a completely new sales and mar- 
keting development in the refrigerated warehouses industry,” ac- 
cording to the agency, C. Franklin Brown Inc., Chicago. 


Philco Names Jones, Lydon, 
Greenwood to PR, Sales Posts 

Philco Corp., Philadelphia, has 
appointed Robert M. Jones direc- 
tor of public relations, succeeding 
William Wight, who resigned. Mr. 
Jones formerly was director of 
industrial relations for Philco out- 
side the Philadelphia area. 

Phileo also has named Morgan 
Greenwood sales manager of home 
laundry equipment and Joseph D. 
Lydon director of sales develop- | 
ment. Mr. Greenwood, for the past | 
year a special sales representative 
for Philco, succeeds James M. 
Hufnagel, who resigned. Mr. Lydon 
has been with the company since 
1953. 


Petry Adds One; Names Mayer 

Edward Petry & Co. has been 
appointed to represent KOBY, San 
Francisco, effective June 1. Forjoe 
& Co. is the station’s current repre- 
sentative. Petry also has appointed 


Bruce Mayer, formerly with WWJ 


and WWJ-TV, Detroit, to the tv 
sales staff of its Chicago office. 


MOODY 
MONTHLY 


—in 1957 they'll 

spend an estimated 
$210,806,000 
for buddings and equipment 
MM is the largest interdenom- 
+ imational magazine in the con- 
servative field—cuts across all 
denominational lines. 

NET PAID CIRCULATION 


Write or phone 94,833 
for rate card and for 12-month period, January 
sample copy. through December, 1956. 


MOODY MONTHLY 


820 N. LaSalle Street . Chicago 10, Miner 
Phone Michigan 2-1570 
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*THE PETERSEN AUTOMOTIVE GROUP (Motor Trend, 
Motor Life, Hot Rod) has an ABC circulation of 1,112,278, 
and a combined readership of over 4,000,000 — unquestionably 
the “World’s Largest Automotive Consumer Readership!” 


The Petersen Automotive Group’s 
4-million readers are recognized 

: authorities on things automotive. 
Friends and neighbors follow their 
lead. Reach them with your sales 
message. Sell them, and you'll also sell 
the additional millions who are 
directly influenced by P. A. G. readers! 


PETERSEN PUBLISHING COMPANY «5959 Hollywood Bivd.,Los Angeles 28, Calif. e HOllywood 2-3261 
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| torial content is not slanted heavi- 
|ly enough toward a particular ex- 
“= : »._|ecutive’s field of interest. The 

a. poole lag at ge) Nre=| quality is there but the offering 
ort on the talk before an ANA| ‘°° ‘nin. . 
tt by Carroll Buzby, pres-| Still another is that some men 
ident of Chilton Co., concerning |Tefuse to keep abreast of develop- 
the relative merits of paid vs. free | ents in their field. Retirement is 
cleeuiation. | in sight for them; they plan to 

I’m an ex-circulation manager |™°ve out of the field, ete. Paid 
for business publications and one |‘irculation is the best defense 
man Mr. Buzby fails to convince | 984inst wasting the advertiser’s 
in his theory that both paid and|™oney by putting a magazine into 
free circulation are equally valu-|the hands of these people. Few 
able if editorial quality is main-|™€", knowing they will not read 
tained. a publication, will pay their mon- 

Editorial excellence notwith-|€¥_to subscribe for it. .. 
standing, there are people who| Mr. Buzby mentions “the small 
will not read a magazine for a|@"d rapidly disappearing group of 
number of reasons. One is the fact | ‘@ie-hards who believe that pay- 
that there is just not enough time |™ent for subscription is the only 
these days to read everything that | S4¥arantee of readership.” Payment 
crosses the busy executive’s desk. | '5 20t always a guarantee of read- 
Another is that a magazine’s edi-|¢Tship, it’s true, but it certainly 
fits in with the American system 
of valués. Business men get paid 
for their efforts. It’s inconsistent 
to suppose the man who expects 
payment for value delivered in 
his own case puts much worth on 
that which is free. 

E. V. Hall, 
New York. 

Mr. Hall was formerly with 

Macfadden and McGraw-Hill. 


— ” 
FC&B’s British Billings 
Are Clarified 


To the Editor: As I happen to 
be in this cauntry on a visit, I 


Says Payment Fits in 
with System of Values 


———eooO7~ 
Top 
Reading 
for Top 
Military 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


People! 


yeNAVY*AIR FORCE 


TER 


Write or phone any I 


would like to correct an erroneous 
impression caused by the article 
on the billing of agencies in Brit- 
ain which appeared in your issue | 
of April 15. 

This article stated that the print 
media billing of Foote, Cone & 
Army Times office for | |Belding Lid., London, dropped 
sample copies and rates. § | deen $3,393,804 in 1955 to $3,308- 
|116 in 1956. The true figures 
showed a small increase from 
$3,815,669 to $3,832,749. 


ARM 


AFFILIATED WITH 


ARMY TIMES PUBL. CO. 


But the real point is that the 
quoting of print media billing 
alone gives a completely mislead- 
ing picture—particularly with the | 


. 2020 M ST. NW. WASHINGION 6 0.C - 

"US. OFFICES: Charleston, 5. €., Chicago, Detroit 
Honolulu, Los Angeles, Miami, New: 
(Philadelphia, San Francixco 
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ain. | 

The total billing of FC&B Lon-| 
| don office in 1956 was $6,484,968— | 
|an increase from $6,126,626 in| 


|the mattress was 


rapid increase of tv billing in Brit- 


1955—and our estimate on exist- 
ing business for 1957 is more than 
$7,000,000. 

In fact, we have shown an in- 
crease for every one of our ten 
years of operation in London, 
which has earned us the reputa- 
tion of having one of the fastest, 
if not the fastest, growth of any 
agency in Britain during that pe- 
riod. 

Brian F. MacCabe, 

Chairman and Managing Di- 

rector, Foote, Cone & Belding 

Ltd., London. 

The story Mr. MacCabe refers to 
was a report on figures published 
by World’s Press News, a British 
publication. These figures were 
compiled by WPN from the au- 
thoritative Statistical Review of 
Press Advertising (comparable to 
our PIB). Naturally, we are happy 
to have Mr. MacCabe’s own fig- 
ures on the actual billing of Foote, 
Cone & Belding in Britain. 

. 7 o 
Regular Product at 
Regular Price 

To the Editor: Here is another 
flagrant example of misleading ad- 
vertising from a supposedly repu- 
table firm. 

I discovered, on checking in per- 


once a year sale ...one of the 
finest mattresses you can buy 
tested for 15 years of use 

twin or full size, each 367° 


WHAT VALDES oe cee cere ete oe eee 


ee ee | 


son at the store, that the regular 
price of the mattress illustrated 
was $36.75 (not a “sale price’). 
But it was indicated broadly that 
reduced from 
$79.50. Note their copy (which, of 
course, protects them): “The same 
innerspring units we feature in 
mattresses that we sell regularly 
for $79.50.” 

Actually, there were no real val- 


Leading advertisers endorse 


Salesense in Advertising 


381 of Jim Woolf's articles now 
available in one big book 


Advertising and sales executives of many of America’s most 
successful advertisers, are enthusiastic readers of James D. 
Woolf's “Salesense,” among them such firms as Dupont, Gen- 
eral Mills, General Electric, Parker Pen, Ford, General Motors, 
Cream of Wheat Corp., Kellogg’s, Aetna Life, Heinz, and hun- 
dreds of other leaders. Typical is this statement by D. H. 
Grigsby, Director of Advertising, Zenith Radio Corp., Chicago: 
“Along with most everyone else in this business, I have en- 
joyed your ‘Salesense’ articles. What is more important, I have 
benefited from them.” Now—in response to a flood of demand— 


the Woolf articles, 381 of them, are bound in a handsome cloth- 
bound book. Use coupon to send for your trial copy. 


ADVERTISING AGE 
200 E. Iilinois St., Chicago, Ilinois 


5-day FREE trial 


Send no money now. Mail the cou- 
pon, simply indicating your willing- 
ness to examine the book for 5 days ! 


Okay. I want to examine the book. Please 
at once. If I like it, I'll send you 
don’t, I'll return it to you after 5 days. 


—at our risk. Then, if you like the 


book, send us your check for $5.95. 


Name 

Compony 

Address 
You can’t lose—you may win a lot! om 


lone State 


ues offered. 
Elliott P. Ellis, 

Art Director, Morse Interna- 

tional, New York. 

7 . a 
Here’s Another of Those 
‘Invoice-Type’ Solicitations 

To the Editor: Here is another 
contribution to your series, “Ad- 
vertising we can get along with- 
out.” [Enclosed was another 
“invoice-type” solicitation for a 
directory listing—“The Yellow 
Book.”’] 

We heartily agree and take this 
opportunity to vote YES for 
a continuance of your different ap- 
proach to upgrading advertising. 

M. W. Finkenbinder, 

Sales Promotion Manager, 

Danuser Machine Co., Fulton, 

Mo. 

. o > 
‘Investment’ Explained 

To the Editor: In furtherance 
of Jack Lucas’ thinking on wheth- 
er an advertising appropriation is 
an “expenditure” or an “invest- 
ment” (AA, April 29), may I 
submit still another thought on 
this important point. 

On numerous occasions in dis- 
cussing advertising costs with 
management in which the comp- 
troller sometimes sat in, we point- 
ed out that advertising dollars 
as such could well be considered 
money spent to protect an invest- 
ment. That is, if x-dollars were 
invested in plant, machinery, and 
product, then y-dollars, that is, 
advertising dollars, should be ear- 
marked to protect this investment. 
To make the point a little stronger, 
we have pointed out that adver- 
tising dollars in the matter as- 
signed to them could readily be 
compared to money spent for 
insurance premiums. As manage- 
ment wouldn’t consider for a mo- 
ment foregoing the protection pro- 
vided by insurance, by the same 
token it must not assume a risk 
by restricting the amount of 
money to be invested in adver- 
tising. 

Mr. Lucas, in his close, asks a 
rhetorical question, of course. Ad- 
vertising is a business that, 
through various channels, invests 
money to protect an original or 
previous investment. 

Ed E. Deuss, 


Vice-President, Critchfield & 


Co., Chicago. 
a 7 e 
Freezer in Jamaica 
To the Editor: Down in Ja- 


maica, last month, I noticed an 
advertisement that bespoke some 
very unusual timing. 

As you will notice by the at- 
tached item, the temperature that 


Lae 
* $TIFF? 


day was 85 degrees, yet Bayer As- 
pirin showed a picture accom- 
panying the ad with the heading 
“Frozen Stiff?” 

I dare say no Jamaican has ever 
seen any ice fishing, all of which 
makes this advertising a bit baf- 
fling, wouldn’t you say? 

Arthur Towell, 

Arthur Towell Inc., Madison, 

Wis. 

. . 
Leave It to the Boys 

To the Editor: Please tell Helen 
Bugbee (AA, April 29) that peo- 
ple buy at chain stores because 
it’s fun. 

Besides, where else can you 
meet your neighbors on an equal 
level socially? 

Incidentally, the gal who was 
“dressed to kill” on Friday night 
at a party is a strange-looking 
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person in her shopping clothes at 
the chain store on Saturday morn- 
ing. 

When a wife sends her husband 
to shop he always spends those 
few remaining miserable pennies 
on some non-essential delicacy. 

How about it, fellow travelers? 

Stanley R. Clague, 

Vice-President, The Modern 

Hospital, Chicago. 


Good, Better, Best 
What'll You Have? 

To the Editor: In connection 
with your grammar discussions 
and before this headline gets the 


Which is best for bass? 


Rae FOO WERT f6 ROOF SUEY Fy HeEEON 6 SOREER er ee roe a YF 


blast, maybe the original version 
also had a fly rod and reel... 
which as any one knows is really 
the best for bass! 

Howard M. Keefe Jr., 

Winnetka, Ill. 

P.S. Or is the bottle the 3rd ele- 
ment? 


Big Order from Texas 
To the Editor: Would you please 
send us an index of articles ap- 
pearing in ApVEeRTISING Ace for the 
years 1952 through 1956. We have 
copies of each publication for this 
|period of time, and in order for 
us to use them as reference, it is 
necessary that we maintain an in- 
|dex, which I am sure you compile 
|at the end of each year. 
Your prompt handling of this 
}request will be appreciated very 
| much. 
W. H. Shipley, 
| Vice-President, KDUB Sta- 
tions, Lubbock, Tex. 


This is much easier said than 
done. AA’s library keeps a 
| “morgue” consisting of more than 
ja million clippings of items pub- 
| lished, filed under name, subject, 
|etc. It may be consulted in either 
New York or Chicago, but produc- 
tion in printed form is impossible. 


Monday Holidays Make Sense 
To the Editor: Your editorial 

(AA, April 22) about Monday 

holidays makes real sense. 

I was recently told by a pub- 
lisher from Sydney, Australia, that 
in Australia all national holidays 
are celebrated on a Monday re- 
gardless of what day of the week 
the calendar assigns them. It 
works there without upsetting any 
hallowed traditions and it should 
work here just as well. 

A. C. Kalmbach, 


President, Kalmbach Publish- 
ing Co., Milwaukee. 
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Trading Stamps 
Lose Ground in 
Ottawa Battle 


Orrawa, Ont., May 7—Trading 
stamps may be on their way out in| 
the Ottawa-Hull area, the major 
Canadian testing grounds for the 
premium battle. 

There were strong indications 
that the current flood of stamps 
on the market will be reversed by 
the end of the summer in the 
wake of significant developments 
brought on by the sustained pres- 
sure of consumer groups. 

Thrusting the controversial is- 
sue into sharp focus locally were 
these developments: 

1. Ontario Attorney-General 
Kelso Roberts last week told a 
delegation from the Canadian 
Assn. of Consumers that he will 
reopen investigation into trading 
stamp operations in Ottawa. 

2. Ottawa Crown Attorney 
Raoul Mercier, QC, who on March 
7 told a delegation here that there 
was no evidence to warrant pros- 
ecutions under “the law available 
on the subject,” was expected 
to discuss the subject with the 
provincial attorney-general in To- 
ronto. 

3. Steinberg’s Ltd. has an- 
nounced that there will be no fur- 
ther issue of free stamps at the 
firm’s stores in Ottawa and Hull 
after May 27. 

4. There was informed specula- 
tion that Dominion Stores Ltd. and 
Loblaw Groceterias Co., which 
have made no secret of the fact 
that they are in the trading stamp 
promotion stunt here because of 
the “competition” provided by the 
device, would recall the stamps 
from Ottawa and Hull stores as 
soon as other grocery chains got 
out of the promotion. 


® Dominion, like Steinberg’s, is in 
the trading stamp business in the 
Ottawa-Hull area only while Lob- 
law’s confines its operations in 
this field to Ottawa and the Lake- 
head centers of Port Arthur and 
Fort William. Morris Steinberg 
Steinberg’s sales promotion direc- 
tor, would not confirm or deny 
the proposition that his firm had 
dropped out of the trading stamp 
field because of the pressure cre- 
ated by controversy on the subject. 

“We have dropped out of the | 
scheme and are not anxious to get | 
in any controversy over the move,” | 
he said. He added that he would | 
make a statement on the action in 
about ten days. 

Not so reticent on the topic was 
Ed Harvison, Dominion Stores’ di- 
rector of promotion in Toronto, 
who said, “We have already stated 
we are against trading stamps in 
principle and that if the other 
stores dropped out of the plan in 
the Ottawa area we would cer- 
tainly follow suit. Spokesman in 
Toronto for Loblaw’s said that of- 
ficials of his company will be 
taking “another look” at the whole 
question of issuing trading stamps. 


® The provincial attorney-general 
told Mrs. W. B. Harvey, president 
of the Canadian Assn. of Consum- 
ers, and her delegation that “since 
your representatives feel that evi- 
dence presented here (in a brief) 
and other evidence you believe to 
be available would justify a fur- 
ther review of the facts, I have 
requested a conference (with 
Crown Attorney Mercier) and a 
further examination of such evi- 
dence as may be available.” 

Mr. Mercier said that he had “no 
objection to prosecuting on the 
trading stamp issue providing we 
get evidence which in my opinion 
will prove successful.” 

There were no comments from 


Bertram Loeb of IGA who was] 
the first merchant to introduce 
stamps (Gold Bond) in the 95 
IGA stores in Ottawa and Hull 
last year. . 


Westinghouse Buys WAAM 
Westinghouse Broadcasting Co., 
New York, has completed negotia- 
tions for the purchase of its fifth 
vhf station—WAAM, Baltimore— 
for approximately $4,500,000. Prin- 
cipal owners of the station are 
Ben and Herman Cohen and Nor- 
man C. Kal. This transaction still 
must be okayed by the Westing- 
house board of directors, and is 
subject to the usual FCC approval. 


McGraw-Hill Names Mundt 

McGraw-Hill Publishing Co., 
New York, has appointed Paul F. 
Mundt, formerly research manag- 
er of Food Engineering, promotion 
manager of Engineering News-Re- 
cord. Mr. Mundt replaces Craig 
Mitchell, who resigned some time 
ago to join Buttenheim Publishing 
Co. 


Krofft Jones Smeeton 
FOR TALENT—Shown here receiving her $50 prize is Clara Jones, 


creative advertising student of Marquette University, Milwaukee, 

who won the top award in the annual outdoor design contest spon- 

sored by Naegele Outdoor Advertising Co. Elton G. Krafft, Naegele 

art director, presents the check in the presence of C. Brooks Smee- 

ton, professor and director of the Marquette department of mar- 
keting. 


R. McCarty Forms Company 

Richard McCarty, most recently 
northern California manager for 
Simpson-Reilly Ltd., publishers’ 
representative, has formed a new 
company, Richard McCarty Me- 
dia - Marketing - Merchandising, 
with offices at 166 Geary St., San 
Francisco. The company will spe- 
cialize in services for manufactur- 
ers and advertising agencies and 
media. 


The Only 
FULL-TIME 
50,000 Watt 

Station in 

Dallas -Ft. Worth 


ASK A BRANHAM MAW 


He’s Reading 
Newspaper! 


Architects’ drawing of the attractive new 
main offices and terminal of Denver 


Chicago Trucking C 


si ‘ 


only transcontinental trucking company, 
with 7,398 miles of highway rovtes. 


Beginning with one truck in 1932, D-C 
now operates 1,800 units, employs 2,000 
people, had an annual revenue in 1956 
$25,000,000. 
country network of 15 terminals sends a 
combined 5 million pounds of freight 
over the highways every day! 


of more than 


National Newspaper of the Motor Freight Carriers @ 


r Lal 


and it’s used plenty, I might add!” 


“TRANSPORT TOPICS gives me 
the most up-to-date news of 
the trucking industry,” asserts 
George J. Kolowich, Jr., Presi- 
dent of Denver-Chicago Truck- 
ing Company, the nation’s only 
coast-to-coast carrier. 


“I read TRANSPORT TOPICS carefully myself,” continues Mr. Kolowich, 
“and it’s made available to all of tur department heads and each of 
our 15 terminal managers from coast fo coast. In addition, a complete 
reference file of Transport Topics is maintained in our main offices — 


TRANSPORT Topics blankets the for-hire truck fleet market, and covers 
all the large private carriers, reaching top management and supervisory 
men—the men who influence the buying of transportation equipment. 
Its circulation is at the highest point in history — 21,043 ABC net-paid 
average for the six months ending December 31, 1956 (subject to 
audit). Up 12 per cent from one year ago, although advertising rates 
remain the same. Renewal percentage sets a new record at 87.55 — 
far above the national average for publications in the trucking field. 
TRANSPORT TOPICS is a newspaper, published every Monday. Once a 
month — on the third Monday — to its regular paid circulation is added 
an extra controlled distribution of 7,600 more interstate motor carriers. 


Every motor carrier operating under Interstate Commerce Commission 


Its cross- 


In Its Twenty-Second Year 


1424 Sixteenth St., N.W., Washington 6, D.C. 


authority — 18,000 — receives a copy of the Third-Monday Edition! 
These carriers represent a $6 billion truck fleet market — the big buyers 
of trucks, trailers, tires, fuel, batteries, parts and accessories of all kinds. 
TRANSPORT TOPICS should be on your schedule (1) if you’re an adver- 
tising agency with a client who sells anything used by the trucking 
industry or (2) an advertising manager for such a company, 


Cransport Gopics 
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Blair Names Neuwirth 

John Blair & Co., radio station 
representative, has appointed H. D. 
(Bud) Neuwirth, formerly on the 
radio sales staff of Katz Agency, 
an account executive in its New 
York office. Blair Television As- 
sodiates, affiliated tv station repre- 
sentative, has been appointed to 
represent KGEO-TV, Oklahoma 
City. The station formerly was 
handled by John E. Pearson TV 
Ine. 


Thompson Joins Schwerin 
Griffin B. Thompson, formerly 
chief of the research and reports 
division of the National Film 
Board of Canada, has been named 
managing director of the Toronto 
office of Schwerin Research Corp. 


Tullberg Joins ‘Meat & Food’ 

Martin E. Tullberg has been ap- 
pointed director of advertising 
sales of Meat & Food Merchandis- 
ing, Chicago. He formerly was 
western manager of Quick Frozen 
Foods. 


Outrates all 
syndicated 
shows! 


STAGE 


San_ Francisco — highest rated 
syndicated program (22.7, Pulse, 
2/57) outrating George Gobel, 
Gunsmoke, Zane Grey Theatre, 
Jackie Gleason, Lux Video 
Theatre, etc. 

Twin CrtTtes—highest rated syn- 
dicated program in Minneapolis- 
St. Paul (16.0, Pulse, 11/56) out- 
rating Warner Brothers, Father 
Knows Best, West Point, etc. 
Outrates all competition in 
Atlanta, Indianapolis, P 
Oregon, etc. 
Stage 7’s a dramatic anthology 
which can do a fine-rating, fine- 
selling job in your market, as it 
is already doing in more than a 
hundred others. Better check 
Stage 7 for your market today. 
Write, wire or ne for 
availabilities. 


Television Programs of America, Inc. 
488 Madioon Ave., N. a!  PLaza 5-2100 


| Rank 


$64,000 Question (Revlon, CBS) 


Climax (Chrysler, CBS) 


Program 

1 | Love Lucy (Procter & Gamble, General Foods, CBS) . 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
Playhouse 90 (Several sponsors, CBS) 
GE Theater (General Electric, CBS) .... 


Godfrey's Talent Scouts (Lipton, Toni, CBS) 
9 Jackie Gleason (Bulova, Old Gold, CBS) 
10 You Bet Your Life (Toni, DeSoto, NBC) 
; 11 Burns and Allen (Carnation, Goodrich, CBS) 
12 Phil Silvers (Procter & Gamble, Comel, CBS) 
13 Perry Como (Several sponsors, NBC) 
14 December Bride (General Foods, CBS) .o............cccccccscesscsssesessesssennennenensnnnees 
14 Red Skelton (S. C. Johnson, Pet Milk, CBS) 
16 The Lineup (Procter & Gamble, Brown & Williamson, CBS) 
17 What's My Line (Helene Curtis, Remington Rand, CBS) 
18 I've Got A Secret (R. J. Reynolds, CBS) 
18 $64,000 Challenge (Revion, P. Lorillard, CBS) ..............000006 
20 Person to Person (Life, Amoco, Hamm's beer, CBS) 


Pulse Network TV 
March 1-7, 1957 


TOP TWENTY SHOWS 


3 
4 
5 
6 Alfred Hitchcock Presents (Bristol-Myers, CBS) 
7 
8 


MULTI-WEEKLY, TOP TEN 


1 Mickey Mouse Club (Several sponsors, ABC) ............ccccccccscsssseseessenenneneverenee 20.8 
2 Queen for a Day (Several sponsors, NBC) o............cccceccccsesseseesneeneeenernnennennnes 12.4 
3 SR ee CE cc sacccchccp thes ecccasccscnsssccrsesorccnseonss 12.0 
4 es ND is sesenecceecsnncensbonnnesnznnccccece 113 
5 Arthur Godfrey (Several spomsors, CBS) ............ccccccccosccesseosesseenseeneenerscereneneee 10.8 
5 Art Linkletter’s House Party (Several sponsors, CBS) ..0...0.........ccccccscsseeeneneeee 10.8 
7 Captain Kangaroo (Participating sponsors, CBS) .............cccccccseesseeeeeeneeeees 10.3 
7 Modern Romances (Several sponsors, NBC) .o...............0c0cccccsesessseeneneennenenenenee 10.3 
9 Guiding Light (Procter & Gamble, CBS) .............ccccccccssessesesesssssseseeeennesrennennes 10.2 
10 Search for Tomorrow (Procter & Gamble, CBS) ................ccccccccccsseeeseseeennnneee 10.0 


Brewer Elects Hartman 

Howard Hartman, exec vp of 
Weber Waukesha Brewing Co., 
Waukesha, Wis., has been elected 
president of the company to suc- 
ceed the late Elliott Johnson, who 
died April 25. Mr. Hartman has 
been with the brewery for the past 
five years. Andrew Schnell, brew- 
master of the brewery for the past 
17 years, succeeds Mr. Hartman as 
exec vp. 


‘Good Housekeeping’ Names 2 

Good Housekeeping, New York, 
has appointed Samuel A. Parsons 
to its fashion sales staff and 
Morgan Rawlins to the fashion 
merchandising department. Mr. 
Parsons formerly was with the 
men’s merchandising staff at E. I. 
du Pont de Nemours & Co. Mr. 
Rawlins previously was an account 
executive with Batten, Barton, 
Durstine & Osborn. 
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50,000 WATTS - BOSTON 


REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY 


| 
| delivers buyers 
| 


Copyright by A. 


five minutes. 


+ Percented ratings are based on tv homes 
each program. 


Advertising Age, May 13, 1957 


Nielsen Network TV Ratings 
Two Weeks Ending April 6, 1957 


C. Nielsen Co. 


Nielsen Total Audience* 
TOTAL HOMES REACHED 


Homes 
Rank Program (000) 
1 Cinderella (Pepsi-Cola, Shulton, CBS) ........ccccssssssesssesesrsnesnerseeeneneeneereenenes 23,305 
2 Academy Awards (Oldsmobile, NBC) ..........ccccsssessseerserseeesennerenseneeeeeenes 18,353 
3 | Love Lucy (Procter & Gamble, General Foods, CBS) ..........cccccccccccceeseeeees 16,938 
4 ee es Ss Se... cccutupsiiialtncstartianoeninbateenseeriedis 16,545 
5 Ge Ti. Cie I, GI ccs ictccatinsticscinsconsessswncticctcstnciencsescsccnscese 16,192 
6 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) ..........ccccescceneeseereenees 16,152 
7 Disneylond (American Motors, American Dairy, Derby Foods, ABC) ........ 15,681 
8 Perry Como Show (Several sponsors, NBC) ........:ccccsssessererseeereeerenneeneeenens 15,209 
9 Alfred Hitchcock Presents (Bristol-Myers, CBS) ..........cccccccsseeenseeeneereneneneeee 14,502 
10 December Bride (General Foods, CBS) ..........:ccccsssssseeeessseseeseeeeeneneneeaverennnee 14,266 
PROGRAM POPULARITYT 
Homes 
Rank Program (%) 
1 Cinderella (Pepsi-Cola, Shulton, CBS) .......:..:.cssssesrssssnersrereseenennenennereennes 60.6 
2 Academy Awards (Oldsmobile, NBC) ...........cccccssesersesseseseensenneesnnenenennennns 48.2 
3 1 Love Lucy (Procter & Gamble, General Foods, CBS) ..........ccccsssserennes 44.3 
4 Sy GNIS I UID ss cssnsnepibienemaaninnniocninciatanis 43.0 
5 GE Theater (General Electric, CBS) ........ccccccccccccecceeeeeeeeeeeenenee 42.7 
6 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 42.5 
7 Disneyland (American Motors, American Dairy, Derby Foods, ABC) ........ 41.1 
8 Perry Como Show (Several sponsors, NBC) ............:-cccssseessersenenenneerneenneenes 40.3 
9 Alfred Hitchcock Presents (Bristol-Myers, CBS) ...........ccccesseessernenneeenneneene 39.5 
10 December Bride (General Foods, CBS) ...........ccccccccsscssecssseeeeeeseneneesenenerereees 37.5 
Nielsen Average Audience** 
Homes 
Rank Program (000) 
1 Cinderella (Pepsi-Cola, Shultom, CBS) ..........ccccsscscserereeenenenenssennereeesenens 18,864 
2 | Love Lucy (Procter & Gamble, General Foods, CBS) ..........cccccccseeeeerees 15,956 
3 GR Teeny Ce TI, GBD ccrceccccesiivivecscctivncsvensonnsinncissenpsesoertsnnsewens 15,170 
4 I IIE i ec apsenntanenelilacaiinaptnapntsmadsnbiona 15,131 
5 Academy Awerds (Oldsmobile, NBC) .............:::ssereeneerenneensseensennnnerenennens 14,187 
6 Alfred Hitchcock Presents (Bristol-Myers, CBS) ........:cccccccsesererenernnneerennee 13,598 
7 ES eee eee 13,441 
8 Gunsmoke (Liggett & Myers, CBS) ........cccccccccceserseeennnnnee 12,890 
9 Ford Show (Ford Motor Co., NBC) 12,655 
10 Disneyland (American Motors, American Dairy, Derby Foods, ABC) ... 12,615 
PROGRAM POPULARITY? 
Homes 
Ronk Program (%) 
1 Contacciin Dhaka, Gay GD cnncseccccnsceseicsssentipinmcinssievencsienmenn 49.1 
2 | Love Lucy (General Foods, Procter & Gamble, CBS) ............ccccesseeeneres 418 
3 of BR ee en 40.0 
4 Se Se Cs GI attecescictinenastectevmnsronscictemnndiaiiiins 39.4 
5 Academy Awards (Oldsmobile, NBC) .........cccccsssssssesseeeseereeeensenseensenenee 37.3 
6 Alfred Hitchcock Presents (Bristol-Myers, CBS) ..........cccccccccsccssecserennenennee 37.0 
7 Se Cee ID GUNMA TEI. aeciiticcccceseccvicsnannnicousnstbateicdspresenene 35.3 
8 Gece GND BH Wapere, CD neckties csccenscervevescerintnsnsesotanqnsonipzenigesvene 34.2 
9 Perry Como Show (Several sponsors, NBC) oo.....ccccccccccccssseeseeeeneeeeeeeeees 33.2 
10 ER ee ee ee a 33.0 


* Homes reached by all or any part of program, except for homes viewing only one to 


** Homes reached during average minute of the program. 


within reach of station facilities used by 


National Distillers Changes 
Name; Appoints Glasser 

The name of National Distillers 
Products Corp., New York, has 
been changed to National Distillers 


Who Uses and 
Who Supplies 
Premiums? 


In the May issue of fast-stepping 
ADVERTISING REQUIREMENTS 
you'll find a comprehensive report 
on the extensive survey just com- 
pleted by the Premium Advertising 
Association of America. 

The survey questioned 14894 
companies on their premium habits. 

Don’t miss this unusual opportu- 
nity to get inside information. Clip 
this ad, attach $3 to your business 
letterhead, mail today for a year’s 
(12 issues) trial starting with the 
big, informative May issue. 

ADVERTISING REQUIREMENTS 
covers everything an adman must 
do except buy time or space. Your 
money back if not pleased beyond 
expectation. 


Advertising Requirements 
The Workbook of Advertising 
Management 
200 E. Illinois St., Chicago 11 


& Chemical Corp. Effective with 
the change of name, the company 
appointed three of its vps exec vps. 
They are Roy F. Coppedge Jr., who 
will be responsible for general 
corporation administration; B. C. 
Ohlandt, who heads the beverage 
division, and Robert E. Hulse, who 
directs the chemical division. 
Jack Glasser, formerly assistant 
publisher and editorial director of 
the Beverage Times and before 
that public relations director of 
Calvert Distillers Co., has joined 
National Distillers as special as- 
sistant to Benjamin W. Corrado, 
director of market research. 


FC&éB Names VPs, Hyde 

Melcon Tashian, art director of 
Foote, Cone & Belding’s New York 
office, and Marlen Loehrke, per- 
sonnel director of the agency’s Chi- 
cago office, have been elected vps. 
FC&B aiso has appointed Leonard 
Hyde associate media director of 
its Detroit office. Mr. Hyde most 
recently was media manager of the 
Detroit office of Kenyon & Eck- 
harat. 


Venard, Rintoul Adds Two 

Venard, Rintoul & McConnell 
has been appointed to represent 
KAMQ, Amarillo, Tex., and KVOR, 
Colorado Springs. Forjoe & Co. for- 
merly handled KAMQ. George P. 
Hollingbery Co. previously han- 
dled KVOR. 
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THE FIXINGS—Instead of a press 


party to introduce its squeeze- 

comb applicator for Lilt, Procter 

& Gamble packed champagne, cav- 

iar and product into this “At 

home” press party kit and mailed 
it to 2,000 beauty editors. 


U. S. World Trade 
Fair ‘Successful’; 
Will Be Annual Event 


New York, May 7—The U. S. 
World Trade Fair, which had a 
two-week run at the New York 
Coliseum, has been hailed as an 
overwhelming success. 

Staged by the Charles Snitow 
Organization, the fair attracted 
some 725,000 visitors—more than 
100,000 of them registering as 
buyers. 

The exhibitors who jammed the 
four floors of the Coliseum, pay- 
ing $4 per sq. ft., displayed some 
$500,000,000 of goods and services 
from 59 countries. 

According to the Snitow organ- 
ization, orders totaling more than 
$1 billion were placed during the 
fair. This exceeds the monthly av- 
erage of commercial imports into 
the U. S. 


® The fair proved to have con- 
siderable allure as a spectacle for 
the entertainment-seeking public. 
Admission was 90¢ a head and 
the turnstile take was in excess of 
$500,000. 

The 3,000 exhibits at the fair 
covered a wide range: tourism, 
household products, food products, 
King Farouk’s crown jewels, for- 
eign cars, arts and crafts, fabrics, 
atomic energy. 

Of the 40 national pavilions, 
the largest was Brazil’s. The Jap- 
anese, however, seemed to be 
making the biggest effort. They 
had 92 different booths featuring 
an astonishing range of goods, 
from the familiar Japanese cam- 
eras to made-in-Japan baseball 
gloves. 


® Fairly common in Europe, the 
fair was the largest of its kind 
ever held in this country. Its pur- 
pose was promotion of world 
trade. 

Mayor Robert Wagner of New 
York announced that the fair. will 
become an annual event. It will be 
held in the Coliseum every May. 

Reach, Yates & Mattoon han- 
dled the advertising for the fair. 


SIX-MONTH EXHIBITION 
TO FETE ‘MAYFLOWER’ 

New York, May 7—A _ six- 
month Mayflower II exposition 
will begin running in New York 
on June 1. 

Highlight of the exhibition will 
be the Mayflower II, replica of 
the original Pilgrim ship, which 
is now enroute to the U. S. 

Pier 81 on West 44th St. is being 


reconverted into an _ exhibition 
hall. There will be space for some 
80 booths. Companies taking a 
booth may display products, but 
their exhibits are expected to be 
in keeping with the “historical 
and educational” theme of the ex- 
position. 

Admission—90¢ per adult, 40¢ 
per child—will be charged, with 
special reductions for groups. 

The exposition is being man- 
aged by Robert A. Durk Associ- 
ates, New York. Robert A. Durk, 
president, formerly operated an 
advertising agency here under his 
own name. * 


‘Sunset’ Raises Rates 

Sunset Magazine has issued a 
new rate card which will be effec- 
tive with the January, 1958, issue. 
According to the new schedule, 
general advertising rates will go 
to $8.20 from $7.20 per agate line. 
A b&w page goes up to $3,420 from 
$3,000. The magazine’s circulation 
rate base will be increased from 
550,000 to 570,000 at the same time. 


Insurers Hit Ban 
on Tax Exemption | 
of Group Advertising 


Denver, May 7—The National | 
Assn. of Insurance Agents has pro- 
tested an Internal Revenue Service | 
ruling which threatens the tax- 
exempt status of agents’ associa- | 
tions that conduct advertising pro- 
grams. 

The protest was made known by 
George S. Hanson, general coun- | 
sel-executive secretary of the} 
NAIA, at a meeting of the group’s 
board of state directors. 

“When the ruling was first is- 
sued,” said Mr. Hanson, “we were 
apprehensive that it cast a cloud 
on the percentage of expenditure 
for advertising of an agents’ as-| 
sociation, as well as the practice 
of listing individual members in 
local board advertising.” 


s He said that citation of a 1942) 
case in which nearly 100% of an| 


organization’s income was spent for 
institutional advertising “cleared 
away the problem of percentage 
of local board expenditures for ad- 
vertising.” 

But, he added, the Internal Rev- 
enue Service “appears to be ada- 


|mant” that advertising of any na- 


ture which includes names of 
individual members of local boards 
“would be sufficient to deny tax 
exemption.” The government be- 
lieves such ads constitute “per- 
formance of particular services for 
individual persons” and are con- 
trary to the statutes governing tax 
exemption. 

Mr. Hanson said the ruling being 
protested affects the Harlingen 
Texas Assn. of Insurance Agents.e 


Great Lakes Paper 
Reports Capacity Sales 

All the paper and pulp tonnage 
which it can produce in 1957 has 
been sold under contracts, accord- 
ing to the annual report of Great 
Lakes Paper Co., Fort William, 
Ont. This includes several months’ 


97 


output of the company’s new pa- 
per machine being installed which 
is expected to start in operation 
about mid-May. A second new ma- 
chine is scheduled to start operat- 
ing early in 1958. For 1958 and 
beyond, all estimated newsprint 
production has also been placed 
under contracts. The report fore- 
casts long-term growth above the 
North American average for the 
Midwest, the company’s chief 
newsprint market. 
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ae 
Ready frisket that stays down, will not blow 
up, easily removed, stays tacky indefinetly, 
extremely transparent, leaves no residue. 
Phone SUperior 7-2006-7 - 


Somples on request 


S$ Artist Materials Inc., 712 North State, Chicago, Wl 


] 4 
« This is the Fort Worth Market 
“Where the rom worn] 
Wealthy Wee * 
Begins” 
FORT WORTH MARKET DATAT\ 
Metropolitan Market Area 
Area (Including Metro. area) 
Population 514,600 2,087,500 
23.7% of Texas 
Consumer $933,437,000 | — $3,487,759,000 
Income 25.5% of Texas 
Retail Sales $685,479,000 | — $2,583,400,000 
25.1% of Texas 
aa 


IT TAKES A FORT WORTH NEWSPAPER TO REACH 
THE PEOPLE IN THE FORT WORTH MARKET 


To adequately cover Fort Worth and the West Texas market it takes the 
Fort Worth Star Telegram—the newspaper with the largest Daily and 
Sunday circulation in Texas. Here is your opportunity to cover more than 
23 percent of Texas with only one newspaper. 


No other Texas newspaper can match the coverage of the Fort Worth 


Daily Circulation 251,220 


LARGEST 


Star-Telegram. 


Ct1ecwvwt.s2 


Sunday Circulation 227,179 


Publisher's Statement fo Audit Bureau of Circulations for 6 months ending September 30, 1956 
Write, wire or phone for complete market information 


without the use of schemes, premiums or contests 
“Just a good newspaper” 
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SiMPSON-REILLY, LTD. 
teal b  chonammenae 


|\Grant Joins Robert Otto 

Robert A. Grant, who formerly 
operated his 
agency in Japan, Grant Advertis- 
ing Agency Ltd., has returned to 
the U. S. to become an account 
executive with Robert Otto & Co., 
New York. 


“own 


advertising 


Creative Mind Needed in 


New offset press cuts costs for 
many publishers and agencies 


“ Big new web-fed offset press pro- 
: 2 vides the perfect answer for those 
fay “problem” jobs that are too long 
for sheet-fed presses and too short for 
rotogravure or letterpress magazine equip- 
ment. Produces catalogs, publications, 
broadsides, circulars in one to four colors 
— page size 84x11 or multiples —up to 
64-page sections in one operation. Rated 
speed 20,000 sections per hour. Complete 
facilities from art to mailing — currently 
printing program sections of four editions 
of TY Gume Macazine. 


4 


Write for samples 


Eq, 
and price information 


201 E 16TH AVE . 


Yes! We can make 
price and imprint 


changes economically! 


Price and imprint changes 
anywhere on outside of 
sheet can be made at ex- 
tremely low cost—without 
stopping the press! A valu- 
able advantage for many 
advertisers. 

LAER EREE REE EERE RS © 


HENRY WURST, Inc. 


NORTH KANSAS CITY, MO 


Giving New Direction to 
‘Brand Strategy’ Tactics 


Oxrorp, O., May 7—Oppor- 
tunity awaits the development of 
new approaches to market plan- 
ning. It should be based on “re- 
search wide enough in scope to be 
called ‘marketing intelligence’ in 
the G-2 rather than the IQ sense.” 

That’s what Peter Langhoff, vp 
and head of research at Young & 
Rubicam, New York, told the fifth 
annual sales research seminar at 
Miami University here last week. 

“In our new planning,” Mr. 
Langhoff said, “we still need and 
will always need the statistical 
techniques which distill out of our 
past experience the central ten- 
dencies and trends which make 
comprehensible some of the things 
that have happened.” 

While admitting that marketing 
intelligence will continue to rely 
on statistical forms of research, 
Mr. Langhoff emphasized that} 
limiting concepts of planning to| 
the notion that history repeats it- 
self will not provide the equipment 
necessary for future leadership 
planning. 


s “At best, the old school of plan- 
ning which organizes the past and 
projects it into the future tells us 
what to expect if nothing changes. 
What we want,” he said, “and 
what we must have as competitive 
entrepreneurs is a break with the 
past. 

“We mean to shape the future 
to our own advantage. We mean 
to locate new marketing opportu- 


' nities and to capture and capitalize 
on these opportunities. We are} 
fighting a competitive battle. We 
| are waging a campaign for the} 


New Approaches to Market Planning 
Needed, Y&R's Langhoff Asserts 


fullest possible favor with the con- 
sumer. We must constantly be 
alert to the facts that new markets 
are in the consumer mind.” 


s Mr. Langhoff said the new con- 
cept of planning might be thought 
of as “brand strategy” and the 
manipulation of product and mar- 
ket factors as “tactics.” 

“In a very simple system 
volving few tactical possibilities 
and few people,” he said, “we can 
forget strategy and manipulate our 
tactics by simple experiments. But 
when the system grows complicat- 
ed and the brand complex can be 
shaped in an almost infinite varie- 
ty of ways, and the prospects are 
greater in number, large scale ex- 
periments in tactics have a better 
chance of leading to bankruptcy 
than profit. It is under these con- 
ditions that we need a strategy to 
give direction to our tactics.” 


in- 


® The heart of any planning prob- 
lem, he said, “is envisioning an 
optimum image for the product 
and aligning it with the desired 
customer profile.” He listed four 
principles to guide the marketing 
executive in this task: 

“1. The brand must possess al] 
the essentials which favorably 
characterize the product class. 

“2. The brand must be posi- 
tioned with reference to its com- 
petition, so as to have one or more 
unique attributes. 

“3. These unique attributes 
must have a significantly wide 
appeal. 

“4. There must be mutual con- 
sistency of attributes.” 


s Marketing strategy, according to 
Mr. Langhoff, develops “through 
a chain of selection of alternate 
courses or hypotheses. Since there 
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L. W. STITT, JR. 


Mr. Stitt joined the sales staff of 
the Rheem Manufacturing Company in 
1948, after serving as the commanding 
officer of a mine sweeper in the South 
Pacific during World War II. After two 
years as a field salesman, he worked 
as regional service manager of the 
plumbing and heating division from 
1950-53. Mr. Stitt spent an additional 
three years as assistant regional sales 
manager during which his collateral 
duties included managing advertising 
and sales promotion on plumbing, 
heating and air conditioning products. 
This year he was promoted to regional 
sales monager, and in this capacity, 
has a dual job of sales management 
and advertising. 
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says kL. Ww. STITT, JR. 
Manager, Plumbing and Heating Sales— Southern Region 
Rheem Manufacturing Company 
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“The MARKET DATA BOOK Halas me formulate 


sales and advertising programs.” 


ee eo re ee eee. 
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“Armed with information obtained from the Market Data Book, | can 
determine why a particular sales and advertising pattern will obtain 
more business for our customers. | can determine where the market is, 
what type it is, who is buying, why, etc. The efficient use of the Market 
Data Book can help a manufacturer keep his wholesalers and dealers 


more currently aware of current sales techniques and thereby directly 
contribute to obtaining a larger share of the market potential.” 


Published annually by Industrial 
Marketing, the Market Data Book 
gets top usage wherever and when- 
ever decision-makers need facts on 
markets and media to help them 
plan, revise or extend industrial ad- 
vertising and marketing campaigns. 

Over 14,000 copies of this 600 page 
volume serve all year in the offices of 
key execulives—advertising manage- 


ment, market research managemen* 
sales and top management. 

The forthcoming issue will be pub- 
lished June 25. Reserve space now 
for an ad or multiple page insert that 
will place your sales facts before the 
kingpins looking for opportunities, 
available media and services in 69 
major industrial markets and 87 sub- 
classifications, Closing date is May 10. 


of INDUSTRIAL MARKETING 


200 EAST ILLINOIS STREET 
480 LEXINGTON AVENUE - 


+ (CHICAGO 11, ILLINOIS 
NEW YORK 17, NEW YORK 
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EMERGENCY—Granny Goose Foods 
Co., Oakland, uses a girl-in-a-fix 
to illustrate a “Looking for a Tie- 
Up” promotion for its chips. The 
photo will be used in grocery trade 
ads starting May 13. Brooke, 
Smith, French & Dorrance, San 
Francisco, is the agency. 


are no rules or formulae for mak- 
ing hypotheses,” he said, “this part 
of the process must be creative, 
even artistic. 

“Various courses, however, will 
be suggested by information con- 
cerning competitive products, by 
laboratory capabilities, consumer 
characteristics and the product- 
consumer relationship. 

“The marketing executive has a 
choice of alternatives,” Mr. Lang- 
hoff said. “The right choice will 
be facilitated by reference to mar- 
keting intelligence or by experi- 
mental testing.” 


® Pointing out that the notion of 
the brand image, while not new, 
has only recently come in for 
wide-spread attention as a helpful 
marketing concept, Mr. Langhoff 
stressed that whatever patterns or 
devices are used as aids in formu- 
lating a brand strategy, “the cen- 
tral focus must be on the product- 
consumer relationship. 

“In effect,” he concluded, “we 
| bring together the two extremities 
Biof the business axis—the begin- 
ning and the end points of our 
business activity. Everything that 
goes on between these limits is in- 
fluenced, even shaped, by the re- 
lationship we mean to establish 
between our brand and or custom- 
ers and which we express as 
brand strategy.” + 


American Ad Associates 
Adds Eight Accounts 


American Advertising Associ- 


ates, Modesto, has added eight 
new accounts, including Milk 
Foods Inc., for its new product, 


M-F instant dip mix. Media plans 
include use of national trade pub- 
lications, regional tv and store 
merchandising. 

Other new accounts are Snyder 
Mfg. Co., Manteca, maker of auto- 
motive tune up hoists; Crismon 
Trailer Hitch Co., maker of equal- 
izing hitches; Pohl Metal Works 
Co., Oakdale, maker of feeding 
equipment for turkeys; G & M 
Equipment Co., Winton, maker of 
tillage tools; Modesto Engine Con- 
version Co., manufacturer of Mir- 
acle oil filter; Modesto Incinera- 
tor and Barbecue Works, pre-fab 
outdoor barbecue manufacturer, 
and Krauss & Noonan Co., Mo- 
desto, distributor of Air-O-Fan 
Orchard heaters and sprayers. 
| 
McCarty Co. Names Three 

McCarty Co. has added three 
men in its \Los Angeles office. 
They are Rich Fowler, creative di- 
rector, and William H. Atwell and 
Edgar Hakim, account executives. 
Mr. Fowler formerly was with 
Mays & Co. Mr. Atwell previously 
was assistant ad manager of Max 
Factor & Co., and Mr. Hakim for- 
merly was with Campbell-Ewald 
Co. 
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Travail in Picking NC&K ‘Worth It’; 
Pabst Ad Motifs to Get Face-Lifting 


(Continued from Page 1) 

the business that it picked up just 
16 months ago from Warwick & 
Legler (AA, Oct. 10, 55), sal- 
vaged a $1,500,000 chunk repre- 
sented by Pabst’s Eastside Old 
Tap lager, West Coast regional 
beer. 


® Following are some of NC&K’s 
plans: 

1. NC&K will promptly open an 
office in Chicago in the Merchan- 
dise Mart, where Pabst is head- 
quartered. The man who will head 
up the Chicago office was not an- 
nounced immediately because he 
currently is on NC&K accounts 
which have to be notified. But he’s 
spent nine years with the agency, 
five of them as an executive. He 
wiil function as account super- 
visor and will hire account execu- 
tives for each of the Pabst brands. 

Pabst told AA the agency will 
have three fulltime men in the 
field, in the West, Midwest and 
East, who will work directly with 
Pabst salesmen and distributors 
on local advertising and merchan- 
dising. Pabst also told AA that 
Eugene Kummel, vp and secretary 
of NC&K, would head up the 
account. It appears likely that he 
will do this as head of the Chicago 
office. 

2. The Chicago office will have 
12 to 15 people, although the bulk 
of creative work, plus billing, will 
be handled in New York. 

3. Mr. Kummel is in Chicago 
this week talking to two prospec- 
tive clients. If acquired, they will 
be handled by the Chicago office; 
the total staff then would be 
around 30. 

4. New Pabst copy—already pre- 
pared in the course of the solicita- 
tion—is being rushed, in the hope 
of catching some of Life’s July 
issues. NC&K takes over the ac- 
count from Burnett Aug. 5. 


® Marshall Lachner, Pabst presi- 
dent, told AA that all company 
advertising in the future will be 
motivationally researched and 
evaluated before it appears. He 
described this as a new procedure 
with the brewer. “This will give 
us still another way to check the 
effectiveness of our advertising,” 
he said. 

Mr. Lachner also disclosed that 
Dr. Ernest Dichter, president of 
the Institute of Motivational Re- 
search, is being considered for two 
projects, although no contract has 
been signed. Dr. Dichter may be 
retained to work with NC&K on 
analyzing Pabst advertising. Or he 
may be hired to conduct a study of 
the Pabst corporate profile, Mr. 
Lachner said. 

When questioned by AA, Mr. 
Lachner said that Dr. Dichter did 
not research the presentations of 
the “finalists.” But, he said, the 
motivationist did describe the 
brand images that he found in 
each of the presentations. Dr. 
Dichter made no recommendations 
on any of the presentations, ac- 
cording to Mr. Lachner. 


® The $6,500,000 chunk of Pabst 
business was the biggest account 
ever landed by Norman, Craig & 
Kummel (1956 billing: $25,800,000, 
with about $4,200,000 of it in fees). 
NC&K grew out of William H. 
Weintraub & Co. The present own- 
ers bought it Jan. 1, 1955, and the 
name was changed in July of that 
year. 

The succeeding two-and-one- 
half years have been hectic. The 
agency was working furiously on 


Revlon, its largest account, and 
particularly with the “$64,000 | 
Question,” which turned out to be | 
the hottest tv property ever ac- 
quired. Then it lost Revlon, in al 
torrid debate over (1) whether 
it was entitled to commissions on 


talent, and (2) whether it had act- 
ed properly in taking on Speidel 


Corp. and steering it into television | 
with a show similar to “Question.” | 

Meantime, NC&K was doomed to | 
lose Schenley business. One after | 
another, Ancient Age bourbon, the | 
champagne business, and finally 
Blatz Brewing went out of the 
shop. 


® Fortunately, the agency was 
able to put together substantial 
new business. Last year it got 
Warner-Lambert’s Sportsman line, 
Colgate’s Veto, the Democratic Na- 
tional Committee and Hudson Pulp 
& Paper. It is anticipated that 1957 
billings on Warner-Lambert might 
run to $2,000,000 and that Hudson 
may go as high as $1,500,000 (it 
came into the shop around $900,- | 
000). 

With Pabst at $6,500,000 (East- 
side added another $1,500,000, for 
the original account total of $8,- 
000,000), and with the $3,000,000 
Democratic billing of last fall, 
NC&K can view its Revlon and 
Schenley losses with some equa- 
nimity. 


® NC&K’s winning presentation 
was made by an agency team 
composed of Norman B. Norman, 
exec vp; Eugene Kummel, vp and 
secretary; Walter Craig, vp in 
charge of radio and tv; Richard 
Bowman, vp and copy director; 
John B. Morris, vp and marketing 
director, and Kay Daly, vp and 
fashion & copy director. 

NC&K took considerable pains 
to be sure that none of its “fash- 
ion” ads stayed in Chicago, for 
fear that the ideas might be 
adapted by other agencies. Even 
so, there were some frantic calls 
to fashion photographers to pre- 
pare material in the hope—the 
vain hope, as it turned out—that 
if Pabst were impressed by a 
fashion approach by NC&K, it 
might work equally well for an- 
other agency. 

As the finale of the Pabst so- 
licitation apparently was drawing 
near, Mr. Norman asked Mr. 
Kummel to go to Chicago and stay 
there until the account moved one 
way or the other. 

Mr. Kummel was lodged in the 
Drake Hotel from last Friday on. 

Early Monday, Mr. Norman and 
Mr. Bowman joined Mr. Kummel, 
and they had a Monday morning 
meeting with Pabst. When they 
left, Mr. Norman says, “We still 
didn’t know we had the account. 
For all we knew, we were only 
one of the finalist agencies to 
whom Pabst might be talking that 
day.” 

At 6 p.m. the agency men were 
asked to come back and then were 
awarded the account. 


s With the selection of NC&K, 
Pabst now has four agencies. In 
addition to Burnett on Eastside, 
Grey Advertising Agency handles 
Hoffman beverages and Pabst 
sparkling beverages, and Bryan 
Houston rounds out the list with 
Pabst’s industrial products, bio- 
chemicals and feed supplements. 

The sprint for the important 
Pabst business began in earnest 
about three months ago after it 
became known publicly that Pabst 
executives and salesmen were un- 
happy with the “touch and blind- 
fold” campaign that Burnett pro- 
duced in 1956 (AA, Dec. 24, '56). 
Many Pabst people also were dis- 
satisfied with sponsorship of the 
weekly boxing shows on tv, which 
the brewer has since dropped. 

A total of 20 agencies, sensing 
that the brewer was ripe for a 


change, made solicitations. Eight of | 


the 20—Walker Saussy, Henri, 
Hurst & McDonald, Edward H. 


No Resignation on Pabst: 
Burnett's ‘Not a Quitter’ 


Leo Burnett, in a confidential memo to his agency personnel dated 
May 6, called the series of events leading to Pabst’s change of agen- 


cies “bewildering.” 


He said that he was advised May 5 by Mr. Lachner and Mr. Heh- 


man that the Burnett agency was 


being replaced by Norman, Craig 


& Kummel, adding that Burnett was supposed to get 90 days’ notice 


of termination. The memo added that efforts were being made to get 
office space for Norman, Craig in Chicago’s Merchandise Mart. 


Mr. Burnett told his employes that their agency had never made 
a better presentation for any client at any time, and that no one had 


anything to be ashamed of. 


The memo included the text of the letter Burnett sent to the 
“Pabst advertising committee.” The letter said that the agency had 
been embarrassed by news stories in ad trade papers which re- 
flected on Burnett’s work for Pabst. It added that these stories were 


not rebutted. 
The account was not resigned 


cause the agency was “not a quitter” in the face of adversity and 
because the advertising was not wholly responsible for the “prob- 
lems of the brand.” The brand’s problems, according to the letter, 
originated prior to Burnett’s entry into the brewery’s picture. 

The letter closed with the statement that Burnett felt Pabst was 
entitled to make any change it desired in agencies, but that Bur- 
nett had nothing to apologize for about the advertising it created for 


Pabst. 


by Burnett, the letter said, be- 


Weiss & Co., Lennen & Newell, 
Geyer Advertising, Bryan Houston 
Inc., Burnett and NC&K made com- 
plete presentations. 

All of the agency presentations 
were seen by a 12-man committee 
composed of the advertising man- 
ager, general sales manager, direc- 
tor of sales development, research 
director, merchandising manager 


and four brand managers in addi- | 


tion to Messrs. Perlstein, Lachner 
and Hehman. 

Each committee member filed a | 
rating chart which covered creativ- 
ity, effectiveness, media selection, 
and budget, research, merchandis- | 
ing and personne] qualifications. | 
Under these general headings were 
95 check points, each with a| 
weighted percentage, which when 
totaled, scored each agency by 
points. 


8 A tribute to the competing agen- 
cies and the advertising field in| 
general was paid by Mr. Lachner. | 
“The thought and ability that went | 
into the presentations made by all 
the agencies was a credit to the ad- 
vertising profession,” Mr. Lachner 
said. 

“All of the campaigns had con- 
siderable merit,” he said. “Our 
decision to retain Norman, Craig & 
Kummel was made on the basis 
that their complete presentation 
seemed to best fit our current cor- 
porate needs. 

“While there was some comment 
in the press as to the length of 
time taken in making this selection, 
when the importance of the ac- 
count is considered we believe the 
time was well spent. To get the 
type of advertising our business 
merits, no amount of time or effort 
is too great.” 

Mr. Hehman pointed out that all 
of the agencies which solicited the 
account did so on their own initia- 
tive and that none of the agencies 
were approached by Pabst. 

“At no time did any of the agen- 
cies have an inside track,” Mr. 
Hehman said. “We believe our se- 
lection was not only fair and un- 
biased but that the final selection 
was made on the most scientific 
and probing analysis ever made by 
an account. Based on this belief, 
we are confident Pabst is going to 
get the best advertising available.” 


® In an effort to regain its former | 
position as one of the top three) 
brewers in the U.S., Pabst an- 
nounced last December that it was 
boosting its advertising budget by 
20%, which would bring its total 
ad expenditures this year to an 
estimated $8,400,000. 

Pabst sales and profits have been 
decreasing steadily since 1953, and 
1956 sales and profit figures are 


jand fifth in 1955 with 3,500,000 


| $145,033,815. The brewer showed 


considerably below those of 1950. 


In total barrels of beer produced, 
the company was fourth in 1954) 


bbls., and sixth last year with 3,- 
115,000 bbls. 

Pabst sales last year were $128,- 
340,838, down 4.7% from ’55 sales 
of $134,430,815. Sales in 1954 were 


a net loss last year of $767,000, as 
compared with profits of $2,376,559 
in 55, and $2,080,397 in 54. 

After a 14-year stint with War- 
wick & Legler as its agency, Pabst 
chose Burnett to handle its Blue 
Ribbon beer business, effective 
Jan. 1, 1956 (AA, Oct. 10, '55). 

Warwick & Legler later resigned 
Pabst Sparkling Beverages, Hoff- 
man beverages and Eastside beer 
(AA, Dec. 19, 55) with the soft 
drink business going to Grey Ad- 
vertising and Eastside to J. Walter 
Thompson Co. JWT resigned East- 
side the following month when it 
picked up Schlitz (AA, Jan. 20, 
56), and Burnett added Eastside. 

The only comment to come from 
the departing agency was from Mr. 
Burnett. He said: “We wish Nor- 
man, Craig & Kummel all of the 
best and will help to effect the 
transfer in an orderly and fully co- 
operative manner.” + 


Canadian Publishers Elect 
]. C. Preston President 

J. C. Preston, general manager 
of the Expositor, Brantford, Ont., 
has been elected president of the 
Canadian Daily Newspaper Pub- 
lishers Assn. A. L. Davies, pub- 
lisher and general manager of the 
Whig-Standard, Kingston, Ont., 
has been elected Ist vp, and J. P. 
Hogue, advertising director of La 
Presse, Montreal, 2nd vp. E. B. 
Richards of the Toronto Globe & 
Mail was reelected treasurer. 

At the meeting of the associa- 
tion, 80 advertising agencies were 
granted CDNPA recognition. I. H. 
Macdonald is general manager. 


Coady Joins Reach, McClinton 


| 


Reach, McClinton & Co., Chicago, 
has appointed Douglass Coady an 
account executive, effective May 
15. His main responsibility will be | 
on the Prudential Insurance ac- 
count, which transfers to Reach, | 
McClinton also on May 15. Mr. 
Coady formerly was a merchandis- 
ing specialist for the tv division of 
Hotpoint Co. and assistant to the 
ad manager of the hearing aid di- 
vision of Zenith Radio Corp. 


SSC&B Names Spiller VP 
Clifford Spiller, formerly di- 

rector of marketing for the Max- 

well House division of General 


Foods Corp., has joined Sullivan, | 


Stauffer, Colwell & Bayles, New 
York, as senior vp in charge of the 


Pall Mall cigarets account. 


KSON Sets 15% 
Discount Rate 
on Direct Ads 


(Continued from Page 1) 
ment of advertising run. 
“As many agencies rebate all 
discounts received to the adver- 
tiser and charge a fee or a per- 


|centage to the advertiser, KSON 


makes available both a discount- 
able and a net method of buying. 
KSON believes in the value of an 
agency’s services, and such ser- 
vices should be paid for by the 
client benefitting. . . 

“On discount rate, a 17% dis- 
count may be taken if payment is 
received by KSON by the 15th of 
the month following billing and 
15% up to the last day of the 
month. On the net rate, 2% dis- 
count may be taken if payment is 
received by KSON by the 15th of 
the month following billing.” 

Accompanying the new rate 
card was a “Memorandum to all 
San Diego County advertising 
agencies” signed by Fred Rabell, 
president of KSON-AM. 


® Text of this memorandum: 
“KSON has been investigating 
various means of establishing mu- 
tually profitable advertising agen- 
cy relations and has checked care- 
fully in many markets in the 
country, consulted the general 
managers of virtually all of the 
Los Angeles stations, the Ameri- 


can Assn. of Advertising Agen- 


cies, National Assn. of Radio and 
Television Broadcasters and oth- 
ers. As of May 1, 1957, the follow- 
ing sets forth KSON’s policy as to 
San Diego County agencies: 


e “We firmly believe in the value 
of competent advertising agency 
service to an advertiser. We wish 
to cooperate with all advertising 
agencies in San Diego. As we con- 
ceive our function, it is that of 
producing a listening audience, 
and the advertising agency’s is 


that of serving the advertiser. 


e “KSON has the choice of con- 


sidering an advertising agency an 


entrepreneur, a dealer, or a ven- 
dor, in which case we are selling 
time to them, and they are re- 
sponsible for payment; or as a 
legal agent of the station; or a 
legal agent acting for the adver- 
tiser. 

“After due consideration, we do 
adopt the policy that the adver- 
tising agent or agency is the legal 
agent of the advertiser and there- 
fore KSON will not hold any 
agent or agency responsible for 
the ultimate payment for adver- 
tising time, but does hold the ad- 
vertiser responsible. 


e “Understanding that many lead- 
ing agencies, with whom KSON 
has had the privilege of doing 
business for a decade, pass on all 
discounts, commissions, etc., to the 
advertiser and then receive re- 
muneration by a fee basis or by 
adding a percentage of the adver- 
tising, KSON offers, on one rate 
card, two rates—one a discount- 
able rate and the other a net rate. 
KSON has no interest whatever 
in the financial arrangements be- 
tween agency and advertiser. The 
details of this are set forth on the 
local rate card. 


e “The attached rate cards repre- 
sent our efforts to make the pur- 
chase of time as simple as possible 
by the elimination of multitudinous 
packages, talent fees, premiums, 
etc.” = 


Henri, Hurst Elects Hague 

Morton Hague, new business di- 
rector of Henri, Hurst & McDon- 
ald, Chicago, has been elected a 
vp. 


a 
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THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Closing deadline: Copy in written form 
in Chicago office no later than noon, Wednesday 5 days preceding publication 
date. Display classified takes card rate of $16.50 per column inch, and card dis- 


counts, size and frequency apply. 


AVERAGE PAID CIRCULATION FOR 
6 MONTHS ENDING DEC. 31, 1956 


HELP WANTED 


36,916 | 


HELP WANTED 


POSITIONS WANTED | 


POSITIONS WANTED 


Advertising Age, May 13, 1957 


BUSINESS OPPORTUNITIES 


SPACE SALESMAN 10 years exp. Chica- | 
Oo area, married, age 39, good record, 
% travel, wants future. 

Box 9404, ADVERTISING AGE | 
200 E. Illinois St., Chicago 11, Illinois 
COPY-CONTACT MAN 

Twenty years experience—last 10 with 

4-A agency on major accounts. Know all 
ihases of client-agency relations. Solid 
owledge of all elements of advertising 

—copy, layout, art and production. Strong 

on ideas, merchandising and collateral. 

Know both consumer and technical fields. 

Five figures. 

Box 9597, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


SPACE SALES man er woman who wants | 


Florida Living. Help busy rep; 8 beoks 
varied fields. Comm. Young or semi-re- 
tired OK. Airmail to 934 NW 53 Street, 
Miami 37. 


If You're in ADVERTISING 
Your Job is MY BUSINESS 
Call Miss Barnard at 
A. 2-2306 for the really 
BIG positions in Advt. 
Radio, TV, Publishing and 
Pub. Rel. See me now!!! 

202 S. State St., Suite 1302-4 
New York Reporter wants to cover M.O. 
activities, News, Publishers News, for 
New Mail Order Trade Monthly. Box 591, 
Lynn, Mass. 

EXPERIENCED 

APPLIANCE COPYWRITER 
If you can think ... if you can create 
... if you have the experience and abil- 
ity to write all types of consumer fold- 
ers; trade ads and promotion materials 
that will sell big ticket and traffic appli- 
ances... if you want to live and work 
in a pleasant, friendly lake-side resort 
town only 100 miles from Chicago 
then you will be interested in sending 
your complete resume and salary require- 
ment to this fast-growing, hard-working 
agency. 

Box 9580, ADVERTISING AGE 
200 E. illinois St., Chicago, Illinois 

WRITERS! There is a strong demand in 
the New York market for all types of 
material. We offer honest appraisal and 
placement. Write for terms today! Daniel 
S. Mead, Literary Agent, 419 Fourth Ave. 
New York. 


Tep ABC publication in merchandising- 
industrial field wants experienced space 
salesman with Eastern Manager possibil- 
ities. Will work out of New York office, 
travel eastern states. Good agency con- 
tacts, ability to prepare sales presenta- 
tions, and energy and knowledge to pro- 
duce new business will get top rating. 
Starting salary, plus bonus. Send com- 
plete resume including present position, 
salary desired, and record of sales accom- 
plishments. Position now open to man 
willing to work for excellent return with 
long established publisher. 
Box 9581, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
ADVERTISING & PUBLISHING 

FOR ALL TYPES OF PLACEMENTS 

GEORGE WILLIAMS - PLACEMENTS 
209 So. State St., Ha 7-1991 Chicago 

PUBLIC RELATIONS—PUBLICITY 

Unusual opportunity with long-estab- 
lished Detroit advertising agency. Primary 
assignment as active, good-sized national 
account, the recognized leader in its field, 
with excellent potential for development. 


Requirements: demonstrated initiative 
and follow-through, familiarity in all 
channels of communication, ability to or- 
ganize and handle multiple contacts 
smoothly. Pleasant, rewarding working 
conditions. Write fully, giving education 
and work background, age, personal 
characteristics, salary required. 
Box 9584, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Young salesman for trade press working 
in the Middlewest as Chicago Manager, 
preferably with broadcast or advertising 
experience. Please send resume, salary 
requirements, etc 
Box 9579, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


' 
| 
| 
| 
| 


| 
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COPY—CONTACT 
Young, well established, Cleveland, Ohio 
agency with growing pains needs all- 
around executive who can keep pace with 
agency. Future stock & management par- 
ticipation are part of this truly unusual 
opportunity. Prefer man who can bring 
accounts as demonstration of his ability 
to satisfactorily service them. All replies 
will be acknowledged and held in strict- 
est confidence. 
Box 9583, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
MOLENE 
om Public Relations 
. Advtg. Managers 
rtists ia ......Preduction ...... Service 
“all is grist which comes to our mill” 
Andover 3 4424-105 W. Adams St.-Cago. 3 
SALESMAN 
To represent leading national industrial 
directory. Contact manufacturers and ad- 
vertising agencies. Territory includes New 
York City and upstate New York. Com- 
mission basis with weekly drawing ac- 
count. Send resume in confidence. 
Bos 9582, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment Agency 
469 E. Ohio St., Chgo. Su 7-2255 


PROMOTION WRITER 

Immediate opening in our promotion 
department for young man for print copy 
and contact in circulation sales promotion 
—letters, folders, posters, manuals, space 
ads, etc. Satisfying opportunity for crea- 
tive writing primarily in dealer field but 
including consumer market. Responsibil- 
ity will include initiating plans and but- 
toning up details. Room to express your- 
self and to grow with a company noted 
for its recognition of ability as fast as it 
is demonstrated. Send personal data and 
resume of experience to W. Byrnes, 
Promotion Manager 

CHICAGO TRIBUNE 
435 N. MICHIGAN 
WANTED 
Office assistant, moderate dictation and 
typing; keep small set of books, handle 
printing production and follow-up sup- 
pliers and customers. Small Chicago pub- 
lishing and direct-mail company now 
expanding operations has real opportuni- 
ty for capable woman, age unimportant; 
part time arrangement considered, but 
full time potential. Address in confidence: 
Box 9599, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


MAGAZINE REPRESENTATIVE 
IN MICHIGAN AND DETROIT 


Would you like to represent—sell 
space for—one of America’s oldest 
and best known magazines, leader in 
its field? Salary in five figures, of 
course, established Detroit office and 
ample “sales tools”. Previous maga- 
zine experience helpful but not requi- 
site, age approximately 40. Immediate 
reply necessary. 


Box 585, Advertising Age 
200 E. Illinois St., Chicago 11, Il. 


lece”’ 


new dimension 


ADVERTISING AGE. 200 E. Illinois St., 


The Penny on the Trolley Tracks... . . 


When you were a kid did you ever put a penny on the trolley tracks? Then, after 
the clanging streetcar sped by you saw your coin flattened out to the size of a quarter! 

Now that penny wouldn't buy a piece of licorice or a stick of gum. Grownups would 
see it as a battered glob of copper. But to you it had magically changed into a ‘‘lucky 
it suddenly attained a value far beyond the dullish-brown red cent 
had created something that was your very own. You had given a small copper picce a 


Striving for new dimensions in advertising is my business 
track as a creative writer. Have penny, will relocate from Chicago if necessary 
Chicago 11, Ill 


You 


I'm looking for the right 
Box 589, 


SPACE SALESMEN 
or PUBLISHER'S REP 


for new engineering publication 
High potential with excellent start- 
ing terms. Send full background to 
Box 582, ADVERTISING AGE, 480 
Lexington Ave., New York 17, N.Y 


The Midwest's 
outstanding placement 
service for Adv.-Art & 

allied fields. 

By appointment only 
59 E. MADISON - SUITE 1417 
CHICAGO 2, ILL. 
CEntral 6-5670 


ADVERTISING MANAGER 


Fast growing, high quality, aviation engineering maga- 
zine looking for advertising manager to help supervise 
and build national sales program and assist regional 
representatives. Integrity, energy, sales experience, tech- 
nical comprehension are basic requirements; knowledge of 
aviation industry desirable. To an outstanding man, we 
offer an opportunity to grow with a magazine that has 
strong, sound editorial, circulation, and readership values. 


Please do not phone. Send résumé, in confidence, to: 


Stephen R. Kent, Publisher 


AVIATION RESEARCH & DEVELOPMENT 
140 East 40th St., New York 16, N. Y. 


eee ee er 


Ambidextrous TV Copywriter, equally 
hand-y at hard and soft sell, wants to 
meet over-worked Copy Chief. Object 


«+ «a job. 
Box 9594, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


Grade A ART DIRECTOR Available 


Over 11 years 4A agency experience. 
General, industrial & fashion accounts. 
Creative, versatile designer, capable su- 
pervisor. 


Box 9593, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
Copywriter—With proven past, bright fu- 
ture. Conscientious, compatible, fast work- 
er. 10-yrs. broad exp. A real find at $12,000 
for right Chi. agcy. 32, married, grad. 
Box 9596, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 
BUSINESS INDUSTRIAL PUBLISHERS 
Chicago rep available to manage mid- 
west, trade and annual directory. Excel- 
lent sales record and contacts. Base $10,- 
000. College B.A. Mkt’ & Adv’, 10-yr’ exp’. 
Box 9595, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ASST. ACCT. EXEC. OR ADV. MGR. 
Young working exec with ideas and a 
sound, versatile background in adv., sales 
prom., PR and copy seeks wide open op- 
portunity as Asst. A.E. or Ad Mgr. 
Box 958%, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
SUCCESSFUL CREATIVE MAN | 
Ideas that sell, plus know-how on mer- | 
chandising follow-through. Proven agency | 
salesmaker, proven field ad manager; 
strong on food, beverage, cosmetic, mail 
accounts. Fine TV, film, production back- | 
ground. Relocate with manufacturer or 
agency. Age 29, minimum $10M. 
Box 9586, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
WANTED: OPPORTUNITY 
Ad Man, 7 yrs. experience newspaper & | 
agency, now employed. Familiar with all 
media, production, layout, copy. AB-J | 
degree, Age 31, single. Will be in Wash.- 
N.Y. area June 3-10. Please write 
Box 9585, ADVERTISING AGE 
480 Lexington Avenue, New York 17, N. Y | 


J 
Layout Artist 
Young man wanted for our 
motion department to prepare lay- 
outs of newspaper, magazine and 
direct mail advertising addressed 
to business groups and the gen- 


ro- 


eral public. Wide range of subjects 
invite fresh imaginative handling. 
Finished art not required. Knowl- 


edge of type desirable. Opportuni- 
ty to grow with company noted 
for its recognition of ability as fast 
as it is demonstrated. Send résumé 
of qualifications and samples for 
prompt acknowledgement and de- 
cision to W. J. Byrnes, Room 1410, 
Chicago Tribune 
435 N. Michigan Avenue 


Fine, Fast, Fairly Priced Photography 


pics 


Photographers. 
DEARBORN 2-1062 


187 N. LASALLE. CHICAGO = ILLINOIS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


MARKETING MANAGER... $8-10,000 
Seek a man who can function as a 
planner of sales activities, act as a 
part of management team. Must be 
creative, have a flair for writing. Pre- 
fer drug or toilet goods with foods 


| PR 
| time. Top contacts all media. 
|campaign planning—writing, placement, 


background. Midwest. 


ADVERTISING MAN $10-15,000 
Must have A-1 adv. agency exper. in 
food accts. (or related pkg. goods 
field). Want a budget-minded man 
who knows the business aspects of 
adv., but with sufficient artistic abil- 
ity to screen for the good in ads. This 
is one of the nation’s outstanding 
firms. Confidential handling. 


REGIONAL SALES MANAGER. $9,000 
Package consumer sales background 
Must know how to train men, be able 
to work with distributors. Promotion 
minded. 28-38. Promotable type. 


TOM McCALL & ASSOCIATES, INC. 
Refer to HA-3158 
8 So. Dearborn Chicago 3, Ill. 
CEntrai 6-6972 


CREATIVE TV EXECUTIVE 
Versatile agency TV Director and pro- 
ducer-writer, capable of coordinating all 
phases of commercial creation and pro- 
duction, training writing and production 
personnel, negotiating production con- 
tracts. Seeks = potential with vigor- 
om agency. ill relocate. Salary - let's 


Box 9598, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
HUMAN DYNAMO 
Advertising and Public Relations Execu- 
tive with creative, analytical and admin- 
istrative talents. 5 years experience with 
corporation, agency and newspaper. Last 
2 years Ad & PR manager for major di- 
vision of prominent national concern. 
Intelligent and well educated (MA and 
BA from Eastern Universities). Willing 
to relocate. Present salary $7,200. 
Box 9587, ADVERTISING AGE 
200 East Illinois St., Chicago 11, Illinois 
FOREIGN TRADE ADVERTISING 
LONG ESTABLISHED SALES EXPERT 
AVAILABLE 
Box 9589, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
Publicity Dir. personable experienced in 
writing radio, TV, Trade Mags & Newsp. 
desires position North Michigan Ave area 
Box 9592, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


CREATIVE ADV. MAN 
Ready to leave present position of indus- 
trial adv. mgr. - wishes to join firm (co. 
or agency) offering interesting oppty. 7 
yrs. diversified exp. Copy, layout, admin- 
istrative. 30, single, aggressive. Write 
Box 9590, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
University advertising instructor with 
newspaper background seeks summer po- 
sition in agency or manufacturer's adver- 
tising department. Young (32), creative, 
personable. Write for details. 
Box 9591, ADVERTISING AGE 
200 E. Illinois St., Chicage 11, Illinois 


REPRESENTATIVES AVAILABLE 
EASTERN AD REP —trade or consumer 


| mag. Top agency contacts plus real know 


how and fine reputation in field. Inter- 
ested solid proposition with potential. 
Box 9573, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
man (HQ. N.Y.)—assignment or part 
Complete 


coordination. 
Box 9564, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


Publishers Representative Available. Es- 
tablished 20 years, located NY City. Pre- 
fer trade or consumer publication, with 
potential as we handle only one publica- 
tion at a time. First class banking and 


| trade references. Correspondence treated 


in confidence 
Box 9600, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


REPRESENTATIVES WANTED 


GENERAL BUSINESS PUBLICATION, 
expanding staff, has opening for experi- 
enced space representative in New York 
City and New England territory. Write 
fully giving resume of experience, refer- 
ences, salary requirements to 
Box 9601, ADVERTISING AGE 

480 Lexington Avenue, New York 17, N.Y. 


Rural suburbia is worth going after 
Test it now in Sanders’ Genesee Valley 
publication, Geneseo, New York 


ADVERTISING AGENCY WANTED 
for SALES PROMOTION 
Will pay $500 monthly to Ad Agency to 
stimulate and motivate large full time 
sales force via bulletins, house organ, 
contests, ideas, leads and programs. Also 
direct mail to customers. AAAl manufac- 
turer of advertising specialty media. 
Write fully to: 
Box 9602, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
FOR SALE: INTEREST 
IN SMALL AGENCY 
A client of ours wants to sell part in- 
terest in a small, long-established Ari- 
zona agency to working partner. Current- 
ly netting good income for agency 


principal but in debt from prior lean 
years. 
Excellent opportunity for: (a) semi- 


retired executive to keep his hand in 
while enjoying Arizona sunshine, (b) that 
chip off the old block to get a firm 
grounding in advertising basics, (c) Na- 
tional agency to start subsidiary in po- 
tentially powerful market. 
Box 9603, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MISCELLANEOUS 
Small Chicage Advertising Agency, north 
end of Loop, will share space with an- 
other small agency or publishers repre- 
sentatives. 400 sq. ft. availabte. Will alse 
share clerical service. Phone FRanklin 
2-2448. 


Our 46th Year 
TY and PRINT WRITER 


Exp. important products $18-$20M 
PUBLISHERS (2) Heavy ¢ rience 

in: publishing; or in welding; or 

in commercial refrigeration 

and air conditioning to $15M 
INDUSTRIAL AE 

Agency Experience $13-$15M 


GLADER CORPORATION 


“The Agency's Agency” 
Don Harris, Dir. Adv 


div 
110 8. Dearborn CE. 6-5353 Chicago 


ASSISTANT to 
ADVERTISING DIRECTOR 


Busy ad director needs top-notch 
assistant to assume major responsi- 
bilities in growing department of 
leading Midwest automotive manu- 
facturer. If you're in the 30-age 
bracket—stymied in your present 
position—here is your opportunity 
to step into a key spot and make 
real progress. If this permanent job 
with excellent working conditions, 
good salary, and top benefits, 
sounds g to you, write fully in 
confidence to: 


Box 588 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


E. E. WRITER 


ATTENTION 
ACCOUNT MEN 
OR 1-MAN 
AGENCY OPERATORS 


Are you looking for a place to call 
“home’’? We're a talented, aggressive 
agency, pregnant with ideas and looking 
to increase our family. Let's get together 
—we have a most interesting proposal 
Box 591 ADVERTISING AGE, 200 E. 
Illinois St., Chicago 11, Illinois. 


1 diate opening on expanding 
advertising staff for experienced 
writer to handle ground communica- 
tion sales brochures and ads. E.E. 
degree required. Limited travel, un- 
limited opportunity. Write to: M. E. 
Schinkel, Advertising Manager 


RADIO COMPANY 
Cedar Rapids, lowa 


AD AGENCY COPY MAN WANTED IN MIAMI 


Top Notch, self starting creative copy man to be good right arm 
to creative director of $2-million fast growing Miami agency. 
Must write with a flair, yet have feet on motivation ground. 
Quality essential because our clients are the best; quantity im- 

rtant because it takes a lot of accounts to be big in Miami. 

he man we want knows and appreciates the Doyle, Dane, 
Bernbach school, wouldn't go North (even for Studebaker), 
prefers excellent all-year weather, likes the challenge of a “fron- 
tier” advertising market, is young (because we are), and wants 
most of all to settle permanently where he and his family (pres- 
ent or future) can live the good life. Income level good; state 
requirements, full details and photo to Box 587, ADVERTISING 
AGE, 200 E. Illinois St., Chicago 11, Illinois. 


— RADIO-TV COPYWRITER 
PROLIFIC, PRODUCTIVE, PERSUASIVE 
with plenty of production experience in 
both media. History of success in all 
forms, phases, and facets of commercial 
copy and scripting at agency, station, and 
network levels. Colorful in concepts, taste 
in showmanship, ingenuity in budget sit- 
uations. Now writing for number one Mid- 
west net O. & O. Prefer Chicago agency 
Box 586 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois. 


ARTIST 

Your own office—your own business 
in a wide-awake ad ency that's 
going places. Ample nished art- 
work in house to defray rent and 
assure added revenue. Write today 
We have a very attractive offer for 
the right man who likes north light 
Box 590 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, 


Til 


ability, background and 


Chicago 11, Illinois. 


Sales Promotion and Public Relations 


We are one of the key associatipns in a major and fast-growing 
segment of the building materialsindustry. We need an intelligent, 
imaginative, flexible and aggressf¥e man to handle our sales pro- 
motion and public relations programs. Ideally, the candidate will 
be 30 to 45 years old; will have had direct experience in the prac- 
tical architectural and structural phases of the building industry; 
a clear and skillful writer on technical subjects; and very definitely 
a ‘self-starter’. The work involves frequent contact with building 
publications and with architects and builders as well as the com- 
panies in our industry. os mm salary commensurate with 
tential. 

If you feel qualified, please submit resume of background and 
experience to Box 583 ADVERTISING AGE, 200 E. Illinois St., 
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Advertising Age, May 13, 1957 


More Competitive Era 
Looms in Canada: Sale 


(Continued from Page 3) [tery declared: 

self-indulgence as a way of life.| “Mass media have created a vi- 
His ethics now dictate consump-|sion of the American home with 
tion as a virtue, where once they| appliances in every nook, the fam- 
counseled conservation.” ily together having gracious meals 

Dr. Levy described American! prepared without effort, with a 
consumers as “heavily engaged in| motorboat at the dock, a barbecue 
living out what might be called a/| pit alongside the now-advertised 
consumption fantasy. They want|swimming pool for everyman and 
security, possessions and pleasure,|the lurking thought that you, too, 
governed by a sense of immediate|can have a Cessna airplane.” 
enjoyment of these goals. 


“Commonly,” he added, “this Mosley Hits Long-Hair Ads 
means, what will it cost per| George E. Mosley, vp in charge 
month?” 


of advertising and sales promo- 
tion for Seagram-Distillers Co., 
New York, made an appeal for 
advertising that is more under- 
standable. 

“Too often,” he said, “advertis- 
ing is not understandable, because 
certain profound people want it 
that way. I am fed up with this 
long-haired concept—the concept 


Americans, he said, are experi- 
encing a “centering movement.” 

“They don’t want to save; they 
don’t want to waste; they want 
judiciously to consume,” he de- 
clared. “They are cake eaters, be- 
cause they want to enjoy their 
substance but not use it up. This 
is exemplified in many ways— 


advertising when the customer) 


comes in to buy,” he said. 


s T. G. McCormack, president of 
Dominion Stores Ltd., Toronto, de- 
nied that supermarkets “are sim- 
ply riding on the coattails of na- 
tional advertisers.” He said super- 
markets actually are “beating you 
expert national advertisers at your 
own game, by out-advertising 
you.” 

Pointing out that while national 
advertisers were increasing ex- 
penditures by 85% between 1950 
and 1956, Dominion Stores jumped 
its ad spending by 550%. He de- 
scribed Dominion as “the biggest 
user of newspaper space in Canada 
outside the department store 
field.” It uses 60 daily and 100 
weekly newspapers. In addition, 
Dominion uses 25 radio stations 
each day, and 24-sheets in all ma- 
jor cities, some tv, painted bulle- 
tins, subway posters and other 
media. 


s “We advertise high, wide and 
handsome in our own right, and 
with our own money, to an extent 


most strikingly by the people who 
Save money in the bank and buy 
major appliances on credit.” 

Dr. Levy listed several “impera- 
tives” that operate to support the 
“consumption fantasy.” These in- 
clude: (1) Convenience is an aim 
in itself; (2) style is more import- 
ant than basic function and (3) 
the enjoyment of human life is 
worth more than the value of toil 


that advertising is the Oxford, the| that dwarfs most national food ad- 
Cambridge, the Eton, the Groton 


b ver vertising budgets,” he said. 
of business; that it is a great lab-| wr meCormack urges agencies 
yrinth of mysterious processes | 


to “accept the fact they cannot 
that only the most tutored and | successfully buck the important 
elite can invoke. role of the supermarket in national 


_“I think that the sincere adver-| ¢ooq distribution.” He urged agen- 
tiser of today sees the same need | cies to “assist national food adver- 


to overhaul and debunk advertis-| 
ing that the sincere psychologist} 
sees to debunk psychology.” 


tisers in moving merchandise 
through every possible means, not 


or of money, he said. Advertising managers’ today 


have mounting “qualitative re- 
= “The notions that saving one-|sponsibilities,” said Mr. Mosley. 
self justifies the acquisition of ap-|The increase of advertising ex- 
pliances, 
knocks himself out needlessly is| of $6 billion in 1948 to $10 billion 
foolish, are finding increasing cur-|in 1956, he added, “calls for quali- 
rency,” said Dr. Levy. tative scrutiny lest people be- 
Helping develop the consump-|come over-conditioned by adver- 
tion fantasy, he went on, are the|tising. 
mass media. “In one sense, it may 
be said that they have performed 
a major part in turning our psy-|in the quantity of advertising to 
ches inside out. How people live; which the public is exposed,” he 
and how they ought to live have} continued. “Is there that much in- 
been made a matter of public rec-|crease in the quality of our ad- 
ord to an incredible degree.” vertising? In the states, the Fed- 
Tagging the consumption fan-|eral Trade Commission doesn’t 
tasy as “the admen’s dream,” Dr. | think so. And from what I see with 
|my own eyes, I must agree that 
| there is a risk that the sheer ton- 
|nage of dollar quantity will make 
the dollar instead of the idea the 
|common creative denominator of 
| advertising.” 
| Mr. Mosley advised, “When ’ in 
|doubt, let your qualitative in- 
|stincts intervene and prevail. 
Cherish well and fondly the soft 


COPY OPENINGS 
$7,000-$20,000 


Have numerous openings for qualified 
copywriters, copy contact men and copy 
chiefs. Product-wise, emphasis on 
foods or re'ated, hard lines, consumer 
durables, light and heavy industrials in- 
cluding electrical and electronic. Should 
be well-steeped in all print media, Radio/ 
TV helpful. Contact me in confidence 


GEORGE E. PYLKAS 
Executive Advertising Consultant 
CADILLAC EMPLOYMENT AGENCY, INC. 
220 S. State St. Chicago WA 2-4800 


of pouring it on and rubbing it in 
|by mere weight of dollars, linage 
}and blatancy.” 


Co-op ‘Allowance’ Is Added Cost 


ATTENTION— 


| 


that the person whc|penditures in the U.S. from a total! 


s “That is a nearly 100% increase | 


just through commissionable me- 
dia.” 


Swanson to Market Souper 


M. Crawford Pollock, product 
marketing manager of frozen 
foods, Campbell Soup Co., Camden, 
N. J., told of a number of new 
products which Campbell’s Swan- 
son division has been testing since 
last October. 

He said Swanson had used a 
substantial part of its profits in 


the past year to develop and test) 


frozen casseroles, pre-cooked 
chicken dinner and TV Brand 
Souper Dinner. All are being test- 


ed in a series of large, important | 


markets—13 cities in all. They are 
supported by color pages in the lo- 
cal Sunday magazine sections. The 
products, he added, now appear to 
be ready for national distribution. 


® Another convention speaker, W. 


|Gordon Wood, vp in charge of sales 


of Trans-Canada Air Lines, Mon- 
treal, predicted that airlines will 


‘ | have to use energetic sales and ad- 
sell concept, and look with fore-| 


boding upon the hard sell concept} 


vertising programs to fill the giant 
aircraft soon to be put in use. He 
said one DC-8 will carry almost as 


| Many passengers across the Atlan- 


tic in a year as the Queen Mary— 
grossing revenues of $76,000 a day. 
Airlines, he said, “will continue 


BUSINESS PUBLICATION PUBLISHERS 
Set your sales costs: Thorough field con- 
tact coverage by well-known space repre- 
sentatives with years of successful sales 
records. Modern well staffed offices in 
Cleveland, Cincinnati and Chicago offers 
many advantages .. . all costs covered 
by a fixed percentage arrangement on 
space sold. 

Editorial assistance in the field also 
eliminates expensive travel costs to and 
from home office. This group has already 
replaced several fulltime space salesmen, 
and have increased sales for publishers. 

If your publication is not getting proper 
representation, we invite you to contact 
us to discuss it 

Only publications qualifying for VAC, 
ABP, BPA and CCAB circulation audits 
considered. All discussions confidential. 

Box 584, ADVERTISING AGE 


200 E. Illinois St Chicago 11, Wlinois 


MIDWEST PRINTING BROKERS 
Large, expeneins —y~ firm 
specializing in highest quality color 
advertising and booklet printing in- 
vites your inquiries. Complete serv- 
ice—art, layout, typography, litho 

lates, presswork and full mechan- 
fed bindery. New presses up to 58” 
two colors. Pioneers in developing 
latest methods of accurate color re- 
production. One of the most modern 
plants in U.S. in concept and yo 
ment, doing an outstanding job for 
its customers. Meticulous personal 
attention by entire management to 
customers problems resulting in re- 
liable, exceptional qualit roduc- 
tion. If you have a ood clientele 
with satisfactory credit ratings, you 
will find it advantageous to repre- 


sent oe pet BOX 559. ADVER- 
TISING AGE, 200 E. Ill 


inois St., 
Chicago 11, Illinois. 


At one session, a department) to rely on advertising as the most 
store executive and a supermarket | efficient, the most economic, means 
official took hard looks at national 


| of mass communication. We believe 
| advertisers. 


that advertising should not be re- 
| garded as an inescapable expendi- 
ture, but as an investment in the 
future—spending towards success,” 
he said. 


= G. C. Clarke, vp in charge of ad- 
vertising, Standard Brands Ltd., 
Montreal, outlined his company’s 
method of arriving at an advertis- 
ing budget. He called the method 
the “marketing strategy” approach. 

This method breaks down, he 
said, into three major stages: (1) 
market analysis, (2) sales fore- 
casting and (3) marketing pro- 
gram. 

Governing factors in Standard 
Brands’ choice of media are: (1) 
The vehicle must reach the group, 
and (2) such a vehicle must be 
suitable to the company’s type of 
message. 

“If,” he continued, “we have de- 
cided to sell the whole group of 
consumers, we choose the media 
| which will give us broad, effective 
|support in all areas. Then we go 
back to our previous listing of our 
opportunity markets. We re-ana- 
| lyze our media coverage, and a se- 
lection of additional media is made 
to give the intensity of coverage 
| required for each area or group of 
| consumers. 
| 


s “The intensity of coverage,” said 
Mr. Clarke, “is now the result of 
| the number of units established in 
our sales forecast that we have 
decided can and will be sold to 
each group.” 

After the theme and media are 
set, Standard then builds its cam- 
paign. “The next consideration is 
'what frequency of appearance is 
necessary for our message. 

“Now, and only now, it is merely 
a matter of mathematics to arrive 
at the total appropriation required 
|to support the sales objective as 
| set by the marketing division. The 
advertising budget is now the re- 
sult of a plan, not the cause of a 
plan.” 


® Allan B. Yeates, assistant direc- 
tor of advertising, sales promotion 
and public relations for the Pru- 
dential Insurance Co. of America, 
told the convention that “advertis- 
ing does not have the standing it 
| deserves in the eyes of any of its 
jpunties. ” 

In a speech outlining the reasons 
behind the recent establishment of 
the Canadian Advertising Advisory 
Board, Mr. Yeates declared: “We 


have church leaders claiming that | 


advertising is threatening the 
whole fabric of Christian morals 
and truth. We have authors—high- 
ly reputable authors—claiming 
that we are manipulating the 
masses, pressuring people to buy 
things they cannot afford or 
shouldn’t want. 

“And we have university presi- 
dents claiming that advertising is 
putting the nation into a dangerous 
personal debt position which will 


101 
|}eventually lead to a depression.” 


|@ Mr. Yeates said people in the 
advertising business “are the 
world’s worst public relations 
men.” He added, “Hardly a week 
goes but that we are not harried— 
land often slandered—by some 
|well-meaning but uninformed 
group or individual.” 

Mr. Yeates, a director of the ad- 
visory board, said that group had 
been set up to combat such misun- 
derstandings. The CAAB is com- 
posed of representatives of the 
| Assn. of Canadian Advertisers, the 
|Canadian Assn. of Advertising 
Agencies and national media 
groups. Goals of the CAAB include 
improvement of advertising’s re- 
lations with the public, education 
leaders and the government “by 
telling the real story of advertising 
on a continuing basis.” 


® William J. Campbell, advertis- 
ing manager of the Toronto Daily 
Star and the Toronto Star Weekly, 
was named winner of the ACA’s 
gold medal, an annual presentation. 
Mr. Campbell, who joined the Star 
37 years ago, was cited as “an ad- 
vocate of absolute truthfulness in 
advertising [who] has played an 
active and significant role in mold- 
ing the profession’s high ethical 
standards.” 


Atkinson Is New ACA President 


Thomas M. Atkinson, advertis- 
ing manager of Du Pont of Can- 
ada, was named president of ACA. 
He succeeds R. R. McIntosh, mar- 
keting vp of General Foods Ltd. 

H. E. Whitehead, vp of Kimber- 
ly-Clark Products Ltd., was elect- 
ed vp, and Allan Yeates, assistant 
director of advertising and public 
relations of the Prudential Insur- 
ance Co. of America, Toronto, was 
named vp and treasurer. 

Elected vps were G. C. Clarke, 
advertising vp of Standard Brands 
Ltd.; E. T. Gater, vp of Sterling 
Drug Mfg. Ltd.; J. C. Miller, direc- 
tor of advertising of Ford Motor 
Co. of Canada, and J. J. McGill, 
advertising manager of the Imper- 
|ial Tobacco Co. . 


_K&E Elects Three VPs 

| Arnold M. Combrinck-Graham 
| Jr., and C. Stuart Siebert Jr., ac- 
count executives in Kenyon & Eck- 
jhardt’s Chicago office, and J. 
| Clarke Mattimore, an account ex- 
|}ecutive with K&E in New York, 
have been elected vps. 


60,000 REALTORS 
Names and Addresses in New 468-page 
OFFICIAL ROSTER OF REALTORS 
Directory 
Includes all Realtors in U.S. and possessions 
| alphabetically listed by real estate boards. 
Also complete reference volume of real 
estate facts, statistics. Only $10. postpaid. 
OFFICIAL ROSTER OF REALTORS 
| National Real Estate and Building Journal 
429 6th Avenue, S.E. Cedar Rapids, lowa 


® Herbert Dougherty, merchan-| 


dise manager of Henry Morgan & 
Co., Montreal, urged national ad- 
vertisers (1) to stick to advertis- 
ing that creates an “awareness” of 
|their products and (2) to avoid 
|advertising that by-passes retail- 
ers and attempts to deal directly 
with the public. Such advertisers, 
he said, “increase disproportion- | 
ately their advertising and promo- 
tional budgets, cut the mark-ups 
their goods carry, and make them 
undesirable in the eyes of the 
storekeeper.” 

He urged retailers involved in| 
cooperative advertising to “buy the | 
product, not the advertising allow-| . 
ance, because the money you get| f 
|to spend is part of your cost.” a 

Finally, Mr. Dougherty cau- 
jtioned national advertisers that 
|their advertising alone does not 
sell the department store custom- 
er 


| 
- 


In Boston . . 
ny 


“A morose look from the retail 
salesman can scuttle any national | 


More people to buy more! Proven time 
and again, WBZ is Boston's “‘‘selling- 
est” station — because WBZ tells and 
sells more people than any other Bos- 
ton outlet! As a bonus, you get WBZA, 
Springfield, when you pick up WBZ— 
and only the WBZ+WBZA combina- 
tion reaches a whopping 2,872,870 New 
England radio homes! 

...no selling campaign is complete 
without the WBC stations. 


WBZ has Boston’s ear—the most! 


WBZ ist in Boston total average 
audience, 6 A.M. to 


and all New England 


Midnight 
(February, 1957 NIELSEN STUDY) 


WBZ - 


(Plus WBZA Springfield) 
Ce@2 


Westinghouse Broadcasting 
Company, Inc. 


Represented by Peters, Griffin, Woodward, Inc 


BOSTON 
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Seabrook Farms 
Account Goes to 
Gore-Serwer Inc. 


(Continued from Page 1) 
where we would be the No. 1 ac- 
count in our field in the agency.” 

What Seabrook wanted, he said, 
was “the Ted Bates of tomorrow, 
the comers in the field, the Rosser 
Reeves of the future.” 


® Mr. Maass reported that two 
types of agencies pitched for the 
account. One was the large agen- 
cy which offered an “umbrella ad- 
vertising approach, institutional, 
good for the long pull.” This was 
similar to the service Seabrook has 
at Ayer, he said. 

The second type was the agency 
in the $2,000,000-to-$5,000,000 
bracket which would be “actively 
engaged in the account each and 
every day.” 

Seabrook narrowed the final se- 
lection to three New York agen- 
cies—Gore-Serwer, Hilton & Rig- 
gio and J. M. Mathes Inc.—and 
two in Philadelphia—Gray & Rog- 
ers and Ralph A. Hart Advertising. 
Hilton & Riggio handled Seabrook 
prior to Ayer’s tenure. 

Among the agencies which at 
one point or another expressed an 
interest in the account were Ait- 
kin-Kynett Co.; Arndt, Preston, 
Chapin, Lamb & Keen; Bauer & 
Tripp and Al Paul Lefton Co.—all 
of Philadelphia. Comptorm Adver- 
tising; Foote, Cone & Belding; 
Gaynor Colman Prentis & Var- 
ley; Geyer Advertising; Morey, 
Humm & Warwick and Warwick 
& Legler—all of New York—also 
were interested, as was Gardner 
Advertising Co., St. Louis. 


s Mr. Maass said he visited with 
18 of the agencies. Seabrook prin- 
cipals talked to about 20 and per- 
sonally saw 10. 

Seabrook did not ask for formal 
presentations, but Mr. Maass said 
several agencies went to the 
trouble of preparing them. Com- 
plete advertising campaigns were 
presented, in some cases. 

One agency, he related, went 
out with Seabrook field sales man- 
agers to do a quick pilot study. 
But it didn’t get the account. 

Mr. Maass said the following 
criteria were used in the final 
selection: 


e Is the agency really interested 
in us? Interested enough in com- 
ing down to Bridgeton—in the 
southern extremity of New Jersey 
—and touring our vast farm? To 
make a 9 a.m. meeting in Bridge- 
ton means leaving New York 
around 5:30, and “we could easily 
determine who was interested.” 


e@ Does the agency have personnel 
who are merchandising experts in 
frozen foods—who have proven 
their success in this field and who 
are informed on the marketing sit- 
uation? 


e Will the account personnel be 
“active with us at all times?” 


e Does the agency show an inter- 
est in problems other than media 
—package design, sales planning, 
merchandising materials, local 
services? 


e When a problem arises, will 
there be direct contact with the 
particular person handling the ac- 
count? “We didn’t want to have 
to go through the man in the gray 
flannel suit,”” explained Mr. Maass. 
“We don’t want to have to ask the 
secretary to get the man away 
from his martini. We don’t want 
to deal with each department in 
the agency separately.” The fro- 


enough to cope with these condi- 
tions. 


e Is the agency interested in be- 
ing actively engaged in manage- 
ment problems, in long-range 
planning? 


e Is the agency equipped to “open 
doors in chains throughout the 
country”? Is it a salesman’s type 
agency? 


= The key factor weighing in 
Gore-Serwer’s favor was its re- 
cent acquisition of Leo Greenland 
as a new vp and partner (AA, 
April 22). 

Mr. Greenland, formerly with 
Diener & Dorskind for five years, 
is long on frozen food experience 
in the highly competitive New 
York market. He brought to the 
Gore-Serwer shop four frozen food 
accounts he has been handling: 
Milady’s blintzes, Roman pizza 
and ravioli, Sau-Sea shrimp and 
Mrs. Kornberg’s chopped chicken 
liver. 

Appointment of Gore-Serwer 
presages an expanded sales drive 
for Seabrook, Mr. Maass told AA. 
The company now has distribution 
from Maine to Texas on its line of 
30 frozen fruits and vegetables. 
For the future, however, it is 
banking heavily on the success of 
its new line of prepared foods and 
eight dressings from Maxim’s of 
Paris. 

Seabrook recently purchased Lu- 
chow’s pre-cooked frozen foods 
and plans to expand this line. 


s A market-by-market approach 
will be used, with national distri- 
bution the final goal. Promotion of 
Maxim Dressings, such as Hol- 
landaise sauces, will be tied in 
with the Seabrook vegetable line. 
All of the items will feature the 
Seabrook name. The over-all pur- 
pose is to improve the Seabrook 
brand franchise in the frozen food 
market. 

Mr. Maass was formerly sales 
promotion manager of Minute 
Maid Corp. Since his arrival at 
Seabrook earlier this year, the 
company’s sales force has been 
expanded considerably. 

Seabrook operates 
try’s largest commercial farm at 
Bridgeton. It is a major packer for 
private labels, as well as for brand 
name producers. / 

Acquisition of the Seabrook ac- 
count caps a hot new-business 
streak for Gore-Serwer. In addi- 
tion to the Greenland accounts, 
the agency also added Standard- 
Triumph Motor Co. this year. It 
is now in the $2,500,000 league. 
Chester Gore, president of the 
agency, opened his own shop in 
June, 1955, and merged it with 
Harry Serwer Inc. last year. The 
agency billed $1,006,192 in 1956. 


Maher Leaves ‘Post-Dispatch’ 
to Join ‘Toledo Blade’ 

In reporting the appointment of 
Edward F. Maher as manager of 
the general advertising depart- 
ment of the Toledo Blade (AA, 
May 6), ApverTISING AGE erred in 
saying he formerly was assistant 
manager of the department. Actu- 
ally he formerly was assistant 
manager of the general advertis- 
ing department of the St. Louis 
Post-Dispatch, where he had 
worked the past 11 years. 


Walters Leaves GE to Join 
Eastman Research as VP 
Kenneth L. Walters has re- 
signed as media planning consult- 
ant of General Electric Co. to 
join Eastman Research Organiza- 
tion, Néw York, as a vp. Mr. Wal- 
ters had been with GE 15 years. 


MPA Adds Two Members 
The Magazine Publishers Assn. 


has added two new members. 


| They are F. A. Fink, for Family 
zen food business, he pointed out, | Digest, 
is “fast-moving” and “fast-chang-|W. B. Syer, of Audiocom Inc.| Label 
ing,” and Seabrook wanted an| (High Fidelity and Audiocraft),|and Artography ($2,088). Grant’s 


Huntington, Ind., and 


agency that would be flexible|Great Barrington, Mass. 


| 
the coun-| 


in announcing the 


FOR 1956 


These presentatwms well be made at the Benyrmin Franklin Awards Dewner, May 16, chmaxing 
the 4th Annnal Edstor-Edncator Conference at the Waldorf-Astoria Hotel, Mary 15 and 16 cy. 


The University of Illinois takes pleasure 


BENJAMIN FRANKLIN 
MAGAZINE AWARDS 


WINNERS — This 
cooperative ad, 
saluting the mag- 
azines which won 


ae Ben Franklin 
-—— awards, will be 
—s run by the mag- 


~ azines in the New 
“soe York Times, May 
omnew 13. It is also 
a scheduled for 
later use in some 
of the magazines. 
Batten, Barton, 
Durstine & Os- 
born is the agen- 
(Story on 
Page 75). 


vertising has filed an involuntary 
petition in bankruptcy against its) 
former client, Seaboard Drug Co., 
with a claim of $110,404 against) 
the maker of Merecin. 

Last December Grant and Sea- 
board were named co-defendants 
in a suit in which Carlos Franco 
Associates accused the two of con- 
spiring to switch the company’s 
advertising from Franco to Grant. 

While the involuntary petition 
was filed April 25, this week Sea-| 
board asked the court to authorize | 
a company reorganization under} 
Chapter X of the Bankruptcy Act. 
If approved it would allow Sea- 
board to continue in business. 

In its petition Seaboard says 
that Grant’s claim is “strongly 
contested” and “is subject to 
counterclaims.” There is no fur- 
ther elaboration. Assets are listed 
in the petition as $314,850, plus 
some additional claims whose val- 
ue is undetermined. Liabilities are 
reported at $146,500, excluding the 
Grant claim. 


s Seaboard reports about 110 un- 
secured creditors. Among those 
with more than 5% of the total 
claims against the company, it lists 
Don Lee Broadcasting System, 
Mutual Broadcasting System, Wm. 
Penn Broadcasting Co., WOR Gen- 
eral Teleradio Inc. and M. B. 
Scott Inc., West Hollywood, Cal. 

The last named, Scott, has in- 
stituted suit for $13,658, “for ad- 
vertising services alleged to have 
been rendered,” it is reported. 

The petition submitted by Sea- 
board President Harry H. Patter- 
son states that the company “is 
unable to pay its debts as they ma- 
ture and lays the blame to a se- 
ries of events going back to the 
time when Merecin sponsored 
Walter Winchell on _ television.” 
It goes on to say that negotiations 
are practically completed with a 
group, “prominent among whom 
is Hamilton Hoge,” to take over 
the merchandising and promotion 
of the company’s products. Mr. 
Hoge is described as “a partner in 
Huber-Hoge Inc., an advertising 
agency.” 


s Grant was the major creditor 
of three petitioners who filed the 
involuntary proceeding on April 
25. The others were New York 
& Box Corp. ($1,833) 


| $110,404 is claimed for money ad- 


Grant Files Involuntary Bankruptcy 
Suit Against Former Client Seaboard 


New York, May 9—Grant Ad-| vanced on Seaboard’s behalf to) Dell, find it imperative to reach.” 


advertising media. The others are 
for merchandise and services. 

Grant resigned Merecin in De- 
cember. 


s Although Mr. Winchell is not 
mentioned by name, Seaboard says 
that “after a series of disastrous 
events” Seaboard canceled the tel- 
ecast. Afterwards, “this columnist 
made statements harmful to the 
petitioner and its products which 
received widespread publicity to 
further temporary damage.” 
Seaboard canceled Winchell last 
December (AA, Dec. 10) because 
of the “long series of offensive 
remarks” made by the columnist 
and “a serious number of com- 
plaints from listeners who had 
been aggravated and offended by 
Winchell’s attacks upon Adlai Ste- 
venson and many of his aides.” 
Subsequently, AA reported at 
that time, Seaboard charged Win- 
chell with “apparent malicious in- 
tent to malign, damage and dis- 
credit Seaboard and Merecin.”’ 
About the same time Seaboard 
found itself a defendant, along 
with Grant, in a suit filed by the 
Franco agency charging Seaboard 
with breach of contract in switch- 
ing its account to Grant. That 
agency was charged with “ma- 
liciously inducing” Seaboard to 
switch accounts. Damages of 
$156,718 were sought from Sea- 
board and $200,000 from Grant. 


es Mr. Patterson asserted that the 
suit was based “on plain and sim- 
ple peeve” and the switch was 
made because Franco showed “in- 
ability to handle and process prop- 
erly our extensive national adver- 
tising program.” The suit has not 
reached pre-trial examinations as 
yet, and it will be at least the fall 
before the case is brought to trial. 

Mr. Patterson’s present petition 
states that attachments by Franco 
have also contributed to Sea- 
board’s present condition. 

The company also reports a 
claim of $500,000 against Glenn 
Nelson and the Glenn Nelson Co., 
a sales company with which it 
merged forces last November. 
Seaboard was supposed to market 
a new low-price cartridge pen for 
Waterman Pen Co. This product 
was reportedly the principal asset 
of Nelson but “as a result of me- 
chanical defects, the pen has not 
been merchandised to date,” Mr. 
Patterson states. + 
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Dell Hits American 
News in $15,000,000 
Anti-Trust Complaint 


(Continued from Page 1) 
this action, the complaint contin- 
ues, “Union sacrificed its own bus- 
iness as a retailer in order to pro- 
mote the interests of American as 
a distributor.” 

Dell charged further that the de- 
fendants refused to redistribute 
premature returns and “encour- 
aged and induced premature re- 
turning of its publications.” 

Pointing out that American 
“sells or otherwise distributes 
magazines to virtually all of the re- 
tail magazine outlets in the U.S.” 
and that Union, whose “stands 
serve primarily the traveling pub- 
lic,” is the “largest retailer of mag- 
azines and pocket-size books in the 
world,” the complaint alleged the 
defendants “have combined and 
conspired to restrain and to mon- 
opolize distribution of magazines 
'and pocket-size books” for many 
| years. 


|@ Union, it charged, “monopolizes 
| the sale of magazines and pocket- 
size books at travel terminals and 
| stations in the area in which it 
|operates and has the exclusive 
| concession to sell magazines and 
| pocket-size books at places fre- 
quented by large numbers of read- 
ers whom publishers, including 


Union allegedly conspired with 
| American not to sell or display 
|publications unless distributed 
wholly or in part by American, or 
| by the latter’s consent. American 
| was charged with using this device 
to induce publishers to sign up. 

Dell charged these actions vi- 
olate two sections of the Sherman 
Act and that unless the defendants 
| are stopped, Dell will suffer “irre- 
parable injury,” through loss of 
advertisers and by rebating to 
present advertisers. It seeks triple 
| damages of $15,000,000. 
| US. District Judge William B. 
Herlands signed a ten-day re- 
straining order compelling Amer- 
j}ican and Union to buy, sell, dis- 
|play and promote Dell pocket 
books and magazines as before 
April 25. Lawyers for both sides 
are to appear in court May 14. 


® Meanwhile, ADVERTISING AGE 
learned today, The New Yorker is 
“still debating” whether it will 
continue distributing through ANC. 
Stephen Botsford, publisher, said 
it was no secret that his company 
has been talking to ANC, Curtis 
and Select Magazines in recent 
weeks. Mr. Botsford, who indicat- 
ed his magazine has not been hap- 
py with ANC service, said it would 
be several weeks before The New 
Yorker reaches a decision. 

In Washington, a spokesman for 
U.S. News & World Report said, 
“As far as we know, we're going 
to stay with American; it’s been a 
very satisfactory arrangement so 
far.” 

Michael Michaelson, vp and cir- 
culation director of Ziff-Davis 
Publishing Co., said, “We have 
been with American News Co. as 
long as Ziff-Davis has been in bus- 
iness. We hope that ANC will suf- 
ficiently revive itself to permit us 
to stay with them. 

“As matters now stand, with 
their losing so much dealer cover- 
age, unless they can bring in addi- 
tional dealer business, it is difficult 
for Ziff-Davis, which needs com- 
plete nationwide coverage, to re- 
main with ANC. Any further 
shrinkage in coverage is unthink- 
able,” he said. # 


Campana Elects Benson VP 

Campana Sales Co., Batavia, I)1., 
maker of cosmetics and drug 
products, has elected Craig Ben- 
son, director of merchandising, a 
vp. 


“a et en, EN er. Oe eo: er <a" See PEE cn RS Se NC eee ae ewer Gee ahs eae Sis. be @ >. oe ees o> ee Pes, a ee ee 
Oe Se ee. ee re | ee (| Gs 
ea et ee ; Shas Ee social ei. 2 pace Seley, ee) aa A ener, aa oy 7 ae or at ne SEE eee Se eis, bud eu : eee eae eg SER aoe ce a: i «ae eget oe 
ioe 2. : eae : _- le ears Pen eee ee te oe . Prete ; ee esehd 7 Br pees Oa ae ee ae Se Ke Ce eee fo ope Bi ae aoe 
; ae ere eS ane ihe (stp eeaad 5 SE Es ae eons een , a! i aa os Cage Sp aa a eye ony 
ee Faia = Wei EN og ji a Ss er ee ea = ro meas ye oe He al et x! ss ‘ j pee - , PX 
—— i. ao SASF I” ~<a | ae 
| 
| pe | 
a 
ve, - <u> dhapiaaanabenetn Gninaamne Geet 
P =o i> eked eipavtnan aetna 
sewyamen Pars : Spiebeemmaadeen tes 
ai Secaaiwe “ ome te Gon og» angen tame ow Sorat oa 
oo obanat haa a gt nw enna mer 
al <— ———~) - --—— 
a : i Se — 
a <= == 
py 
: wa = rae sqruaner gvenens sae meorees . 
¥ -—_— 
“ 
, r z 
7? . 
i 4 ‘ ry itn 
an pe be —_— 
oe 5 ——- " “sae 
a, ames moms poosnas sarees Sea AF 
ve, - . 
t 7 
| ee ) 
ise | 4 ; 7 
ti | 
; Sonatererces wewem mcmmmmmncn awe 
——os™ sooneem aes ..ocec 
= 
od A SAE. a ee 
*- 
ae 
s 
. 
. 
5 
Bas S. 
“2 
i ~ 
. * 
cele Fi 
‘es 
ny Y 
. ; 
at . 
a 
: ree 2 
a 
aS Sy 
ei a 
4 
3 A 
vane e= 
Pe: 
a 
7 J 
7 
a Be 
kt 3g i 
- ; 
as y 
ee aon 
TR * 
er es 
iat 
ae Ss 
ae 
ee pl 
rae : 
oe ee 
laa ; 
ae 
ae 
° 
- , ; : aed oe oe ee” 2 . = ee — P Mois te : : Sislahiatet es eee 
Page é 5 don d Se iguanas ti ils ad i aan ety gs A 9 Ree Re Roe ee oper. ee ac ae ee ae be bere Pree go? eis, 
erie : \ ae ie ig a Re ce oi peel a i Sa ge ar hoek Sere e : ie apg. p * a ei Sp heer ae. Ce el 
be . eee ae ss 5 4 f ay le Re ee ae e- ey : Seer gprs Cee Se a Sa a a ¥ : 
ect Ge vley A eet eee a ee ; . Sa eee Sa ee | a : ‘ oe ro es . vis See Mr a bala, Ss ae were ee ie 
se ie ol ay gis 8 le ie as Gt cS CORRES yee ey te Cs E z ; 7 sthalie age S Oe eR os Been ae x ates Fae i ok ial i 
he wes : ig Shs ' Se eat ae ee) ie Se eat ey A ake Se ee 3 paw: a ee iS, em Pg ee rere: 
ee poaruike Ad ai bia j : SERN ae ks ees aS Tore nies? Splits She erate BS es eee ae oe Se gh Saree oe 
eee : re ea VF Smet S e . i! 4 tee ‘ =i . 


Advertising Age, May 13, 1957 


Justice Seeks to 


Deprive NBC of 
Philly TV Outlets 


PHILADELPHIA, May 7—The De- 
partment of Justice made it clear 
today that it is trying to get a 
court order forcing NBC to give 
up the tv station which it ac- 
quired here as a result of the 
controversial NBC-Westinghouse 
station swap. 

In addition, the department told 
the federal district court that NBC 
should be put under injunctions 
which: 

1. Prevent it from acquiring any 
additional vhf stations in the na- 
tion’s top eight markets without 
specific approval of the court. 

2. Prohibit it from threatening to 
withhold network affiliation from 
an independently owned station in 
order to induce the owner to ac- 
cept representation by NBC Spot 
Sales, or to enter into a station 
sale agreement with NBC. 


s These restraints on NBC were 
outlined as the government’s main 
purpose in the anti-trust case filed 
here last December which charged 
that RCA and NBC “conspired” to 
apply illegal pressure on Westing- 
house. 

Two documents filed by the gov- 
ernment during the past 10 days 
enlarged on these charges and pro- 
vided an insight into the kinds of 
proof that the anti-trust division 
expects to produce in the event 
the case comes to trial. 

Drawing heavily on documents 
which have already been discussed 
at hearings of the anti-trust sub- 
committee of the House judiciary 
committee, the department con- 
tends Westinghouse was warned 
its failure to sell the Philadelphia 
station to NBC would result in the 
loss of NBC affiliations in Phila- 
delphia and Boston, and denial of 
NBC affiliation for the tv station 
which Westinghouse was acquiring 
in Pittsburgh. 


s Once Westinghouse bowed to 
NBC demands, the government 
said, it was given the radio and tv 
stations which NBC owned in 
Cleveland, plus $3,000,000 in cash. 
In addition it was assured of re- 
newals for all its NBC affiliates, 
plus NBC affiliation in Pittsburgh, 
and it was told that relations be- 
tween the two companies would 
remain stabilized for many years 
to come. 

In addition to previously pub- 
lished material, however, the gov- 
ernment for the first time sketched 
what it regards as the background 
of the case. 

It told the court that NBC and 
RCA were proceeding under a 
“master plan” for improving the 
position of NBC-owned stations 
drafted in March, 1954, by Charles 
R. Denny, NBC vp. 


s Under this plan, the government 
said, NBC contemplated invasion 
of Philadelphia, Boston, Detroit or 
San Francisco, and possible with- 
drawal from Washington. The gov- 
ernment summary said NBC offi- 
cials sounded out station owners 
in several of these markets, includ- 
ing Triangle Publications, owner 
of WFIL-TV, Philadelphia; Detroit 
Vews, owner of WWJ-TV; San 
Francisco Chronicle, owner of 
KRON-TV, and RKO Teleradio, 
owner of WNAC-TYV, Boston. 

The department also said that 
RCA chairman David Sarnoff “may 
have” approached Dr. Allen B. Du- 
Mont, with a view toward possible 
purchase of WDTV, Pittsburgh. 


s Despite rebuffs in each of these 
instances, the department says 
there is no assurance that NBC 


has repudiated “The Denny Plan,” 
namely to acquire vhf stations in 
Boston, Detroit or San Francisco, 
and to dispose of WRC and WRC- 
TV, Washington. 

The government claims it is not 
attempting to limit the right of the 
network to enter into affiliation 
contracts with stations by mutual 
agreement, but is concerned solely 
with situations where the power to 
withhold affiliation is used “as 
part of a plan to violate the anti- 
trust laws.” 

The government said the follow- 
ing non-network television stations 
were the objects of such unlawful 
use of power: Westinghouse 
Broadcasting Co., New York, the 
Detroit News and the San Fran- 
cisco Chronicle. 


s The government took the posi- 
tion that Westinghouse came out 
badly in the deal, despite the $3,- 
000,000 in cash and the promise of 
security in Cleveland, Pittsburgh 
and Boston. 

One immediate result, the gov- 
ernment argued, was that the in- 
come of Westinghouse was re- 
duced by $1,000,000 annually, the 
difference between the income 
from a Philadelphia station and a 
Cleveland station. Another result 
was that Westinghouse lost free 
station “plugs” worth perhaps 
$500,000 annually for the promo- 
tion of Westinghouse products in 
the rich Philadelphia market. A 
third injury, it was argued, was 
that the relative strength of the 
Westinghouse group of stations 
was weakened in the competition 
among broadcast groups in the 
sale of national spot time. 

The department’s statements 
said the court ought to cancel the 
NBC licenses in Philadelphia. But 
it indicated the government would 
be satisfied with an arrangement 
which simply requires the network 
to sell the stations. # 


French & Preston 
Drops All but PR, 
Financial Clients 


(Continued from Page 1) 
lations, with four accounts: Amer- 
ican Railway Car Institute; finan- 
cial advertising for Pullman Inc.; 
Shippers Car Line Corp. and the 
Spanish Olive Oil Institute. 

Shippers Car Line Corp. is not a 
pr account of Selvage & Lee; the 
others are. 

French & Preston lists some 14 
accounts in the current agency list 
but several left the agency months 
ago while others have been inac- 
tive for some time. 

The largest account now depart- 
ing is Gray Mfg. Co., maker of Au- 
digraph dictating equipment. Last 
year it billed about $225,000, al- 
most one-quarter of French & 
Preston’s total billings. 


es James P. Selvage, president, 
told Apvertisinc AcE that French 
& Preston is helping some of its 
clients in their selection of new 
agencies. None have been an- 
nounced. 

There was no explanation for 
the agency’s retrenchment, foretold 
exclusively by AA last week, ex- 
cept for a statement that “French 
& Preston was created in 1945 for 
the purpose to which it is now 
confining its operations.” 

However, it was understood that 
there has been a growing feeling 
at the agency that “it just wasn’t 
worth the effort,” and that Mr. 
Selvage had been spreading him- 
self too thin between the agency 
and the pr company. Also, some 
accounts, notably Gray Mfg., have 
reduced their advertising expendi- 
tures considerably. + 


Norris Joins William Esty 
James S. Norris, formerly with 
Fletcher D. Richards Inc., has 
joined William Esty Co. New 
York, as group copy director. 


Last Minute News Flashes 


Patterson Resigns Florida Citrus Ad Post 


LAKELAND, FiLa., May 10—Paul Patterson, advertising director of the 
Florida Citrus Commission, resigned today because of a disagreement 
with the commission over advertising policies. He declared the indus- 
try is “heading for trouble” in promoting frozen, canned and fresh 
orange products individually, rather than oranges as a product. Frank 
D. Arn, merchandising director of the commission, was named interim 
ad director. Mr. Patterson’s resignation, along with current price dips 
and high inventories, may spark a reexamination of the commission’s 
$4,000,000 ad program, which was taken over in '55 by Benton & 
Bowles from J. Walter Thompson Co. Reportedly a segment of the 
citrus commission would like to return to the commodity marketing 


| philosophy espoused by JWT. 


Geigy Account Moves to St. Georges & Keyes 


New York, May 10—The Geigy Chemical Corp. has named St. 
Georges & Keyes as its agency. The account was previously handled 
by Ellington & Co. Current billing runs about $225,000. 


Burke Dowling Adams to Open West Coast Office 


New York, May 10—Burke Dowling Adams Inc. will open a Los 
Angeles office early this summer. Thomas Dixcy, senior vp of the 
agency, said it will be an operating and not a service office. Parts of 
the Scandinavian Airlines system and Studebaker-Packard accounts 
will be handled in the West Coast office. 


Gibson Succeeds Kirshon at Doyle Dane Bernbach 


New York, May 10—Mrs. Cay Gibson, formerly a copywriter in the 
sales promotion department of Doyle Dane Bernbach, has been named 
head of the department. She succeeds Paul Kirshon, who has joined 
Lennen & Newell in a marketing and sales promotion capacity. 


National Carbon Sets Garden Consumer Line 

New York, May 10—National Carbon Co. will introduce a new con- 
sumer line of home chemical and garden products, probably in the first 
quarter of 1958. Brand names have not yet been selected. National 
Carbon revealed that it would be satisfied to introduce about a half 
dozen garden products and four to five consumer products in the first 
year, although it points out the lines eventually could be very broad. 
William Esty Co. handles the current National Carbon products; the 
company has not announced the agency to handle its new lines. 


Davidson Joins Compton; Other Late News 


e George W. Davidson, formerly marketing executive with J. Walter 
Thompson Co., has joined Compton Advertising as vp and supervisor of 
the Sterling Brewers account, Evansville, Ind. Mr. Davidson, after 14 
years’ association with Piel Bros., Brooklyn brewer, resigned a year 
ago as vp and marketing director to join Thompson. 


e Revlon, New York, will sponsor “The Walter Winchell File” Wednes- 
days at 9:30 p.m., EST, on ABC-TV starting Oct. 2. Time for this new 
Desilu film series was bought through BBDO. 


e Robert T. Brown, advertising manager of Chrysler Corp. of Canada 
Ltd., Windsor, Ont., for the past several years, has been appointed an 
account executive of Kenyon & Eckhardt Ltd., Toronto. 


e The Chicago Daily News won the Pulitzer gold medal journalism 
award for 1957 for its exposé of Orville E. Hodge, who lifted $2,500,000 
from Illinois’ till while he was state auditor. Seven other journalism 
awards went to Salt Lake City Tribune; Wallace Turner and William 
Lambert (Portland Oregonian); James Reston (New York Times); 
Russel Jones (United Press); Buford Boone (Tuscaloosa News); Tom 
Little (Nashville Tennessean) and Harry J. Trask (Boston Traveler). 


e E. C. (Ted) Prince, advertising and sales vp of Liberty magazine, 
Toronto, has been elected president of the combined Magazine Pub- 
lishers Assn.-Magazine Advertising Bureau of Canada. He succeeds 
Ken Whelan, advertising manager of Chatelaine. 


e The Toronto Daily Star and Toronto Star Weekly will offer continu- 
ity discounts beginning July 1. B&w page advertisers in the daily will 
get $350 off the page cost of $2,494 on a 52-time basis, color page users 
in the weekly will get $650 off the regular $3,244 price and 52-time 
users of a monotone page in the weekly’s picture section will get $600 
off the regular $3,800 price. Similar discounts will be allowed on any 
combination of unit sizes. 


e Noble Advertising, Mexico City, has been appointed to handle adver- 
tising in Mexico for Kleenex, Kotex and Delsey. The previous agency 
of record for Kimberly-Clark is Publicidad Interamericana. 


e George A. Thoma, sales promotion manager of Thor Power Tool Co., 
Aurora, Ill., also has been appointed advertising manager of the com- 
pany. He will take over duties that have been handled by John F. 
Corkery, vp. 


e Christopher A. Sante, research director of Lennen & Newell, New 
York, has been named a senior vp of the agency. He will continue as 
head of research and in addition will act as liaison between manage- 
ment and account supervisors on marketing plans. Richard E. Fisher, 
director of community affairs for American Airlines, also has joined 
L&N, American’s agency, to work on a special promotion project for 
American’s Mercury and Royal Coachman service. 


e Tom W. Judge, formerly vp in charge of sales for Closed Circuit 
Telecasting, has been named to the newly created post of national tele- 
vision sales manager of Westinghouse Broadcasting Co., New York. 


e Edward K. Mills Jr., deputy director of General Services Admin- 
istration, who had been identified as the prospective appointee to the 
Federal Communications Commission to replace George McConnaugh- 
ey, announced Friday that he has asked the White House to withdraw 
his name from consideration. (For background see “This Week in 
Washington,” Page 74.) 


Seeds Names West, Roberts 
Russel M. Seeds Co., Chicago, 
has appointed Barton G. West ex- 
ecutive art director and Arthur R. 
Roberts Jr. to the copy depart- 


ment. Mr. West formerly was sen- 
ior group art director of Needham, 
Louis & Brorby. Mr. Roberts was 
vp and creative director of Chris- 
tiansen Advertisin* Agency. 


P. 0. Rate Bill's 
Fate in Doubt 


WasHINGTON, May 9—Approval 
of a postal rate increase bill was 
stalled in the House post office 
committee this week as members 
sparred over complicated propos- 
als for dumping the second class 
increases on the big national mag- 
azines. 

While there were signs that a 
bill virtually identical to what 
Postmaster General Summerfield 
wants will be approved soon, the 
postal hike will have trouble clear- 
ing the House before the end of 
this month and may still be in the 
Senate post office committee when 
Congress adjourns. 

Meanwhile, the Post Office De- 
partment was heading toward an- 
other row with Congress over op- 
erating funds and there were signs 
that new cuts in service are in the 
offing. 

With the volume of mailing run- 
ning substantially ahead of pre- 
vious estimates, Mr. Summerfield 
warned Congress he is going to 
need between $70,000,000 and $90,- 
000,000 more than he originally 
budgeted for fiscal 1958. Unless he 
has clear signs by July 1 that Con- 
gress is prepared to provide these 
sums, he said, it will be necessary 
to take immediate steps to reduce 
the government’s costs. 


® His chances of getting all this 
money remained in doubt. With 
Congress in an economy mood, 
budget requests are getting rough 
handling, and there is a tendency 
to cut deep, in the hope the de- 
partments will find ways to ab- 
sorb at least part of the reductions. 

By midweek he had induced a 
Senate appropriations subcommit- 
tee to restore about half of the 
$58,000.000 which the House had 
cut from the regular Post Office 
budget for fiscal 1958. 

But this partial success was un- 
expectedly erased this afternoon 
when the full committee drama- 
tized its devotion to economy by 
reporting the budget exactly as it 
passed the House, with the sugges- 
tion that the department try to cut 
costs before coming back for more. 


® The rate bill got over the first 
hurdles easily early this week 
when the committee overwhelm- 
ingly accepted the first and third 
class rate hikes exactly as the ad- 
ministration drafted them. But the 
administration steamroller came 
to a halt today as committee mem- 
bers searched—unsuccessfully— 
for a formula which would raise 
more revenue from the publish- 
ing industry without hurting the 
“small publications.” 

When the meeting broke up this 
noon there were indications that 
the committee was about ready to 
stop trying to write its own bill 
and to go along on the depart- 
ment’s second class increase pro- 
posals, as it had gone along on 
other classes. 


® As it now shapes up, the com- 
mittee has approved first class and 
air mail increases estimated to be 
good for $365,800,000 of new rev- 
enue. These include a 4¢ letter 
rate, a 3¢ postcard, a 7¢ air mail 
rate and a 5¢ air mail postcard. 
The committee also accepted a 
$128,000,000 increase in third class, 
including a two-step increase to 
24e¢ per piece on bulk mail. 

The administration’s second 
class increase plan involves a 60% 
boost in four annual 15% steps. As 
an alternative, committee mem- 
bers have submitted other plans 
to raise an equal amount of reven- 
ue, mostly from publications with 
circulations in excess of 100,000. 
The total amount of new revenue 
from second class sought under the 
administration plan is $33,000,000. 
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Hecht 


SHOP TALK—Pictured at the MPA meeting are Paul Huey, Progressive Farmer; George 
Hecht, Parents’ Magazine; James B. Kobak, J. K. Lasser & Co.; Kent Rhodes, Reader’s 


Kobak 


Sell Medium Harder, 
Strouse Urges MPA 


(Continued from Page 1) 
wrong with this, provided the 
same effort is being made to ap- 
praise the differences in value 
among the various media.” 

Isn’t this the time, he asked,| 
when the magazine industry ought 
to close its ranks, pool its re- 
sources, exercise its ingenuity and 
harness its manpower in order to 
make the competitive effort that 
may be necessary for continued 
growth and profit? 


® The proposal of an industry- 
wide promotion had been one of 
the objectives of the proposed 
MAB-MPA merger, which seemed 
no closer although the new com- 
mittee is scheduled to hand 


er- 
tisers or Agencies have invaded their 
rights. When a claim is filed, you 
need our 

INSURANCE 

devised especially to take the sting 
out of these cases. It’s surprisingly 
inexpensive and it does the job 
adequotely 


that Adv 


WRITE FOR DETAILS ND RATES 


EMPLOYERS R URANCE 
" CORPORA ON 
INSURANCE CHANGE 


KANSAS CITY, MISSOURI 


in a report by mid-June. On 
this subcommittee are Bernard 
Barnes, Time Inc.; Richard G. 
Deems, Hearst Magazines; Regi- 
nald Clough, Reader’s Digest; Otto 
Schaefer, Meredith Publishing; 
Vernon Myers, Look; Edward C. 


Von Tress, Curtis; B. G. Davis, Ziff} 


Davis, and G. D. Crain Jr., Adver- 
tising Publications Inc. William B. 
Carr, McCall Corp., who is head of 
the MAB board, and Ford Stewart, 
publisher of Christian Herald and 
MPA president, will be ex officio 
members. 

The scope of the committee’s 
work was outlined in a memo from 
the MAB board to the MPA board 
“to explore and evolve plans for 
the retirement, continuation or 
transfer of the personnel of MAB 
in the event of a merger. 

“If the merger should not ma- 
terialize, the committee should be 
asked to suggest new and more 
effective ways of cooperation be- 
tween MAB and MPA. Prelimi- 
nary work along these lines has 
already been started by this sub- 
committee. 


s “Our conclusion is that if this 
joint committee, after reasonable 
deliberation, 


best interests of magazines are 


likely to be served by an amalga-| 


mation of MAB into MPA, that 


|amalgamation should have the en- 


A national baker buys 


per 
thousand’ 


a thousand viewers for 


just 46c on KCRG-TV. (Sure we'll tell you who.) 


KCRG 


-TV 


Channel 9 — Cedar Rapids —Waterloo, lowa— ABC-TV for Eastern lowa 
The Cedor Rapids Gazette Station 
REPRESENTED NATIONALLY BY WEED TELEVISION. 


*Based on February ARB Survey. 


concludes that the! 


Rhodes Kenyon 


thusiastic support of the MAB} 
board.” 

Earlier the memorandum read} 
by Mr. Carr to the meeting ac-| 
knowledged the need for a 
strengthened industry promotione!] | 
|bureau and a more dynamic pro- 
gram. 

It challenged the grounds of the | 
merger, however, with these ob- 
servations: 
| “The MAB board questions| 
| whether adequate exploration has | 
|yet been made concerning a pos-| 
sible merger of MAB and MPA. 
The MAB board has no informa- 
tion, for example, as to the savings 
if any in so called ‘housekeeping’ 
expenses. It has no knowledge of| 
the likelihood, if it exists, that its| 
activity will be supported by the | 
MPA members that are not now 
members of MAB. It questions 
whether the MPA is prepared to} 
supply the dynamic advertising| 
leadership—under the pressure of) 
other responsibilities undertaken | 
by its new management—that will | 
certainly be a prerequisite of a 
successful MAB. 


s “MAB questions whether in| 
such a merger it should be totally 
absorbed as an entity and its func-| 
tions merged with others of the 
MPA, or whether it should operate | 
as a separate division of MPA, | 
serving specifically the advertising 
promotion, research and informa-| 
tion needs of the association. The 
MAB believes answers to such 
questions must be found before 
|sound decisions can be made. 

“The MAB believes that a spe-| 
cific detailed outline must be| 
drawn, showing how the advertis-| 
|ing promotion, research and infor- 
|mation needs of the industry will! 


| 
| 


|Corp., 


Suhler 


Shumway 
Digest, vice-chairman of MPA; Robert E. Kenyon Jr., MPA president; Lester Suhler 
and Leland Leach, both of Cowles Magazines, and Lowell Shumway, McCall’s. 


The traditional areas of MPA, agencies, the placing of another on 


e Paper: C. C. Westlund, McCall) 
reported that magazines 
might well be switching to lighter 
paper weights in order to reduce 
rising transportation costs. He re- 
marked the fact that paper man- 
ufacturing profits have been de- 


clining. He expects paper price 


ingreases and believes they will be 
general by July 1. 

There are elements of hope in 
the publishers’ paper picture. 

Publishing profits, while still 
alarmingly low, rose (for the 35 
publishers covered in this study) 
from an average of 2.6% to 2.7% 
while taxes rose from 2.8% of rev-| 


the 


| preoccupation also were covered: 60-day probation and one rejection 
on grounds of unlikely compliance. 
He 


commented hopefully that 
| there is increasing interest in CRB 
jon the part of publishers using 
| field selling and reported that the 
|National Better Business Bureau 
is willing to go along with the CR- 
NBBB deal on the basis of more 
stringent rules, enforced observ- 
ance and active participation by 
publishers. 

Irving S. Manheimer, president 
of Macfadden Publications, report- 
ed that the Central Registry board 
had been reconstituted to give 
publishers a majority. Instead of 
old _ five-publisher-five-sub- 


PRINTING PAPER 
INDEXES OF PRODUCTION AND CONSUMPTION 


Average 1948 «+100 
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STEADY CLIMB—This chart, from a st 


1953 1954 1955 1956 1957 


udy prepared for Magazine Pub- 


lishers Assn. by Dr. Louis T. Stevenson, shows production and con- 
sumption of all printing paper. The indices indicate an accumulation 
in the hands of consumers throughout 1956. 


| be fulfilled in the event of such a| enue to 3.3%. Paper cost held even | scription-agency board, it will now 


merger.” 

Nevertheless there was still con- 
siderable private discussion about 
the future of the two organizations. 
And while some observers felt that} 
no merger as such would be likely, | 
they were inclined to believe that! 
closer cooperation between MPA 
and MAB was probable, and they 
felt that MAB might well be 
strengthened by additional funds. 


s Otherwise the MPA meeting 
heard one more expression of dis- 
content on the advertising score. | 
Gibson McCabe, vp of Newsweek, 
took his turn, on the panel dis- 
cussing publishing economics, to 
ask that more attention be paid 
to advertising by the association. 
He pleaded for support and coop- 
eration for the new subcommittee. 
He called Mr. Strouse’s speech “a 
scolding from a friend” and cited 
these MPA statistics to show the 
importance of advertising to pub- 
lishers: 

24 publishing companies in MPA 
have volume of $10,000,000 or 
more, and advertising accounts for 
62% of the volume. Another 10 
companies have volume of from 
$2,500,000 to $10,000,000, and ad- 
vertising accounts for 53% of it. 
| Then there are 56 companies un- 
|der $2,500,000, and advertising ac- 
‘counts for 58% of their individual 


at about 25.5% of publishers’ rev- 
enue. 

Paper costs still continue to rise 
in proportion to the wholesale 
commodity index, while magazine 
revenue per sq. in. rises more 
slowly (up 3% in 1956 over 1955 
levels, while paper cost per sq. in. 
was up 5%). 

The publishers’ cost dilemma is 
clear. From 1940 to 1956, revenue 
nearly quadrupled, rising from 
$209,525,000 to $796,591,000 for the 
35 publishers. In the same period, 
paper cost rose nearly five times, 
to $203,087,000. Operating profits 
rose nearly three times, to $47,- 
943,000. Taxes quintupled, to $26,- 
725,000, and net income is not 
quite double what it was in 1940. 
In other words, everything has 
skyrocketed but profit. 


e Postal: Arthur Z. Gray, Street 
& Smith, reported that the postal 
situation is grave. He remarked 
that relatively few publishers ap- 
peared at the hearings (only ten 
testified) and urged the publishers 
to write or talk to their congress- 
men, making their positions and 
problems clear. 


e Central Registry: Harold J. 
Bean, Curtis Publishing Co., re- 
tiring head of Central Registry 
Bureau, reported that stringent ap- 


| sovenaes, “so advertising shouldn’t | 
be deprecated,” he said. 


‘expulsion of 


plication of rules has led to the 
two subscription 


be seven publisher representatives 
and five agency representatives. 


e Business Management: Ralph H. 
Flynn, Popular Science, reported 
that the first questionnaire, cover- 
ing personnel, is now in the field 
and that about 50% have been 
returned to J. K. Lasser & Co. so 
far. This questionnaire covers ben- 
efits offered by publishers to em- 
ployes and the cost of providing 
them. 

Mr. Flynn was one of the two 
new directors of MPA elected at 
the meeting. The other was James 
Moore, replacing his father, How- 
ard Moore, chairman of Moore 
Publishing Co. 


@ Meeting: Eliott Odell, vp of 
Farm Journal Inc., reported that 
three new MPA meetings are be- 
ing contemplated. One is a fall 
workshop in New York, devoted to 
circulation, promotion, advertising, 
editorial, etc.; a luncheon speech 
by an outstanding adman and an 
afternoon business session. The 
second is to be a “magazine show- 
case” meeting, a luncheon at 
which people who have been fea- 
tured in magazine articles and 
stories would be on display for 
advertisers and agencies. The third 
is to be a national affairs meeting 
in Washington, to be attended by 
editors and publishing executives 
and featuring political personali- 
ties. 
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THE MORE THEY GO OUT TO BUY... 
THE MORE THEY SEE OUTDOOR ! 


Trin 
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85% OF URBAN PEOPLE LIVING IN HOUSEHOLDS WITH TOTAL INCOMES 

ABOVE $5,000 A YEAR SEE AND REMEMBER OUTDOOR ADVERTISING* 
Outdoor Advertising is strongest with those who are better able to buy. For in households 
with incomes of $5,000 or more, 85% are poster readers. If you want to reach the people 
who are most likely to reach for your product ...be sure your plans include Outdoor. 


*Source: Starch Continuing Study of Outdoor Advertising. 


OUTDOOR ADVERTISING INC. 


WATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


60 EAST 42ND STREET, NEW YORK 17, NEW YORK © ATLANTA © BOSTON * CHICAGO © DALLAS © DETROIT * HOUSTON * LOS ANGELES © PHILADELPHIA « ST. LOUIS 
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The trend at McCall’s i 


PAGE GAINS OR LOSSES 
FIRST QUARTER, 1957 vs. FIRST QUARTER, 1956 
(Top 10 Magazines in ABC Circulations) 
CIRCULATION PAGES PAGES 
RANK GAINED LOST. 
Reader's Digest (10,718,943) .............-- kg i OT 
UO +¢ 5 Fe Pear, eee rrr — 50.7 
Ladies’ Home Journal (5,320,300)............ dg ee 
Saturday Evening Post (4,950,061) .........6- ee ees —75.0 
McCALL’S (4,830,102) ........... +343 ...... 
Better Homes and Gardens (4,302,019)........ = wee ees —40.1 
TV Guide (4,206,632) 2... ccc ce vec ccvess ee ee ee 
tT? UNE ac od gn eer ceVrsbetbssces® -.  &. ee ehen - 34 
Wey COPGER GEPUUMOE ED Sets ccc cccccesces 8 sw noes —40.5 
Good Housekeeping (3,815,085) ............ ee ees — 7.6 
«AA. 


& 
The magazine of Togetherness C a a, 
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